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Consent Decree Wipes Out Station — 


Swap; We'll Siill Serve Philly: NBC | 


Move Seen Strengthening 
Justice Department Hand 
in Broadcasting Arena 


WASHINGTON, Sept. 22—The first 
Major anti-trust test  involv- 
ing business practices of the tele- 
vision industry ended in a consent 


phasized it intends to acquire sta- | 
tions in other major markets, | 
“thus maintaining the station | 
ownership support needed for con- | 
tinuation of effective sateia! 


service.” 
It promised that network pro- | 
gram service will continue in 


Philadelphia without interruption. | 


settlement today which forces Na- | 


tional Broadcasting Co. to dispose 
of its tv-radio holdings in Phila- 
delphia. 

The settlement also gives the 
Justice Department a voice in 
future RCA-NBC station pur- 
chases in seven other top markets 
and puts a special burden of proof 
on NBC in the event it under- 
takes national spot representation 
for any independently owned sta- 
tions other than six it currently 
represents. 

The case stemmed from an ex- 


change in 1955, in which Westing-| 
house turned over to NBC radio) 


and tv stations in Philadelphia in 
exchange for NBC’s stations in 
Cleveland, plus $3,000,000. 

In a civil complaint filed 


December, 1956, the Justice De- | 
partment claimed NBC forced 
Westinghouse into the deal by 


threatening to withdraw NBC net- 
work affiliation from all Westing- 
house stations. 


ws As the settlement was filed to- 
day, NBC issued a statement point- 
ing out (1) that the decree does 
not represent an admission that it 


in | 


|m The Justice Department offered | 
no official comment, but officials | 
of the anti-trust division regarded | 

(Continued on-Page 142) 


Clupak Budgets 


$500,000 in Its 


Inaugural Drive 


Company, Owned Jointly 

| by Cluett, Westvaco, to 

_ Market ‘Stretch’ Paper 
New York, Sept. 24—The first 
advertising campaign for a revo- 
| lutionary new paper called Clupak 
| (an invention of Sanford L. Cluett, 
'who developed the Sanforized 
|process for textiles) has been 
launched by Clupak Inc., the com- 
| pany which owns the trademark 

|and patents for the new paper. 
| Clupak Inc., 530 Fifth Ave., is 
|owned jointly by Cluett, Peabody 


THE NATIONAL NEWSPAPER OF MARKETING 


Personal Products Ad 
Code’s Okay with Bates 


is guilty of the charges and (2) /& Co. and West Virginia Pulp & 
that the merits of the case were | Paper Co. Its first advertising cam- 


Preparation H Agency 
Lauds Effort tv Build 
More Respect for TV 


(Full text of report is on Page 96) 

New York, Sept. 25—Ted Bates 
& Co., the agency for Preparation 
H, Carter’s Little Liver Pills, Free- 
zone, Arrid, Nair, Anahist, Ana- 
cin and a long list of other so- 
called “personal” products, said 
today that it is in complete agree- 
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McCann Enters 
Australia; Buys 
‘No. 3° Agency 


Move Seen as Effort 
to Overtake JWT in 
Overseas Business 


DOW ANTI-FREEZE—Dow Chemical Co. 
is promoting its new brand of anti- 
freeze with large space newspaper 
ads like this one in Spokane, Boise, 
Erie, Hartford and Brockton. Radio 
spots also are being used. 


Dow Chemical Tests 
Own Anti-Freeze 


in Five Markets 


MIDLAND, Micu., Sept. 22—Dow | 
Chemical Co. is test marketing its | New York, Sept. 25—McCana- 
own new brand of anti-freeze for |Etickson has invaded Australia, 
cars and vehicles in five markets. | where it finds itself looking up at 

The chemical giant, which has |@ familiar rival—J. Walter Thomp- 


en a major lier ivate | Son Co. 
ven & jer suppher Of prtve df In press conferences held yester- 


label anti-freezes since 1952, is| : Y 

testing Dow High Detergent anti-|44Y_in New York and Sydney, 
freeze in Spokane, Boise, Erie,|McCann announced the acquisi- 
Hartford and Brockton, Mass.|0 of Hansen-Rubensohn Pty. 


Large-space newspaper ads and Ltd., which it called the third 
radio spots are being used. largest agency in the continent 


| 
| 
| 


MacManus, John & Adams,| ¢°W" under.” 
Bloomfield Hills, Mich., is the A new company, Hansen Ruben- 
agency. sohn-McCann-Erickson Pty. Ltd., 


has been organized. It will be 


not passed on in court. NBC em- 


(Continued on Page 8) 


Measure of Ad Performance Needed, 
Not ‘Circumstantial’ Data: Banks 


Burnett VP Tells ARF 
This Is Vital Media 
Common Denominator 


New York, Sept. 25— Advertis- | 
ers will not be able to make me- | 
dium-vs.-medium comparisons— | 
television vs. magazines, 
ample—until there is some con- 
crete measurement of the per- 
formance of advertisements in 
each medium. 

Seymour Banks, vp in charge of 
media planning and research, Leo 
Burnett Co., Chicago, emphasized 
this point today in a talk to the | 
annual conference of the Adver-| 
tising Research Foundation. | 

Mr. Banks was giving a prog-. 
ress report on the work done by 
the ARF’s audience concepts com- 
mittee, of which he is chairman. | 

The committee, Mr. Banks re-| 

orted, feels it is time for adver- 
Ping media to go beyond mere 
measurement of their audiences. 

“By this,” he explained, “we 
mean that all media data which 
are essentially purely media data 
—whether they be circulation, au- 
diences, frequency of exposure, 
etc..—merely produce circumstan- 


for ex- | 


tial evidence, from which one is 
supposed to draw inferences as to 
the performance of advertisements. 

“We felt that the most mean- 
ingful way of providing cost-per- 
1,000 media data is on the basis 
of direct measurement of the per- 
formance of advertisements in 
their media context.” 


|= Mr. Banks added: 
“We hear a great deal about 
| authority, prestige and editorial 


(Continued on Page 142) 


= The new product is being mar- 
keted in two sizes—a 1 qt. can 
which sells for 85¢ and a 1 gal. 
can which costs $3.25. The ads 
state that the product was devel- 
oped after 25 years of research, 
and the headline claims that High 
Detergent “keeps cooling systems 
clean as it protects—all winter 
long.” 

Results of the test marketing 
will determine if the product will 
be distributed nationally, Dow 
said. # 


headed by Australians. Sim Rub- 
/ensohn, who co-founded the agen- 
ley in 1928, will continue as gov- 
erning director. John Bristow and 
William Lockley will continue as 
|managing director and _ general 
manager, respectively. 

| At the same time, McCann has 
|dispatched one of its top interna- 
‘tional executives to Australia. He 
is Arthur L. Grimes, exec vp of 
McCann-Erickson Corp. (Interna- 
tional), who is slated to spend the 


(Continued on Page 141) 


Last Minute News Flashes 


American Express Consolidates Account at B&B 

New York, Sept. 25—American Express Co. has named Benton & 
Bowles to handle the travel, foreign freight and field warehousing 
parts of its advertising account, which have been with Kelly, Nason 
Inc. B&B already has American Express travelers checks, money 


R.O.P. Color Grows 


The newspaper business is 
booming, and r.o.p. color is 
growing bigger and better, Ad- 
vertising Age reports in a spe- 
cial section, beginning on Page 
57. 

The section includes AA’s re- 
view of newspaper programs in 
the past year and an up-to-the- 
minute report on where r.o.p. 
color stands today. The finding: 
top advertisers and agencies are 
learning how to use r.o.p. better. 


orders, credit cards and other advertising. 


Morton Succeeds Smith at ‘American Weekly’ 


New York, Sept. 25—Jim Morton has been named to succeed Thor 
| Smith at The Ameritan Weekly. Mr. Smith resigned as vp for publisher | 


| services over “policy conflicts.” Mr. Morton was Mr. Smith’s assistant. 


\Columbus Fabrics Names McCann-Erickson 


| its $400,000 account from Mumm, 
| office of McCann-Erickson Dec. 1. 


Co_umeus, O., Sépt. 25—-Columbus Coated Fabrics Corp. will move 


Mullay & Nichols to the Cleveland 


Elizabeth Arden Names Hockaday Associates 


September 28, 1959 
Volume 30 * Number 39 


25 Cents a Copy + $3 a Year 


CHICAGO 11 + Published Weekly at 
200 E. Illinois St. + DE 7-5200 

NEW YORK 17 

630 Third Ave. * YU 6-S050 


ment with the efforts of the Na- 
tional Assn. of Broadcasters’ tv 
code board to improve the quality 
of commercials in the more sen- 
sitive areas. 

“The agency has always felt it 
was in the best interests of al] ad- 
vertising to maintain standards 
that build increasing respect for 
the tv medium,” the statement 
said. “Any differences that may 
arise as may happen in undertak- 
ings of such broad scope were 
held not insurmountable in view 
of the prime consideration—to in- 
sure proper and yet effective use 
of this medium.” 

Bates made the statement when 
queried about the agency's reac- 
tion to the tv code review board’s 
suggestions for upgrading tv com- 
mercials in the field of laxatives, 
deodorants, depilatories, toilet tis- 
sues, corn and callus removers, 
cold and headache remedies and 
foundation garments (AA, Sept. 
Sis, 

Long a successful advocate of 
the hard-sell school of advertising, 
which some critics find more grat- 
ing on television than in other 

(Continued on Page 141) 


Date to Be Set 
for Suits Against 
Food Advertisers 


‘Class Suit’ Ruling 
Opens Door to Actions 
Against 10 Big Companies 


Cuicaco, Sept. 25—A pre-trial 
hearing will be held Monday (Sept. 
28) before Judge William J. Camp- 
bell in U.S. district court here, at 
which time Judge Campbell will 
set a deadline for wholesale and 
retail grocers in this area to enter 
a $3,000,000 anti-trust suit brought 
against three major food manu- 
facturers by two wholesale and 23 
retail grocers in this area. 

Judge Campbell ruled last week 
that the case was a “class” suit 
and that any retail grocer in the 
Chicago area in competition with 
Great Atlantic & Pacific Tea Co., 
or any wholesale grocer here that 
sells products made by the three 
defendant companies—General 
Foods Corp., Hunt Foods and Mor- 
ton Salt Co.—to retail stores, could 
enter the suit and claim damages 
(AA, Sept. 21). 

The U.S. court of appeals last 
year (AA, Aug. 4, '58) ruled that 
General Foods, Hunt and Morton 
Salt had failed to prove in the 
lower court that their payments to 
|Woman’s Day for advertising were 
available proportionately to other 
grocery retailers in competition 


with A&P in accordance with Sec- 
tion 2(d) of the Robinson-Patman 


New York, Sept? 25—Elizabeth Arden Sales Corp. has appointed | Act. The high court said the three 
|Hockaday Associatés to handle advertising for all products and for | suppliers should be required to do 
| its beauty salons. An expanded program is planned. No new agency has | this, and remanded the case back 
| been appointed as yet to handle Helena Rubinstein’s Tree of Life cos- | to Judge Campbell for him to de- 
|metics, resigned recently by Hockaday. 

(Additional News Flashes on Page 141) 


|termine if it was a “class” 
(Continued on Page 146) 
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Goodrich Names FC4B, | 


Streamlines Ad Setup 


U.S. Agency Lineup Is 
Cut from Five to Three; 
Corporate Ads to BBDO 


Akron, Sept. 23—-Don C. Mil- 
ler, formerly senior vp of Kenyon 
& Eckhardt, moved into B. F.| 
Goodrich Co, earlier this year as | 
vp-marketing, and today Madison 
Ave. felt the impact of his stew- 
ardship. 

Goodrich, which 
through nine divisions, 
ening up its organization. 

National advertising 
centralized in a new 
advertising department. 

The agency roster is being cut 
from five to three. Three agencies 
are being dropped, and a new one 
is being added. 

As of Jan. 1, Goodrich’s agency 
lineup will be as follows: 

Batten, Barton, Durstine & Os- 
born-——passenger tires, corporate 
and international advertising; 

Griswold-Eshleman— all 
trial advertising; 

Foote, Cone & Belding—home 
and family products advertising. 


operates) 
is tight- 


is being 
corporate 


indus- 


® Goodrich, the world’s fourth 
largest rubber company, spent an 
estimated $11,500,000 in advertis- 
ing in 1958. Based on past spend- | 
ing, the commissionable billings 
might break down roughly as fol- | 
lows: BBDO, $5,000,000; FC&B, | 
$2,500,000; Griswold-Eshleman, | 
$2,000,000, 

However, the company plans to 
increase its national advertising 
next year, and ADVERTISING AGE 


| 


Can't Get Off the Pad... 


Suit Claims Libel | 


| paper 


was told it is too early yet to tell 
how the billings will break down. 
BBDO’s portion is likely to ex- 


|ceed $5,000.000. J. Ward Keener, 


president of Goodrich, noted today 
that BBDO will play “a leading 
role” in the development of the 


| general corporate campaign. 


“BBDO,” he said, “has the fa- 
cilities we require and has also} 
shown exceptional interest in our 


|company and our advertising and 


(Continued on Page 141) 
$10,000,000 Haffa 


on ‘Playhouse 90’ | 


Cuicaco, Sept. 24—Eight spon- 
sors of “Playhouse 90,” Columbia 
Broadcasting System and CBS Tel- | 
evision have been named in a $10,- 
000,000 libel suit filed in superior 
court here by industrialist Titus 
Haffa. 

The suit was filed as a result of | 
a tv program, “Seven Against the 
Wall,” depicting the St. Valentine’s 
Day massacre in 1929—a gangland 
slaying during which seven men 
were killed. 

During the broadcast a news- 
was shown with the head- 
“Titus Haffa Gets Two 


line: 


| Years.”’ The suit charges the head- 


line was not related to events in| 
the play, and had the effect of 
wrongfully defaming Mr. Haffa 
and unnecessarily exposing him to | 
public embarrassment. 

Sponsors named in the suit are 
Kimberly-Clark Corp., Allstate In- 


| surance Companies, American Gas 


Assn., Peoples Gas Light & Coke 
Co., Northern Illinois Gas Co.,| 
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Lowest ia tars of all tending Wow ur coparetts 


NEW DuUKE—First ads for Liggett & 


Myers’ new king-size filter, Duke, 


break Sept. 28 in Atlanta, Boston 
and Cincinnati (AA, Sept. 14), with 
McCann-Erickson, the Duke agen- 
cy, tossing a new copy theme into 
the cigaret derby: “You don’t cut 
down on your smoking...the big 
Duke filter does it for you.” 


MASA to Move 


to Washington 


Mail Group Asks U.S. 
to Study Canada P.O.; 
Andrews Elects President 


MonTREAL, Sept. 18—The move 
to Washington was joined today by 
the Mail Advertising Service Assn. 
International. After a heated floor 


Advertising Age, September 28, 1959 


‘Dissatisfied Man’ 


Is Product 


of Advertising, Hayakawa Declares 


Pato ALTo, Sept. 22—One of the 
nation’s top authorities on seman- 
tics today told some 400 delegates 
to the 3rd annual Westinghouse 
Broadcasting Co. conference on lo- 
cal public service programming 
that advertising has no “ethical 
goal”’ but seeks only to produce 
|the “dissatisfied man.” 
| §. I, Hayakawa, expert on lan- 
guage and its use and professor 
at San Francisco State College, in 
an ad lib addition to his prepared 
speech, reviewed the role of com- 
munications in world affairs. 

“Each aspect of our world,” he 
said, “has an ethical goal. Govern- 
ment seeks to make us a law abid- 
ling citizenry; education aims to 
produce awareness; religion directs 
| itself toward establishing morality. 

“Advertising, however,” he con- 
tinued, “has no ethical goal and 
attempts only to produce the dis- 
satisfied man, whose dissatisfac- 
tion can be cured—advertisers hope 
—by the purchase of specific prod- 
ucts; dissatisfaction so that people 


Fougera, Schering, 


Its Headquarters Nordson Set Agency 


Assignment Shifts 


New York, Sept. 24—Ethical 
|drug accounts are on the move 
| again. 
re 2 Fougera & Co., Hicksville, 
N. Y., has appointed Johnson & 
Lanman here to handle its adver- 
'tising, effective Jan. 1. The present 
| agency is L. W. Frohlich & Co. 

e Schering Corp., Bloomfield, 
N. J., one of the nation’s major 
pharmaceutical producers, has as- 


| will buy more. 

| “Within this framework,” the 
| semanticist declared, “television as 
| an industry is a maverick. Its work 
;}and accomplishments can be the 
conscience of all communications.” 


\s The tv tube, Mr. Hayakawa 
told the broadcasters, “is the 
| greatest advance in communica- 
| tions since the invention of print- 
ing.” 

| Robert 


| 


Foreman, exec vp in 
|charge of creative services, Bat- 
|ten, Barton, Durstine & Osborn, 
|New York, passed along this opin- 
ion during a major panel discus- 
sion on “The Individual & the 
Idea.”” Members of the panel, in 
addition to Mr. Foreman, were 
Saul Bass, Los Angeles designer; 
Frank Baxter, University of South- 
ern California professor; Carl Ha- 
verlin, president of Broadcast Mu- 
sic Inc.; Fred Friendly, executive 
producer, Columbia Broadcasting 
System, New York, and Marc Con- 
|nelly, playwright. 
| During the panel discussion of 
|eonformity vs. non-conformity, Mr. 
Foreman declared that “we need 
the non-conformist in this busi- 
ness, but our major problem al- 
ways is in selling the ideas the 
; non-conformist produces. 

“Our greatest opportunity,” he 
said, “rests in being creative in 
| (Continued on Page 143) 


Brown Awarded 


Top Ad Post at 


| 


Vanguard Slaps 
$15,000,000 Suit on 
5 Tobacco Makers 


Prints Own Tabloid 


North Shore Gas Co., Renault and/| battle which highlighted MASA’s 
R. J. Reynolds Tobacco Co. The|38th annual conventien here, 
program was shown twice—Dec.|members approved a board of di- 
11, 1958, and July 9, 1959. 


| to two years in prison for violation | 


}one year and was subsequently in the 
| given a Presidential pardon. 


ber of industrial plants, including | to upset the board’s decision iu 


Haber Corp. and Dormeyer Corp. | the end, however, the new location 
He is also chairman of the board | was approved by unanimous vote. 


|rectors action in planning to move | products. The bulk of Schering’s 
association headquarters from De-| business continues at L. W. Froh- 
s In 1929, Mr. Haffa was sentenced |troit to Washington by mid-1960. | lich, 
Although the planned move had | Cortez F. Enloe Inc., also has new 
of the Prohibition act. He served | been approved by the board earlier | product assignments. 

year, a number of members|e In 
|—primarily from the midwest and | Pharmaceutical Laboratories, New 
| Mr. Haffa today controls a num- | western states—waged a floor fight | York, has appointed William Doug- 


signed two new products to Sudler | 
& Hennessey. This gives Sudler & 
Hennessey a total of three Schering | 


Corn Products 


New York, Sept. 25—Corn 
Products Co., a $22,000,000 adver- 
tiser, confirmed today that Albert 
Brown will be the corporation’s 
chief advertising officer (AA, Aug. 
31). 

The ad departments of the com- 
pany’s two divisions—Corn Prod- 
ucts Sales and Best Foods—have 
been combined, and Mr. Brown 
has been named to head the new 


although another agency, 


another change, Nordson 


las McAdams Inc., New York, to 
handle advertising for Ergomar. 


to Relate Story of 
N. Y. Ad ‘Blackout’ 


New York, Sept. 23—Bantob 
Products Corp., maker of non- 
tobacco Vanguard cigarets, today 
filed a $15,000,000 damage suit 
against American Tobacco, Liggett 
& Myers, P. Lorillard, Philip Mor- 
ris and R. J. Reynolds Tobacco 
companies, Vanguard today also 
amended a complaint against To- 
bacco Leaf, a business publication, 
and increased its claim from $500,- 
000 to $10,000,000 

Filed in U. S. district court here, 
the action against the tobacco 
companies charged conspiracy and 
restraint of trade and alleged that 
“no major newspaper, radio or | 
television station” in the New York | 
area would accept Vanguard ad- | 
vertising because the media were 
threatened by the five defendants | 
with “withholding” their cigaret | 
advertising if they accepted Van- | 
guard copy. 
The suit added that the defend- | 


ants “purchased from the maar | 


television stations in the metro- | 
politan New York area all avail-| 
able time” 
scheduled entry in the New York 
market Sept. 17. 


s At a meeting held this morning 
to apprise reporters of Bantob’s 
legal step, Gerald. M. Schaflander, 
president, asserted that “the 
bacco companies and their adver- 
tising agencies blackjacked the 
media, and we're ashamed the 
(Continued on Page 142) 


covering Vanguard's 


to- | 


and president of Webcor. # | 


(Continued on Page 142) 


Sudler & Hennessey is the previous 
agency. # 


Highlights of This Week's Issue 


Last week three documents of importance to 
the advertising industry were issued. These 
were the NAB code review board’s report on 
personal products advertising, the Treasury 


department’s latest ruling on 
institutional ads and the U.S 


Seymour Banks, vp in charge of media, 
planning and research, Leo Burnett 
Co., calls for concrete measurement 
of the performance of advertisements 
in each medium scacsaaeieeasca ae 

Clupak launches $500,000 drive to intro- 
duce new Clupak paper ..Page 1 

Dow Chemical Co. test markets its own 

new brand of anti-freeze for cars and 

vehicles in five markets . Page 1 
I. Hayakawa, expert on language and 

its use, tells Westinghouse Broadcasting 


8. 


Co. convention that advertising has 
no ethical goal, but seeks only to pro- 
duce the ‘dissatisfied man” ......Page 2 
Mail Advertising Service Assn, Inter- 
national to move its Detroit head- 
quarters to Washington by mid- 
1960 x = hl 


B. F. Goodrich Co. shakes up its market- 
ing setup, names FC&B in reducing 
agency roster from five to three.. Page 2 

Bantob Products Corp., maker of Van- 
guard cigarets, files a $15,000,000 dam- 
age suit against American Tobacco, 
Liggett & Myers, P. Lorillard, Philip 
Morris and R. J. Reynolds Tobacco 
companies ne — FF. 

| Eight sponsors of “Playhouse 90," 

| Columbia Broadcasting System and CBS 

Television have been named in a $10,- 
000,000 libel suit filed in superior court 
by industrialist Titus Haffa Page 2 


Jantzen will launch its winter resort cam- 


. district court’s 


paign, built around the theme ‘Just 


deductibility of 


wear a smile and a Jantzen,” 
November issues of Harper's Bazaar, 
New York Times Magazine, The New 
Yorker and Vogue. ............:c00 Page 3 


in’ the 


Klau-Van Pietersom-Dunlap appoints Rob- 
ert D. Nord vp and manager of its 
agricultural division, succeeding Lyle C. 
Abbott who resigned to join Gardner 
Advertising. om 


Robert C. Miller, California marketer, test 
markets a new laundry detergent, 
B,  sissenenres 


Chrysler Corp. appoints Theodore Tee- 
garden advertising manager of its new 
Valiant and names John R. Cooper 
sales promotion manager. .......... Page 3 


Gaines dog research center, affiliate of 
General Foods Corp, reports dog own- 
ers are spending $500,000,000 a year for 
their pets. . 


General Foods Ltd., ).: onto, appoints An- 
thony Z. Pengelly cirector of advertis- 
ing and sales promotion. ............... Page 4 


Hanford & Greenfie! Ine. merges with 
Hutchins Advertisi Co 


The 1960 Oldsmobile 
the public over Ali 
Sept. 29 ...... 


il be unveiled to 
TV and CBS-TV 


The Chicago America: 


hanges its name 
to Chicago's Americ: 


Page 79 


Nicholas Samstag, 
at Time Inc., te 


ductor of promotion 


\ivreet Mail Adver- 


ruling that the anti-trust suit brought against 
Hunt Foods, General Foods, and Morton Salt 
was a “class” suit. 

Because of their importance, ADVERTISING 
AGE presents the full texts of these documents 
on Pages 96, 8 and 146. 


tising Assn. convention that admen 
could learn a lot by studying Nikita 
Khrushchev's bag of tricks Page 83 


FIGURES TO FILE 


Chain Store Sales ............ Page 118 
Nielsen Net Radio 

Top Advertisers ............ age 112 
Nielsen Net TV Ratings ....Page 132 
WOON TGGD: seviisicvcccenionscerieses age 136 


Albert Brown 


Edmund Stefenson 


unit, although he will retain his 
old title, vp for advertising of the 
Best Foods division. 

Mr. Brown joined Best Foods 35 
years ago after graduation from 


REGULAR FEATURES 


Advertising Market Place 
Agencies Ask Us ................. 
Along the Media Path 
Art Director's Viewpoint 
Coming Conventions ...... ‘ 
Creative Man's Corner 
Editorals 
EE SION hte camrasssvsinicnscosicnceonssbosenies 
Information for Advertisers .. 
Learning from Retail Ads 
Looking at Radio and TV ...... 

Obituaries 84, 110, 
On the Merchandising Front 

Peeled Eye Department ‘i 
Photographic Review 
Production Tips 
Rough Proofs 
Salesense in Advertising 
This Week in Washington .. 
Tyler Picks Ten 
Versatile Adman 
Voice of the Advertiser 
What They're Saying ... 


Dartmouth College. 


s Reporting to Mr. Brown will be 
Edmund Stefenson, director of ad- 
vertising, and four advertising 
managers—William E. Hecht, F. 
Bruce Hamilton, Robert A. Dob- 
bin and John Gray. In effect, the 
company is adopting a _ brand 
manager type of organization. 

Mr. Stefenson joined the com- 
pany a month ago. He was for- 
merly with Cunningham & Walsh. 
Mr. Hecht was ad director of Corn 
Products for many years prior to 
the company’s merger with Best 
Foods last year, and Mr. Dobbin 
was his assistant. Messrs. Hamil- 
ton and Gray were assistants to 
Mr. Brown in the Best Foods or- 
ganization. + 
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Magazines Carry 
Load in Jantzen 
‘Smile’ Campaign 


PoRTLAND, ORE., Sept. 23— 
“Just wear a smile and a Jantzen” 
—that’s the womanly-wise advice 
to be expounded in the 1959-60 
campaign for Jantzen swimwear. 

The consumer campaign will 
start in November, marking the 
first time the company has adver- 
tised swimwear during the winter 
months. Four magazines—Har- 
per’s Bazaar, New York Times 
Magazine, The New Yorker and 
Vogue—will carry the winter re- 
sort campaign. In the spring, five 
more magazines—Glamour, Life, 
Mademoiselle, McCall’s and Sev- 


enteen—will be added to the me- 
dia list. 


by the agency, Hockaday Asso- | 


just wear a smile 


and a jantzen 


CONTENTEDLY SIRENISH—Jantzen opens its resort campaign with ads 
in November issues of Harper’s Bazaar, New York Times Magazine, 
The New Yorker and Vogue. 


se ess anes Latecomers Still Join 


ind inpaien once’ wins Parade of TV Specials 


Jantzen accessorized by a smile, 
“what else does a girl need?” the 
agency asks. 

The smile theme has _ been 
turned loose on the entire cam- | 
paign, from consumer and trade) 
ads through ten different store 
promotions, even to a movie and 
a song. 


P&G Buy of Two-Part 
‘Sammy’ Dramatization 
to Push Only One Brand 
NEw York, Sept. 24—Most of the 


specials business at the tv network, 
was lined up early this season 


= In the consumer ads, the slo-| (AA, Aug. 3), but sales of this kind 


| 
gan is illustrated by a large photo | 


of a bathing belle wearing her | 
smile and her Jantzen. The photo 
is cropped just above the smile 
and just below the Jantzen. 

Copy in each ad indicates that) 
it is the Jantzen fashion that, 


tented siren, all curves and nice | 


are still trickling in. 

In a season characterized by seg- 
mented sponsorship, Procter & 
Gamble has moved in the opposite 
direction with the purchase of two 
hour specials for a single product. 


gives rise to the smile, because in) 
a Jantzen a woman is “a con- KVPD Promotes 


insinuation,” according to one ad. | 

In another innovation, company 
salesmen are selling Jantzen to 
stores not by line but by fashion 
categories, with each category 
backed by a national ad and a 
complete store promotion. 

The ten store promotions planned 
are mat services, radio spots, dis- 
play ideas, elevator cards, stream- 

(Continued on Page 146) 


Set Up Huge Ad 


Nord as Abbott 
Joins Gardner 


MILWAUKEE, Sept. 
wake of the shift, earlier this 
| month, of the $1,000,000 Deere & 
Co. account from Klau-Van Pieter- 


ing Co. (AA, Sept. 7), an important 
personnel change took place at 
| KVPD. 

The agency announced that Rob- 


Fund, Jones Tells -« D. Nord has been named vp 


Home Builders — 


MJ&A President Sees | 
$8,000,000 Kitty Based _ 
on $5 Per Housing Start 


St. Louts, Sept. 24—The trouble 
with the home building field is that 
home builders are merchandising | 
houses rather than discontent, Er- 
nest A. Jones, president of Mac- 
Manus, John & Adams, said here 
today. 

The hard-hitting Mr. Jones 
urged members of the executive 
marketing board of the National 
Assn. of Home Builders to set up | 
a multi-million dollar advertising 
fund to make Americans ‘“discon- 
tent with living in antiquated, im- 
practical, uneconomical homes.” 

“As long as thousands of pros- 
perous Americans are allowed to 
remain contented with old-fash- 
ioned housing, then the building 
industry will continue to see its 
business—or what should be its 
business—diverted by a host of 
other smart merchandisers who are | 
on the trail of the better housing 
dollar,” Mr. Jones said. 


= “Until the ownership of a fine 

home is returned to the status it 

once held in America; until the 
(Continued on Page 39) 


| and manager of its agricultural di- 


Robert Nord 


Lyle Abbott 


vision. He succeeds Lyle C. Abbott, 
who resigned to join Gardner Ad- 
vertising in an executive capacity. 
At Gardner Mr. Abbott will work 
on the Deere & Co. and other agri- 


|cultural accounts. 


Mr. Abbott had held the agricul- 
ture post at KVPD for more than 
a year; he succeeded Donald D. 
Dilworth, who left to join Deere & 
Co. as assistant advertising direc- 
tor (AA, May 5, ’58). 


# Mr. Nord has been with KVPD 
since 1956 when he joined the ag- 
ricultural division after serving as 
an information specialist for the 
South Dakota agricultural exten- 
sion service. 

KVPD resigned the Deere ac- 
count after it decided that it con- 
flicted with Allis-Chalmers Mfg. 
|Co., which KVPD added as a client 
last March (AA, March 30). # 


22—In the | 


som-Dunlap to Gardner Advertis- | 


P&G bought the two-part dram- 
atization of Budd Schulberg’s 
“What Makes Sammy Run.” The 


show will be seen in the “Sunday | 


Showcase” spot on NBC Sept. 27 
and Oct. 4 at 8 p.m., EDT. All the 
commercial time on both these 
hours will be devoted to Crest 
toothpaste. The buy was made 
through Benton & Bowles. 

Lee Rich, B&B vp, said the two- 
part drama was bought as the fo- 
cal point of a concerted push for 
Crest. The two one-shot buys, he 
pointed out, are surrounded by a 


number of Crest participations on) 


various new ABC and NBC shows. 
Crest is doing very well in sales 
| these days and may have some 
, extra ad dollars. 


s Like other major advertisers, 
P&G usually spreads the cost of 
|its regular series—even half-hour 
shows—over two, three and some- 
times four products. 

Mr. Rich termed these hour 
shots for a single P&G product a 
“Benton & Bowles first, of which 
we are very proud.” Another 
|source within the agency indicated 
that Crest got very “opportunistic 
buys” on these shows; this in- 
formant left the impression that 
| Gee price was a very attractive 
| one. 

‘. The other sales good news for 
(Continued on Page 40) 


California Marketer Tests Toss; 


Will Pick Agency 


Toss Is Packaged in 
‘Unit of Use’ Quantities 
Inclosed in Soluble Film 


Los ALTos, CAL., Sept. 23—A 
| uniquely packaged new laundry 
_detergent called Toss is now being 
| test marketed throughout Califor- 
/nia by Techno-Economic Services 
| prior to selection of an agency and 
| the start of an ad campaign. 
| Developed by Robert C. Miller, 
| whose Techno-Economic Services 
offers counseling, consultation and 
project studies for industry and 
government in the field of eco- 
|nomic research, Toss is a “unit of 
| use” detergent packed in a water 
| soluble film. It dissolves complete- 
ly within 
“tossed”” into a washing machine. 


s “Each packet of Toss,’’ Mr. Mil- 
ler explains, “contains the scien- 
tifically determined amount of 
|high quality, medium sudsing de- 
tergent to give the cleanest wash 
possible under average conditions 


It's Dog Week... 


$350,000,000 in 
Dog Food Ain't 
Just a Woofing 


Gaines Research Center 
Says Canine Consumption 
Over-all Is $500,000,000 


New York, Sept. 22—Dog own- 
ers are spending $500,000,000 a 
year for their pets, Gaines dog 
research center, an affiliate of 
| Gonenet Foods Corp., reported to- 


day, as the annual observance of 
| National Dog Week got under way. 

Dog food alone accounted for 
/nearly $350,000,000 in 1958, the 
|center reported, as the dog pop- 
ulation passed the 26,000,000 mark, 
an alltime record. Dog owners 
spent another $25,000,000 on dog 
accessories, such as grooming aids, 
| leashes and collars. Dog licenses 
cost more than $35,000,000, and 


(Continued on Page 146) 


‘Closed Set’ of Brands Explained to 
ARF; It's Statistical Perpetual Motion 


Lipstein Tells Setup— 
Switchers Shift Only 
to Your Other Brand 


New York, Sept. 25—The an- 
nual conference of the Advertis- 
ing Research Foundation gets more 
Pavlovian every year. 

That is, each year the speakers 
seem to become bolder in outlin- 
ing how market researchers, work- 
ing with their algebraic equations 


ARF Meeting 


and mathematical models, are 
steadily taking the “art” out of 
marketing and reducing it to lab- 
oratory manipulation. 

Today’s meeting—the ARF’s 
fifth annual conference—produced 
a fresh shape of reasoning along 
these lines. For example: 


e Benjamin Lipstein, associate 
research director of Benton & 


Finite Markov Chain helps elim- 


|inate “some of the mystery sur- 
| rounding the whole field of brand 
| loyalties.” 


|e Gerald B. Tallman, associate 
|professor at the school of indus- 
trial management of Massachu- 
|setts Institute of Technology, re- 
ported that it is now possible to 


{construct mathematical models of | 


| marketing patterns that would en- 
lable a stymied management to 


feed problems into a computer and 
| 


| receive answers “almost instanta- 
neously.” 
| 


|= The Finite Markov Chain touted 


|by Mr. Lipstein is a mathematical | 


probability model “useful for rep- 
resenting a simple sequence of 


data.” In Mr. Lipstein’s hands, the | 


model is used to plot changes in 
| brand usage. 

For example, one graph present- 
ed by Mr. Lipstein showed that 
|/consumers shift from Brand B to 
Brand A and Brand C; there was 
also interchange between A and 


(Continued on Page 143) 


one minute of being! 


for New Detergent 


in either front-loading or top load- 
ing machines. It is also suitable 
for use in washer-dryer combin- 
ations and in wringer washers. 

“Just as soon as we feel we have 
obtained at least 60% distribution 
in the two major California mar- 
kets, north and south,” Mr. Mil- 
ler continued, “we will select an 
agency and start promotion in 
these markets. 

“Although no budget has been 
allocated or actual ad plans de- 
termined,” Mr. Miller told Apver- 
TISING AcE, “the initial campaign 
will emphasize point of purchase 
promotion, and there will be ex- 

(Continued on Page 49) 


Teegarden, Cooper 
Appointed to Valiant 


Ad, Promotion Posts 


Detroit, Sept. 23—On the heels 
of announcing and revealing some 
details of its new Valiant in Miami 
last weekend Chrysler Corp. quick- 
ly put on view its merchandising 
plans, naming Theodore Teegarden 
as advertising manager of Valiant 


Ted Teegarden 


John Cooper 


and John R. Cooper as sales pro- 
motion manager. 

Both appointments were an- 
nounced by Jack W. Minor, direc- 
tor of marketing for the recently 
formed Plymouth-De Soto-Valiant 
division of Chrysler. 


e Mr. Teegarden began his adver- 
tising career while attending Indi- 
ana University, when he was an 
announcer for WKMO, Kokomo, 
in 1947-48. After graduating in 
1951 he joined J. Walter Thompson 
Co. as a copywriter. Later he was 
with Maxon Inc., Detroit, and then 
joined MacManus, John & Adams, 
Bloomfield Hills, as an account ex- 
ecutive. He has been with MJ&A 
from 1955 until moving to his new 
post with Chrysler. 


e Mr. Cooper joined Chrysler as a 
special event representative with 
Plymouth in January, 1957, and in 
June of that year moved to the 
sales promotion staff. He had pre- 
vious experience in advertising in 
Chicago with Leo Burnett Co. He 
attended Northwestern University 
and has been in service with the 
U. S. naval air force. # 


| ERIC G. LARSON has been named ad- 
vertising manager of TV Guide, a 
|new post. Promotion director for 


| the past year and a half, he was 


| formerly manager of the publica- 


Bowles, reported that use of a C. However, “once consumers leave | tion’s Detroit and Michigan state 
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Pengelly Named — 
Ad Director of 
General Foods Lid. 


Toronto, Sept. 22—Anthony Z. 
Pengelly has been appointed di- 
rector of advertising and sales 
promotion of General Foods Ltd., 
Toronte. 

Mr. Pengelly succeeds Frederick 
L. Wood, who has been named vp 
and general manager of Hostess 
Products Ltd., Preston, Ont., a 
company which will officially pass 
into the hands of General Foods 
Oct. 1 (AA, Sept. 21). 

Mr. Pengelly joined General 
Foods in June, 1954, as product 


manager for the Jell-O group of 
products. He was appointed prod- 
uct group manager in September, 
1957. 

Mr. Wood joined General Foods 


TTLE 


Puget Sound is your No. 1 
target in Washington State. 
To do the job right you need 
full coverage in Tacoma 
(a Burgoyne Test City). 


in 1951 after holding several im- 
portant executive positions in the 
food industry. E. W. Vanstone, for- 
mer president of Hostess, will re- 
main as a consultant. No other 
changes will be made at present. 
The management team of Hostess, 
which formerly reported to Mr. 
Vanstone, now will report to Mr. 
Wood. 

At the same time, General Foods 
announced an expansion of its 
marketing staff by naming two 
new product group managers and 
new responsibilities for other 
members of the team. 

William Inch, former product 
group manager, has been appoint- 
ed to the newly created position 
of advertising services manager. 
Joseph Doyle, marketing research 
manager, undertakes the addi- 
tional responsibility of directing 
operations of General Foods kitch- 
ens in Canada. 


s The two product group man- 
agers appointed are Robert S. 
Hurlbut and Henry W. Pykala, 


both of whom joined the company 
in “1956. Mr. Hurlbut is assigned 
to a product group including Max- 
well House 


Gaines dog food. 

Mr. Pykala will be responsible 
for the marketing of such prod- 
ucts as the Jell-O family, Post 
cereals, Walter Baker products and 
Certo. 

Mr. Pengelly said that the ex- 
pansion of the Canadian market 
made necessary the increase of 
the number of product managers 
at General Foods from eight to 
ten. # 


Two Join Johnson & Lewis 
Ralph Davis has joined the con- 
tact department of Johnson & Lew- 
is Advertising, San Francisco, as 
an account executive, and William 
C. Hackney has joined the J&L 
copy staff. Mr. Davis was formerly 
a partner in Bowder & Davis Ad- 
vertising, Houston. Mr. Hackney 
was formerly with Garfield, Hoff- 
man & Conner, San Francisco. 


THINK! You miss a lot of sales potential unle.s 


‘acoma 


gets the message. Metropolitan Tacoma will buy more than 
$14,000,000 worth of apparel this year, foods wort!: more 
than $95,000,000; close to $350,000,000 in total »tai! sales. 


THINK! You can not cover Tacoma with a: 


outside 


newspaper—or with any combination. More t!).n (8,000 


Tacoma families take the News Tribune exclus: /) 
makes it a “must buy” on every schedule. (To: | 


tion now almost 85,000). 


That 
circula- 


Ask the man at SAWYER-FERGUSON-WALKER COMPANY, inc. 


New York + Chicago + Phila 


deiphia + Detroit + Atlanta « 


Los Angeles + San Francisco 


coffees (instant and | 
regular), Sanka, Minute Rice and} 
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La Ls CORG WARNER HAS A PANT Im IT 


CAMPAIGN OF THE SEVEN HATS—Headlined “The seven hats of Borg- 


color spread dramatizes the scope 


of activities served by the 31 divisions and subsidiary companies of 
Borg-Warner Corp. It will break in the Oct. 12 U.S. News & World 
Report and also will appear in the Oct. 19 Time and the Oct. 24 
Business Week. A half-page b&w version will run in the Wall Street 
Journal. These ads will be forerunners of a series emphasizing Borg- 
Warner’s versatility. Clinton E. Frank Inc., 
account. 


Chicago, handles the 


Distillers May Fight 
Proposed Kentucky 
‘Bourbon Promotion 


| LOUISVILLE, Sept. 22—Opposition 
|'by many of this state’s distillers 
|and bottlers of whisky is expected 
|to develop over a proposed new 
regulation of the Kentucky de- 
|partment of beverage control to 
an increase in the present state 
tax on straight bourbon. 

The added revenue would be 
used for promotional advertising 
“in such national and international 
|media as the department may de- 
termine, to aid in the preservation 
and enhancement of the prestige 
of Straight Kentucky Bourbon.” 

The new regulation, proposed 
by Alfred S. Portwood, commis- 
sioner of the state’s alcoholic bev- 
erage control department, would 
“provide for 5¢ per case for each 
3 gal. case, and 4¢ for each two and 
four-tenths gal. case.” Funds not 
required for enforcement would 
be used for the promotional] pro- 
gram. 

It is not known what the cost 
of enforcement will be, but a 
number of more prominent dis- 
tillers are expected to file protests 


on or before Oct. 1, the date for a 
hearing on the proposed new reg- 
ulation. 


s The protests are said to hinge 
on the fact that several large dis- 
tillers maintain large warehous- 
ing and bottling plants in Jeffer- 
sonville, Ind., across the Ohio 
River from this city, and whisky 
bottled in these plants would be 
deprived of use of the special strip 
tax stamps certifying that the 
whisky is “bonded Kentucky 
bourbon, distilled and aged and 
bottled in Kentucky under the su- 
pervision of the Commonwealth 
of Kentucky.” 

Under a provision of the pro- 
posed new regulation, “a commit- 
tee of five members of the distill- 
ing industry shall be appointed by 
the alcoholic beverage control 
commissioner to assist in the ad- 
vertising program.” + 


Leslie Spice Names D-F-S 
Leslie Spice Islands Sales Co., 
San Francisco, has appointed 
Dancer-Fitzgerald-Sample to han- 
dle its advertising, effective Oct. 
15. Leslie Spice announced that it 
had ended its relationship with 


Foote, Cone & Belding “by mutual 
agreement.” 


'S 
THE ABC OF REPORTING 


FOR RADIO-ELECTRONICS ENGINEERS: 


make it Authentic Besic Current 


Radio-electronics engineers are doing a lot these days... and they demand 
a lot in a publication that serves their special interests. That’s why Pro- 
ceedings of the IRE rates so highly with them. Proceedings strives to 
bring them the most up-to-date news of their industry to date. 


Because of this, Proceedings is read and re-read every month by 54,557 
(ABC) of the most informed radio-electronics men in the field. If you buy 
space in the area of radio-electronics, here’s one group you can't afford 
to miss. The continual use of Proceedings means additional exposure and 
more effective product coverage for you! 


Advertising in Proceedings costs little. 
12 pages for only $9,040 (1960 rates) as 
opposed to a full-year’s schedule of $19,- 
370 in a semi-monthly or $38,480 in a 
weekly. And remember, Proceedings is also 
read by 12,812 student members who will 
be the leaders and buyers of tomorrow. 


For a share in the 
present, and a stake in 
z the future, make your 
product NEWS in 


Proceedings of the IRE 
institute of Radio Enginee S 
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Hanford & Greenfield Hutchins and are members of the [eyqthes Leaves 


board of directors. Other directors 
Combines with of Hutchins include Frank M. Y&R for Top Post at 
Hutchins Agency 


Hutchins, F. Irving Hutchins, 
Frank A. Hutchins, John P. Mc-| 20th Century-Fox TV 
Rocuester, N. Y., Sept. 22—Han- 
ford & Greenfield Inc., founded in 


Carthy, Homer C. Scheck and 
William F. Lacey. New York, Sept. 24—Another 
1906 as Lyddon & Hanford and this 
city’s oldest agency, has been corm- 


| Messrs. Hanford and Greenfield | top agency tv executive has de- 
will be president and secretary- | cided that he prefers the produc- 
treasurer, respectively, of the new | tion end of the business. 


bined with Hutchins Advertising | division. # P — pans 1. oe — 
Co. or the production field is Peter G. 
Santerd & Greenfield, which Grady, Colt Join BBDO Levathes, who resigned as head of 


the tv-radio department at Young 
& Rubicam to 
return to 20th 
Century - Fo x 
Film Corp. Mr. 
Levathes set up 
the motion pic- 
ture company’s 


bills more than $900,000, wil! be- 
come the Hanford & Greenfield 
division of Hutchins Advertising 
and will continue to operate from 


| Ralph M. Grady and Jack W. 
Colt have joined the San Francisco 
office of Batten, Barton, Durstine | ” 
: ON igh & Osborn as account executives. | 
o Fay oe hes Hutchins is located Mr. Grady was formerly with Ken- | 
- & ast Ave. yon & Eckhardt and Mr. Colt was | 
; Greenfield Hutchins Hanford vp in charge of administration in 
i 
od 


s The combined billings of the 


two agencies will exceed $4,000,-  'T’S OFFiciaAt—Frank M. Hutchins, president of Hutchins Advertising the Mexico City office of McCann- tv operation in 
000, according to Frank M. Hutch- C®., Rochester, signs merger papers making Hanford & Greenfield, Erickson International. the early days 
ins, president of Hutchins Adver- Rochester, a division of Hutchins. Principals in the former agency, of video; he will 
tising. Among the Hanford & G. Dwight Greenfield and Robert S. Hanford, observe the signing. KPIG to Everett-McKinney be president of 
Greenfield accounts moving to} | KPIG, Cedar Rapids, Ia., former- 20th Century- 
Hutchins are Champion Knitwear | Yan Boats Inc., Shuron Optical Co. Dwight Greenfield, principal|ly handled by Devney Inc., has ee Fox Television 
Co., Dynacolor Corp., Labelon Tape | and R. J. Strasenburgh Co stockholders in Hanford & Green- named Everett-McKinney as its| PeterG.Levathes —a new title at 
Co., Mandeville & King Co., Penn! Robert S. Hanford and G_ field, have become stockholders in sales representative. 20th. 
aoa - Se: Se AES a aoe as es Bae This type of shift from agency 
8 to production could develop into 


a trend. Rodney Erickson moved 
|out of the Y&R tv-radio vp lineup 
|last summer to direct the world- 


a | wide tv sales operation of Warner 
& | Bros. (AA, July 14, 58). More re- 
hese @ |cently Tom McDermott left Ben- 


‘ton & Bowles to become exec vp of 
|Four Star Films (AA, June 29). 
| And veteran program executive 
| Hubbell Robinson quit the Colum- 
je Broadcasting System network 
| to set up his own program packag- 
|ing organization (AA, June 1). 


|m Mr. Levathes had been tv-radio 

|boss at Y&R since January. Before 

|that he was vp in charge of me- 

|dia, having joined the agency in 
| 1952. 

| Spyros P. Skouras, president of 

| 20th Century-Fox Film Corp., 

|said the appointment of Mr. Le- 

|vathes was in line with his com- 

pany’s plans for the development 

of all phases of its tv operation, 

} : shoe : _including the production of motion 

| ; ais = | pictures for television, the sale and 

: ; |distribution of tv programs 

iis throughout the world, the acquisi- 

= JAM HAND — tion of tv stations and the produc- 


| tion of commercials. 


tai 
. Mr. Levathes will concentrate 
. |first on the production of new 
PROD. VVONDE R F U L WoO R LD shows for tv. At the same time he 
pasa ' : Z will begin looking for station prop- 
— :, “ cst anne we erties to bring the 20th Century- 
J 5 ff | Fox total up to the permitted limit 
of five vhf outlets. He has four to 
go; the company now owns KMSP- 


oi aes ' . TV, Minneapolis-St. Paul. The 


A | third aim will be to increase the 
TOR. 


foreign distribution of the com- 
pany’s tv films. 


= As this story went to press Y&R 
was giving no hints as to the 
agency’s choice for Mr. Levathes’ 
successor as head of the tv-radic 
department. If the agency is look- 
ing for an insider, there are sev- 
eral vps in the department to 
choose among. Some people be- 
lieve the most likely candiate to 
be Charles (Bud) Barry, who 
joined Y&R recently. He has had 
experience with networks, a 
a talent agency and film com- 
panies. # 


LOCAL BOY MAKES GOOD! Richard & Gunther Adds One 


Ercona Corp., importer of Euro- 
pean hi-fi equipment, has named 


f 
-_ & 


produced in Zululand 


: . > . Richard & Gunther, New York, to 
In the jungles of Atrica—the Strait of Gibraltar—or the steel We go anywhere to produce custom-made visualizations of your handle advertising and pr for all 
mills of Gary—real people in real situations work with our staff Clients’ product ‘naterial story, unusual assembly innovation, or of its lines. These include Ferro- 
and film specialists. This on-location help enables us to give interesting ne evelopments. Our business is to help you tell graph tape recorders, Connoisseur 
you, and your clients, more authenticity for less. and sell. For complete details, contact turntables and arms, Vitavox and 


R&A speakers, Reslo microphones 
and the Stuzzi Magnette portable 
tape recorder. 


Te JAM HAN DY Onginizcltow | Bolling Promotes Coy 


i John T. Coy, formerly manager 
“ NOTHING SELLS PRODUCTS AND IDEAS LikE IDRAS of the San Francisco office of Boll- 


@ ; ing Co., has been promoted to the 
E MOTION PICTURES © DRAMATIZATIONS © PRESENTATIONS © VISUALIZATIONS © cs) ipEeFiLMS new post of west coast manager 
of the radio-tv station representa- 


CHICAGO, STate 2-4757 ve. 


¢ TRAINING ASSISTANCE 
CALL WEW YORK. JUdsen 2-4060 HOLLYWOOD, Heltyweed 3-2321 DETROIT, TRinity 5-2450 DAYTON, EN :srprise 629 PITTSBURGH, Zenit 143 
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A message to advertisers about THIS WEEK Magazne: 


“(HIS WEEK Magazine, in our opinion, does double duty in the food 
industry. It sells the consumer the products that are regularly advertised in 
THIS WEEK. This is shown by the good shelf movement. It sells the food 
retailers, as well, in properly stocking such items.” 


Ned Fleming 
President, The Fleming Co., Inc., Topeka, Kansas 
(Annual sales $124,892,897) 
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Outdoor Leaders /?! Merger with 


‘Cahners Creates 


Applaud New Law Publishing Giant | 


| New York, Sept. 23—A merger | 
23—Lead-| involving 14 business publications, 
ers of the outdoor advertising in-| with combined gross advertising 
dustry were hopeful today that|income of $6,000,000, was an- 
much of the sting will go out of | nounced here jointly today by | 
the federal outdoor ad control con- |Norman L. Cahners and Maurice 


Advertising Age, September 28, 1959 : 


‘Text of New U.S. e 
Doyle Dane Adds Rule on Deductibility q 
Salada-Shirriff, of Institutional Ads 
Appoints Tarcher 


WASHINGTON, Sept. 24—Last 
New York, Sept. 24—Jack D. 


AR mma CRY STEN. Fn PPT FIN TER. 


WASHINGTON, Sept. weekend the Internal Revenue 


Service released a new proposed 
tax regulation which would elim- 
inate doubt over the deductibility 


i 
= 
i 
= 
t 
r 


troversy now that President Eisen- | 
hower has approved legislation | 
specifying that the industry can | 
operate in commercial and indus- | 
trial zones along the new inter- 
state highways. 

Burr Robbins, president, Gen- 
eral Outdoor Advertising, said “a) 
very serious ambiguity” in the 
original law blanketed industrial | 


P. Driscoll, presidents respectively | 
of Cahners Publications, Boston, 
and Industrial Publications, Chi- 
cago. This confirmed the report 


previously published exclusively | = 


in these pages (AA, Sept. 21). | 

The merger reportedly will! 
make the new company (which | 
probably will be called Cahners | 
Publishing Co.) the fifth largest | 


| atedicioudindlnaneiveiapal 
ee eee 
Te 


Fy Wipes (+0 commute, you'll *e Skippy 


— 


STENGELESE—Skippy peanut butter 


and commercial zones into the | industrial publishing company in| Will run this double-talking testi- 
control area, defeating the interr-| ip. country. The four others are|monial ad from Casey Stengel in 


tions of the sponsors of control | yeGraw-Hill Publishing Co., New|the Oct. 5 


Life and October 


laws, and handicapping the indus-| yorx; Chilton Co., Philadelphia: | Reader’s Digest. Guild, Bascom & 


try. 

He said the new law “will go a 
long way toward resolving the | 
controversy,” because it assures | 
“complete control” in rural and | 
residential areas, while city zon-| 
ing and planning in industrial and | 
commercial areas will be undis- | 
turbed.” 


s Kar! Ghaster Jr., general man- | 
ager of Outdoor Advertising Assn., | 
of America, reported that his as- 
sociation is still concerned that the | 
outdoor industry will be excluded | 
from new industrial and commer- 
cial zones that may develop in 
rural areas along the highways. 
But he said the new law recog- 
nizes the industry’s rightful place | 
with other businesses in existing | 
zones, and “will permit us to de- 
vote our energies to improving 
our medium where it is most ef- 
fective—in municipal areas.” 

The modification of the federal 
outdoor control law became effec- 
tive today, when President Eisen- 
hower signed a bill raising gaso- 
line taxes. It had been added to 
the gas tax bill in the Senate, af- 
ter an extensive debate and a 44- 
239 roll call vote (AA, Sept. 7). # 


Clupak Budgets 
$500,000 in Its 
Inaugural Drive 


(Continued from Page 1) 
paign has just been launched in 24 
business and industrial publica- 
tions. 

Lennen & Newell is the agency. 


s Introductory ads are spreads 
headlined, “Now, paper that 
stretches,” and illustrate how a 
dropped can crashes through ordi- 
nary paper, but bounces off Clu- 
pak paper which stretches to ab- 
sorb shocks instead of tearing. 
Another photograph shows how an 
ordinary grocery bag spills its con- 
tents when dropped, while a Clu- 
pak bag remains intact. 

Kenneth N. Bacon, ad and pro- 


Penton Publishing Co., Cleveland, 


|and Conover-Mast Publications, 
New York. 
Headquarters of the merged | 


company, Mr. Cahners said, will | 
be in Boston. He will be chairman. | 
No other officers of the new com- 
pany, which is still to be setup 
formally, have been named. IPI 
will continue to operate in Chi- 
cago, under the presidency of Mr. 
Driscoll, with Fred L. Steinhoff 


|continuing as exec vp and treas- 


urer. Saul Goldweitz will continue 
as vp of Cahners Publications in 
Boston. 


s In essence, although the details 
are somewhat complex, Cahners 
Publications paid approximately 
$4,000,000 to IPI stockholders, of 
which Messrs. Driscoll and Stein- 
hoff reportedly were the major 
holders. IPI stockholders reinvest- 
ed most of the cash they received 
for their stock in the new com- 
pany, in which the majority stock- 
holder will be Mr. Cahners. 

No personnel changes or pub- 
lishing practices are contemplated 
in either of the two companies, 
Mr. Cahners said. 


e Cahners publications include 
Modern Materials Handling, Met- 
alworking, Modern Plant Opera- 
tion & Maintenance, MMH Mate- 
rials Handling Manual, Modern 
Assembly Practice and Supermar- 
ket Equipment. 


e IPI publications include Brick 
& Clay Record, Building Construc- 
tion Illustrated, Building Supply 
News, BSN Dealers & Jobbers’ 
Directory, Ceramic Data Book, Ce- 
ramic Industry, PB Data & Spec- 
ification File and Practical Build- 
er. # 


David Zibman Moves 
David Zibman Advertising has 
moved to new quarters at 116 S. 


Seventh St., Philadelphia. 


motion manager for Clupak Inc., 
said that the current advertising 
budget is $500,000. He said that 
plans are being developed for a 
major national consumer adver- 
tising campaign to be launched in 


1960. # 


‘Progressive Farmer’ 

Boosts Huey, Cunningham 
Progressive Farmer, Birming- 

ham, has named Paul Huey direc- 

tor of advertising and Emory O. 

Cunningham advertising sales 


manager, a new post. Mr. Huey | 
was formerly advertising manager. | 


Oscar M. Dugger, vp-western 


manager in the magazine’s Chi-| 


cago office, was named associate 
director of advertising. Mr. Dug- 
ger will continue his duties as 
western manager in charge of ad- 
vertising sales in the mid-west- 
ern states. A. G. Norment, one of 


Another fresh ove from Pontiac! 
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Bonfigli is the agency. 
‘60 Cadillac Bows 
in Dailies Oct. 2 


Detroit, Sept. 24—Cadillac di- 
vision of General Motors Corp. will 
blanket the U.S. with newspaper 
ads Oct. 2 to introduce its 1960 
line. 

Theme for the new model an- 
nouncement is: “Creating a new 
era of elegance.” 

Outdoor posters, plus network 
and local radio spots, will be used 
to introduce the car. Color spreads 
also are scheduled early in Octo- 
ber in Life, Look, Newsweek, The 
New Yorker, The Saturday Eve- 
ning Post, Time and U.S. News & 
World Report. 

Ad plans for the 1960 model year 
also include a continuation of the 
“mother and daughter” ads using 
high fashion models. Insertions are 
slated for Harper’s Bazaar, House 
Beautiful, House & Garden, Town 
& Country and Vogue. 

Cadillac will also sponsor the 
John Daly evening newscast Mon- 
day through Friday on the Ameri- 
can Broadcasting Co. radio net- 
work. 

MacManus, John & Adams is the 
Cadillac agency. 


DAILIES TO GET 50% 
OF PONTIAC BUDGET 

Detroit, Sept. 24—Pontiac divi- 
sion of General Motors Corp. said 
yesterday it will allocate about half 


of its advertising budget to news-| 


papers during the 1960 model year. 
The remaining 50% will be) 
split primarily among magazines | 


and television 
MacManus, John & Adams, 
Bloomfield Hills, Mich., is the! 


Pontiac agency. + 


| Tarcher has resigned from Lennen|of most institutional advertising, 


| & Newell, where he was senior vp 
to join Doyle Dane Bernbach Inc., 
in an “executive and administra- 
tive capacity.” 
Mr. Tarcher 
| was. president 
of his own 
agency for 
many years un- 
til it merged 
with Cecil & 
Presbrey in 
1952. When that 
agency folded 
two years later, 
Mr. Tarcher 
moved to the 
Biow Co., then 
to Lennen & 
Newell. His background includes 
cosmetics, liquor and food ac- 
counts—all areas in which Doyle 
Dane has clients. 

Mr. Tarcher handled the Benrus 
watch account for about 30 years, 
until a year ago, when it went 
from Lennen & Newell to Grey 
Advertising. 


i 


Jack D. Tarcher 


s Mac Dane said that there are no 
accounts or new business involved 
in Mr. Tarcher’s move, and pointed 
out that the recent spate of new 
business at DDB has more than 
justified the acquisition of an all- 
round top executive. 

The latest acquisition took place 
|earlier this week, when Salada- 
Shirriff-Horsey awarded its ac- 
count to the agency. Estimated to 
| bill between $1,500,000 and $2,000,- 
|000 the account includes Salada 
| tea, Junket desserts and Sea brand 
| frozen shrimp. It was formerly at 
Sullivan, Stauffer, Colwell & Bay- 
les; SSC&B resigned the account 


the baby food field. 


food account the agency has ever 
had, though it has served several 
regional food advertisers. + 


Brown Joins Beneke 

W. O. Brown has joined the 
Beneke Corp., Columbus, Miss., 
as vp of marketing, a new post. 
ew Brown was formerly vp in 
charge of sales for the Crane Co., 
| Chicago. 


Marshall Joins Ayer & Gillette 

Charles H. Marshall has joined 
Ayer & Gillett, Charlotte, N.C., as 
vp in charge of sales. Mr. Mar- 
shall was formerly a vp and sec- 
retary of WSOC, Charlotte. 


lay Evening Post, and Look the following week. 


six Chicago salesmen, was named wheels theme in initial ads for its 1960 models. T A'so on the first week schedule are Newsweek, Time 
associate western manager. He ™agazine color spread with left-hand gatefold u ar 
will continue in the Chicago office. | break the first week in October in Life and The Sa: Auams, Bloomfield Hills, Mich., is the agency. 


because of potential conflicts in| 


The account is the first national | 


|while drawing a line against ads 
|which seek to influence elections 
|or legislation. 

| Debate over the rules concern- 
|ing institutional advertising has 
| raged for more than three years 
since a more stringent revision 
|of the present law was originally 
| proposed. 

ADVERTISING AGE reported the 
newest proposal (AA, Sept. 21), 
but because of its importance to 
all advertisers, AA here presents 
in full the three versions of Sec. 
162, Par. C (1) of the Internal 
| Revenue Code—as it now stands, 
as it was proposed three years ago, 
| and what is now proposed: 


How Tax Rules Evolve 
| As it Is: 

| “Sums of money expended for lobbying 
| purposes, the promotion or defeat of leg- 
islation, the exploitation of propaganda, 
including advertising other than trade 
advertising, and contributions for cam- 
| paign expenses are not deductible from 
| gross income in arriving at net income 
upon which the tax is computed.” 29.23 
(q) 1-Regulation 111 


As it Was Proposed: 

“Expenditures for lobbying purposes for 
the promotion or defeat of legislation, for 
political purposes, or for the development 
or exploitation of propaganda (including 
advertising other than trade advertising) 
relating to any of these foregoing pur- 
poses are not deductible.” 


What Is Proposed Now: 

1. Expenditures for lobbying purposes, 
faz the promotion or defeat of legislation, 
for political campaign purposes ‘including 
the support of or opposition to any can- 
didate for public office), or for carrying 
on propaganda ‘including advertising) re- 
lated to any of the foregoing purposes are 
not deductible from gross income. For ex- 
ample, the cost of advertising to promote 
or defeat legislation or to influence the 
public with respect to the desirability or 
|undesirability of proposed legislation is 
not deductible as a business expense, 
even though the legislation may directly 
affect the taxpayer's business. On the oth- 
er hand, expenditures for institutional or 
“good will" advertising which keeps the 
|taxpayer’s name before the public are 
generally deductible as ordinary and 
| necessary business expenses provided the 
| expenditures are related to the patronage 
|the taxpayer might reasonably expect in 
| the future. For example, a deduction will 
| ordinarily be allowed for the cost of ad- 
vertising which keeps the taxpayer's name 
| before the public in connection with en- 
couraging contributions to such organiza- 
tions as the Red ‘Cross, the purchase of 
| United States Savings Bonds, or partici- 
| pation in similar causes. In like fashion, 
expenditures for advertising which pre- 
sent views on economic, financial, social 
or other subjects of a general nature but 
which do not involve any of the activ- 
ities specified in the first sentence of this 
sub-paragraph are deductible if they 
otherwise meet the requirements of the 
regulations under section 162. 

2. Dues and other payments to an or- 
ganization, such as a labor union or trade 
association, which otherwise meet the re- 
quirements of the regulations under sec- 
tion 162, are deductible in full unless a 
substantial part of the organization's ac- 
tivities consists of one or more of those 
specified in the first sentence of subpar- 
agraph (1) of this paragraph. If a sub- 
stantial part of the activities of the or- 
ganization consists of one or more of those 
so specified, deduction will be allowed 
only for such portion of such dues and 
|other payments as the taxpayer can 
clearly establish is attributable to activ- 
ities other than those so specified. The 
determination as to whether such speci- 
fied activities constitute a substantial 
part of an organization's activities shall 
be based on all the facts and circum- 
stances. In no event shall special assess- 
ments or similar payments ‘including an 
increase in dues) made to any organiza- 
tion for any of such specified purposes be 
deductible. 

3. Expenditures for the promotion or 
the defeat of legislation include, but shall 
not be limited to, expenditures for the 
| purpose of attempting to— 
| (i) Influence members of a legislative 
| body directly or indirectly, by urging or 
encouraging the public to contact such 
members for the purpose of proposing, 
supporting, or opposing legislation, or 

(ii) Influence the public to approve 


.LU.S. News & World Report. MacManus, John & |° "eject a measure in a referendum, ini- 


| tiative, vote on a constitutional amend- 
|ment, or similar procedure. # 
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222 NEW ADVERTISERS! 


THAT'S VITALITY! 


OVER $5 MILLION REVENUE GAIN! 


THAT'S VITALITY! 


REVENUE UP IN ALL 8 MAJOR 
ADVERTISING CATEGORIES! 


AVERAGE CIRCULATION OVER 6,000,000! 


(Biggest first-half circulation gain in general weekly field) 


THAT'S VITALITY! 


BIGGEST SIBILILIBIR IN IUIUBILID ON TENE NEWSSTANDS ! 


THAT'S VITALITY! 


FASTEST-MOVING, FASTEST-GROWING MAGAZINE 
IN GENERAL WEEKLY FIELD! 


CAN YOU READ BETWEEN THE LINES? 


A CURTIS MAGAZINE 


The Saturday a : Sell the 


Post-Influentials 
P ... with 
HI-FREQUENCY 
Ad Page 


Exposure! 
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SPORT BR 
and Sports Illustrated brings out the best of people... 
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TERRACE OVERLOOKING THE 16TH GREEN, TUXEDO—JERRY COOKE 


900,000 families of them every week. This is the fastest growing quality market [RYeyeac THE 4 
in America —the families for whom sport is an essential of family well-being, a [UWUUKIEeNisem FIRST 
way to recharge their spirits for the demands of successful living today ... In five et ee MARKET 
years, the number of U.S. families with $10,000 incomes and over has doubled. TO 
SPORTS ILLUSTRATED’s circulation has also doubled, from 450,000 to 900,000. And BUY 

the SI median family income figure remains virtually the same —still the highest 
of any U.S. weekly that is read by the whole family . . . The big trend in U.S. life 
today is toward the active life—of pitching in and looking at and knowing about 
sports. You’ll find the leaders of this life are the readers of SPORTS ILLUSTRATED. 
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The Editorial Viewpoint... 


That Difficult Area of Good Taste 


The television code review board of the National Assn. of Broad- 
casters has won our enthusiastic support in the past for its militant 
attitude and actions toward offenses against public sensibilities and 
good taste. And so we welcome its latest specification sheet of do’s and 
don’ts to guide those who create and produce television commercials. 

In general, their recommendations are sensible and reasonable. If 
they err at all, it is in the direction of being too straitlaced and 1890- 
ish to be realistic. 

In the society in which we live, “sweat” ceased to be an indelicate 
word about the same time that “leg’’ was unabashedly substituted for 
“limb.” It neither surprises nor distresses us to have an itch referred 
to as “itch,” nor odor as “odor.” And even in moderately sensitive 
society, toilet paper is often identified as toilet paper without causing 
gasps of indignation or dismay. We might even go so far as to suggest 
that pictures of actual people, instead of dummies, dressed in girdles 
and bras, would not offend anyone if reasonable care were taken to 
have the girdles and bras encircle reasonably normal female frames 
which are encased in the garments in a reasonably normal manner. 

Despite our suspicion that the boys were a mite too careful, we 
think the advertising and broadcasting industry owes a debt of real 
gratitude to Donald H. McGannon, chairman of the code review board, 
for his dogged and persistent efforts to develop a code that is meaning- 
ful in content and consistent in application; and to Joe Hartenbower 
and his committee, which actually hammered out the do’s and don'ts 
for seven sensitive categories of personal products. Careful adherence 
to the recommendations by advertisers and agencies is strongly urged. 


Noble Experiment 


The organization of Papert & Free, new New York agency whose 
principals are two husband-and-wife teams, all four members of 
which were prominent in advertising agency circles, strikes us as one 
of the noblest experiments of the advertising business. 

Husband-and-wife teams have not been unknown in advertising, 
but they have been relatively rare. But two husband-and-wife teams 
in a single organization—and heading things up at that! This is some- 
thing to applaud, something to wonder at, something to watch with 
attention and great interest. 

Which we shall do, the while we extend our hearty good wishes for 
business success and business and fireside harmony. 


Lynn Ellis, Small Agency Counselor 


Lynn W. Ellis, a pioneer advertising man who spent most of his life 
serving as a business counselor to smaller agencies, died Sept. 13 at 
the age of 78, after a brief illness. 

More than any other single person, Mr. Ellis (and his widow, Mary 
B., who worked with him) was the business mentor and guide of men 
with an urge toward creativity who ventured into the advertising 
business with little or no knowledge of business organization or oper- 
ation. For 34 years Mr. and Mrs. Ellis, through the Ellis Foundation 
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Gladys the beautiful receptionist 
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—Howard Watson, Watson Associates Advertising, Hutchinson, Kan. 
“Stay away from that new space buyer—he thinks r.0.p. means, ‘ro- 
mantic office personnel’.” 


Plan and other instrumentalities, served as the fountainhead of busi- 
ness wisdom for these “little” agency men, many of whom have long 
since outgrown the “little” designation. 

Lynn Ellis started his advertising career with Rumely Co., farm 


machinery manufacturer, and subsequently opened and headed the 
Cleveland office of McCann-Erickson. But he had a penchant for 


organization and for instruction which led him to give up that post : 


and devote his life to improving the quality of business management 
of the young advertising agency business. He was the father of the 
agency “network” idea, and a host of people in advertising will mourn 
the passage of a dedicated man who deserves the gratitude of the 


entire agency business. 


What They're Saying 


Cash Is Tops 

A study made by Bruce Rich- 
ards Corp., a New York contest 
running firm, shows that of all 
prizes, money is most-loved. But 
when the money is used to buy 
merchandise (a sponsor can buy 
$100 worth of prize merchan- 
dise for $20) then the merchan- 
dise wins out. When the two fig- | 
ures get into the high brackets— | 
i.e., $500 cash $2,500 worth of 


merchandise—i| gets closer to a 
toss-up. 
—‘'Mann to Mar published by Mann- 
Ellis Inc., N« York. 


Offers a Meaty Venu 

Those who been with us 
in former ye: \l recall that 
the menu of \PA program 


—shortly to b« to you—runs 
to 135 pages, the abstracts 
discuss sex, 3, symbiosis, 
schizophrenia, ; , Suicide, and 


every other ki 
simian scene. 
bit of discus: 


alient of this 
s also quite a 
what is not 


known. 
—From a bic annual meeting 
of the Ame: hological Assn. 
in Cincinna' 

A Crying Ne« anovators 
It is axion at economic 

market growth from creat- 


ing new wants from exist- 


+ 


ing demands. Our productive and 
selling resources are crying for 
more innovators and more crea- 
tivity. 

The ‘“persuaders,” hidden and 
otherwise, cannot conjole or mes- 
merize the customer to consume 
more and more of the same. All 
they can do, at best, is -to divide 
up the existing 100% for those 
who foolishly expect the market 
to add up to 150%, the norm of 
our productive capacity. 

—Judson S. Sayre, president, Norge 

Division, Borg Warner Corp., speak- 

ing at the NARD Institute of Manage- 


ment for appliance and tv dealers in 
Washington, D. C. 


Don't Let Ads Mislead 
Truthful advertising is believ- 
able advertising, and don’t let a 
single piece of copy get by you that 
is aimed in any respect at mislead- 
ing the public. 
—Elliott J. Barnett, governor of First 
District, Advertising Federation of 


America, addressing the Worcester 
(Mass.) Advertising Club. 


Copywriter’s Credo : 

This sign hangs on a copywriter’s 
wall: 
“TI” before “e” 
Except after “‘c”’ 
Or when sounded as “a” 
As in nieghbor or wiegh. 

—From “Take Five,” external publi- 


cation issued by Keller-Crescent Co., 
Evansville, Ind. 


| Rough Proofs 


| Sex is raising its ugly head in 
tv commercials, and so the tele- 
| vision code review board of NAB 
| suggests that foundation garment 
|manufacturers show no live mod- 
| els unless fully clothed. 

And how about the ladies who 
shave their pretty legs to dem- 
aaauelb how to get rid of un- 
wanted shrubbery? 


Congress refused to interfere 
| with the Own a Bit of America 
| promotion, which will use savings 
|}stamps and bonds as premiums. 
The way the government bond 
market has been going, the Treas- 
ury puts a premium on any plan 
that will help the distribution. 


“Two husband-wife teams form 


|new ‘compact’ agency,” reports 
the world’s greatest advertising 
journal. 


In this form of connubial co- 
operation, nobody will ever argue 
over whose copy gets the last 
word. 

. 


“Capper’s Farmer is the Satur- 
day Evening Post of the farm 
field!” the ad says. 

And to make the analogy stick, 
you can even buy it in 18 indi- 
vidual combinations. 


Paul West told readers of that 
New York Life ad about the ad- 
vertising business that it is sel- 
dom as glamorous as it has often 
been portrayed. 

But of course an ad manager 
has a good chance to get an in- 
troduction to the beauties on his 
tv show. 


The only fellow who won’t fully 
appreciate that wonderful NBC 
color in the World Series is the 
batter who strikes out swinging 
with the bases loaded. 


Schick told football fans that 
you can cut yourself with “old- 
fashioned” safety razors whose 
corners aren’t protected with 
shields. 

In other words, to avoid a nick, 
use a Schick. 


“Wanted—a modern art director 
with old-fashioned horse sense,” 
the want ad says. 

Trouble is that these days so 
few art directors ever see a horse. 
‘e 

The Tulsa newspapers are 
pointing out that since Oklahoma 
became “wet” after 53 years Sept. 
1, an annual liquor market of 
$70,000,000 has opened up. 

Bootleggers and such neither 
pay taxes nor advertise. 


“No hectic retail advertising,” 
promises a Syracuse agency look- 
ing for a keen copywriter. 

The reason it’s hectic is that 
it’s supposed to ring the cash 
register right away. 


The up-to-date version of Con- 
fucius’ “One picture is worth 1,- 
000 words” is the Eastman Kodak 
statement, “Photography speaks in 
every tongue.” 


Copy Cus. 
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In the Washington, D. C. metropolitan market 


Sixty-five per cent 
of all automobile owners read 
The Washington Post 
... more than read the other 


two newspapers combined 


Publication Research Service 


of Chicago, March, 1959 


For More Than 20 Years Washington's R.O.P. Color Newspaper 


Represented By: Sowyer, Ferguson, Walker Co.—New York, Chicago, Detroit, Atlanta, Philadelphia, San Francisco, Los Angeles; Joshua B. Powers, 
Ltd.--London, England; Senor G. Enriquez Simoni—Mexico City, Mexico; Allin Associates—Toronto and Montreal, Canada; The Hal Winter Co., Florida 
Hotel and Resort adv. rep.—Miami Beach, Florida; Tom McGill, New England Hotel and Resort adv. rep.—West Roxbury, Massachusetts; Lou Robbins, 
New York and New Jersey Hotel and Resort adv. rep.—1265 Broadway, N.Y., N.Y.; Puck, The Comic Weekly. 
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MOST USEFUL ONE.” 
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“muSt reading for 
advertisers and agencies... 


V oklahoma city 


BUY the TOWER with SALE Spower in Obtohome ! 


The KWTV Community— 

a 54-county area—is a community 
created and held together 

by SERVICE. 

The variety, depth and quality of 
KWTV programming and promo- 
tion services are key factors in its 
leadership. Within the pages 

of this brochure, you will find 
reasons for—and evidence of—the 
remarkably keen communitywide 
interest which the KWTV brand 
of service generates. 

Write for your copy . you'll 
find it a helpful tool in making 
market coverage decisions, 


Represented by 


The Original Station Representative 


Advertising Age, September 28, 1959 


‘Browne Vintners 
Goes Historical in 
White Horse Drive 


| New York, Sept. 22—Browne | 
| Vintners Co., liquor importer, has | 


| dusted off some long-dead literary 
|luminaries to boost White Horse 
| brand scotch. 

| In a $1,000,000 newspaper, mag- 
| azine and outdoor campaign set to 
| break nationally in October, the 
| distributor will use color pages 
| playing up Scotland’s White Horse 
Inn and the whisky’s historic back- 
ground. 

The first four-color magazine 
page, in the Oct. 19 issue of News- 
week, features the headline, “James 
| Boswell drank here (White Horse, 
of course).” 

Copy goes on: “Boswell, Alex- 
ander Pope and Sir Walter Scott 
are among the literary ghosts who 
|haunt Edinburgh’s famous White 

Horse Inn. The authors saw eye-to- 
|eye on one thing—White Horse, of 


A unique Canadian marketing research 
study tells 


How industry buys 


‘LONDON STUDY’ of industrial purchasing traces influences 


at work in making industrial sales 


report, known as the London Study, 

has now been published in book form 
under the title How Industry Buys, with 
conclusions and recommendations on marketing 
to industry. The study probed in depth the 
industrial purchasing-selling process in 
Canada and was sponsored by the Business 
Newspapers Association of Canada and the 
Canadian chapters of the National Industrial 
Advertisers Association. 


The study was directed by Dr. Donald H. 
Thain and Dr. D. S. R. Leighton, associate 
professors of business administration at the 
University of Western Ontario School of 
Business Administration and Charles B. 
Johnston, lecturer in business administration 
at the school. 


Te unique industrial marketing research 


Field interviews covered 36 companies 
representative of the Canadian industrial 
market——in the London, Ontario area—and 
examined the history from realization of the 
need to actual purchase of a large, medium 
and small purchase in each company. 
Graduate students from the university carried 
out the interviewing under the direction of 
the authors. 


The London Study is the first detailed 
examination of the industrial purchasing- 
selling process ever made in North America 
and yields fascinating insights into the buyer- 
seller relationship. 


It examines the impact of mechanized 
promotion and personal selling on the 
industrial buyer and traces the complex 
process of an industrial purchase through 
teams of buying influences inside and outside 
the purchasing companies. 


Chapters on advertising, direct mail, 
distribution and other marketing factors 
discuss the quality of industrial marketing in 
Canada today. The 36 case-reports on the 
companies and purchases studied are 
published in detail in How Industry Buys. 


In another section, the authors draw 
important conclusions and recommendations 
from the study which will be of great 
importance to everyone concerned with 
industrial marketing in Canada. 


Senior executives, marketing management, 
advertising management and advertising 
agency staffs will find How Industry Buys an 
absorbing and penetrating examination of the 
most critical problems they face today. 


Copies of the 270-page How Indv-try 
Buys repo: can be obtained from George 
Mansfield. Manager, Business News- 
papers As-ociation of Canada, 100 Uni- 
versity Avenue, Toronto, Ontario at 
$7.50 a copy post paid. 


EN BUSINESS NEWSPAPERS ASSOCIATION 


100 University Avenue, Toronto, ‘ 
The organization of more than | 3: 


OF CANADA 
uc’ 'y Canadian business publications 


| 


BE NOT THE FIRST—Such literary not- 

ables as Pope, Boswell and Scott 

were patrons of the White Horse 

Inn, says copy in this four-color 

page which Browne Vintners Co. 
will use in October. 


course—the greatest scotch in his- 
ee. 

The “White Horse, of course” 
theme carries over into the dis- 
tributor’s other ads, scheduled in 
Cue, Ebony, Esquire, Fortune, Holi- 
day, Newsweek, Promenade, Play- 
bill, Social Spectator, Sports Illus- 
trated, The New Yorker, Time and 
U.S. News & World Report. 


s The newspaper schedule _in- 
cludes big-space ads in 75 dailies 
in 30 leading markets, and outdoor 
posters will appear in 15 markets. 
The newspaper campaign will 
break in New York the last week 
in September and nationally in Oc- 
tober, Browne Vintners said. Con- 
sumer ads will be backed by trade 
ads and sales promotion activity. 

Doherty, Clifford, Steers & Shen- 
field is the agency. # 


Salada Sets Ad Budget 

Salada-Shirriff-Horsey Ltd., To- 
ronto, will spend more than $2,- 
000,000 on advertising in Canada 
during the next 12 months. All 
media will be used. Of the total, 
more than $250,000 will be spent 
to introduce a new product, in- 
stant mashed potato flakes, to the 
Canadian market. Leo Burnett 
Co. of Canada Ltd., Toronto, and 
Vickers & Benson, Toronto, han- 
dle the company’s advertising in 
Canada. 


Petrie Joins Block Drug 

Donald Petrie, formerly with 
Kenyon & Eckhardt, has joined 
Block Drug Co., Jersey City, as 
product advertising manager for 
Green Mint mouthwash, Co-Re- 
Ga denture adhesive and Omega 
oil. 


Chapman-Nowak Names Boyd 

Chapman-Nowak & Associates, 
Syracuse, has appointed L. M. 
Boyd as an account executive. Mr. 
Boyd was formerly an American 
Broadcasting Co. correspondent in 
postwar Berlin. 


@ There's only one 

way to get complete 

and reliable clipping 

. coverage of maga- 
IT’S zines. BACON’S is 
the specialist in 

"@ magazines. 25 

years experience 


has built a com- 


for plete list and un- 
matched methods 
COMPLETE '2<). cacon'sis 


a must! 


COVERAGE Ask for Bulletin 56. 


of OUR READING LIST 
Published as 

MAGAZINES! ehieie 
publicity 

directory. 
BACON'S 
PUBLICITY 
CHECKER 

—the bible for 
building accurate 
lists. 336 p. p. — 
$18.00. Send for 
your copy today! 


BACON'S 
CLIPPING 
BUREAU 


m 14 E Jackson Bivd 
Chicago 4, Illinois 
WaAbash 2-8419 
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things are looking Y at Forbes 


whopping 21.9% gain while the 
magazine industry as a whole — 
“went up only 5.6%** 


SUSINGES Dollar Dollar 


anagement : 
; eG os - 
‘Magazines Volume Gain Volume Loss 


Forbes $186,409.00 
Business 

Week 66,322.00 

Fortune $25,048.00 — 


bes dollar volume 


(biggest ad revenue gain of all three — 
ms business - management magazines) 


first half of 1959 over 1958— 
Forbes gained 11.9% in ad pages — 
ayainst the magazine industry 
_ increase of only 5%* 2 


Forbes ad pages 


Forbes circulation. dramatically 


the dynamic growth pattern of — 
eight years continued as Forbes — 
circulation guarantee hit an all- 
time high of 300,000! 


STH Prey c Pauses 


CIRCULATION RECORD 1960 -JULY 1980 «on. 


i. 


ee a <leuguag.* 


am 


Se 


...and even Forbes subscription rate goes _ While circulation and advertising continue to rise! 5 


In eight years Forbes bas in- 

. ; | creased its subscription price 

FORBES almost 100%—and circulation | 
3 has tripled! Forbes gains new 

: readers and holds old ones! 

:: epresentatives—-Chicago: 360 N. Michigan Avenue. : 

Cleveland: 562 Hanna Bldg. Dallas: 1416 Commerce | 


_ Los Angeles: The Menne Co,, 711 S. Vermont Ave. 
‘San Francisco: The Menne Co., 114 Sansome & 


is ee ae 
i 


ee ee 


— 


de Sateen 


Forbes value to you, as an advertising medium, keeps going up, up, UP! 
Take a good, long look at Forbes and judge for yourself, what it can 
lo for your advertising. Write for a free copy of FORBES—and facts 
on the vitally important top executive market it serves. — 


pip ) a -geles * Advertising Age Wabcieiion, tesa of July 10, 1959. 
FORBES MAGAZINE—70 FIFTH AVENUE—NEW YORK 11, N.Y. & Mm ++EN API B figures as reported in Advertising Age, issue 
i of Julv 90 1959 
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DISCOVER THE NEW YORK 
YOU’VE NEVER SEEN 


Sure, the face is familiar. But you've never really 
seen New York until you’ve felt its myriad moods, 
known its starkly contrasting social lives, 

explored the many small worlds that make it 


a great metropolis. 


Come and enjoy these fascinating discoveries in Holiday. 
The all-New York October issue takes you from 
penthouses to smoke-filled beatnik cellars . . . 


from backstage to Big Board to ball park. 


And you see it all through the eyes, hearts and 
minds of great creative personalities: in novelist 
Aubrey Menen’s love-at-first-sight enchantment with the 


city . . . in photographer Arnold Newman’s 


brilliant portraits of leading New Yorkers . . . in 
Ludwig Bemelmans’ gay and gaudy paintings of 

his personal New York. Other gifted guides bring you 
the city’s music, theater, shopping—and a hundred 


fine restaurants where dining is an art. 


You'll discover a newly delightful New York. And 
you'll see why Holiday attracts its audience of 


900,000 very special families. Their affluence and 


Holiday’s influence give more and more advertisers a 


rewarding Holiday experience. 


HOLIDAY 


AEA \ 
YORK 


for you in HOLIDAY 
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Co an 6 apportioned in relation to national|stakes (with no skill involved).|~~ ——~——~— — 
JUST ASK FOR MARIE eee, ntest ts Don t |population distribution and bal-| Most of the men and women liked | 
Call WAbash 2-8655! ‘Mind Purchasing the |anced as to age groups and sexes, contests with a few large prizes) 


| is being released today to more|and many small ones, and the 
Let Marie handle your complete Product, Study Finds |than 2,500 major advertisers and | majority preferred to receive cash OOPS, SORRY! 
mailings — including addresso- | | agencies. prizes in a lump sum. es 
graphing, addressing, muilareph- | New York, Sept. 23—A large | | The two major complaints about ioral se Oi 
ing, fill-in on multigraphed let- majority of Americans who enter 8 A total of 79.9% of the women|contests were (1) that winners’ Caves we sll ha 
ters and planographing. ‘contests do not object to buying a/|and 86.1% of the men said they|mames and entries are not made \ Ws 10 want to « 
Marie keeps your Mailing List product in order to enter. And as did not object to buying a product! public, and (2) that it was diffi- MARYLAND CLUBS 
po ap ow ee a frees you from for prizes, homes are rated as the | in order to participate in a contest.|cult to find entry blanks. Copies | Were wncerely gran 
all the detail work. favorite by adults, while teen agers| And 28.5% of the women and of the study may be obtained by 
pees ae ae wae ee preferred scholarships. |29.4% of the men named a house | writing to Bruce, Richards Corp., 
vast aone, dive eal: aiveleh, do These are just two of the many | as their most desired prize. About | 104 E. 25th St., New York 10. # 


'findings contained in a survey on | 39% of the teen age boys and girls | 
consumers’ attitudes toward con-jrated scholarships as their top Meldrum Joins G. M. Basford 
tests, which was conducted by the prize. | Douglas Meldrum, formerly with | 
Seer |contest division of Bruce, Richards; As to type of contest, most of | Industrial Design, has joined G. M. | 
Dhe Jno, ©oOrP. The survey, which was|the women preferred completing | Basford Co., New York, as an ac- | 
based on a study group of more | the last line of a jingle, while the | count executive in the public rela- 
43) 3. Dearborn S1. * Chicago 5, Illinois than 6,000 persons geographically | majority of the men liked sweep-' tions department. 


accurate work and guarantee 
prompt delivery. 


— The coffer you'd drink Hf vow om aed 
Ail the coffer im the wort, 


| 
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UNPLANNED—“Sorry,” said Duncan 
Coffee Co. in this b&w page in the 
Minneapolis Sunday Tribune and 
St. Paul Pioneer Press, but the de- 
mand for introductory cans and 
jars of Maryland Club coffee con- 
taining coins (AA, Sept. 7) outran 
the supply. More’s on the way. 
Clay Stephenson Associates, Hous- 
ton, handles the account. 


Leo Burnett Names Lachance; 
Opens Office in Montreal 
John Lachance has joined Leo 
Burnett Co. of 
Canada as 
French market- 
ing supervisor. 
Mr. Lachance 
will be head- 
quartered in the 
agency’s newly 
& opened Montre- 
os al office at 550 
Sherbrooke St., 
P West. 
a! Mr. Lachance, 
} . who at one time 
John Lachance was with Cock- 
field, Brown & 
Co:, has headed his own French- 
Canadian consultant service for the 
past five years. 


* ~~ : 
a y ‘Houston Post’ Promotes 
; + Two, Adds One to Ad Staff 
bait wll The Houston Post has promoted 
" ry z me |E. R. (Buster) Kendrick, formerly 


|classified advertising manager, to 
administrative assistant to the 
advertising director and Duke 
Naegle, of the general advertising 
department, to head a new state 
advertising department which will 
| handle ad sales in special sections 


, isi f 1 
GOTA STORY UP YOUR SLEEVE? ae _ | cclgih, Beek Semone sameerty 


‘ 
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i ca ‘classified ad manager of the Star 
Put it to profit with 1,022,610 Free Press, Ventura, Cal., has been 
; : ili je , |named classified manager, suc- 
tadio families in WCCO $ 114 | ceeding Mr. Kendrick. 
| NY ore county basic service area in four | 
states. Top acceptance through | Kidde Adds Two Departments 


< 3 = E ; ; Walter Kidde & Co., Belleville, 
full-size programming. Lowest N.J., has established a market 


san |research and product planning 
acceptance von ver thes 3 - because department for its industrial and 


WCCO Radio | marine division. 


than all other Min 
t | Need Source Material 


PE gO. nae eee 
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For a Campaign? 


Press Clippings can provide you with 
the necessary source material for a sales 
or advertising campaign based on actual 
events . . . can enable you to use real 
news rather than fictional situations to 
substantiate your claims and to convince 


Source: Nielsen 
Station Index, 
Jan.—June, 1959 
Station Total, 

6 AM-Midnight, 
7-day week. 
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ur prospective ¢ s. 
lor agency new business presentations. 
Interested in learning how we can 
serve you? 


lowest 
cost / per thousand 


— 


Est. 1888 
PRESS CLIPPING BUREAU 


165 Church St., New York 7, N. Y. 
Phone BArclay 7-5371 
1868 Columbia Rd. NW, Wash. 9, D.C.—CO 5-1757 
ry Bidg., Pittsburgh 22, Pa. — COurt 1-5371 
14 E. Jacxsoi Bivd., Chicago 4, IIl.—WA 2-5371 
1456 N. Crescent Heights Bivd., Los Angeles 46, 
Calif.—Phone Oldfield 6-0304 
One Operations Office (Livingston, N. J.) 


NEWSPAPERS + MAGAZINES +* TRADE PAPER 
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Your advertising in the conventional mass magazines may 
make your name table talk in Washington, D.C. But in most 
of the 26 other Washingtons—the small-town Washingtons 
—you could be something of a stranger. That’s because the 
giant-circulation magazines don’t penetrate small towns in 


the depth they do the metropolitan centers. Grit is your ¥ 


answer. For here is the one national publication which 
concentrates on small towns . . . provides the added cov- 
erage you need in 16,000 of them from coast to coast. A 
small investment buys a big Grit campaign . . . and no other 
publication can do what Grit does to give you balanced 
national coverage. 


Grit helps you cover 
all the bases 
and enjoy 


balanced national coverage 


The postmarks are actual reproductions 


Ful at 


Fe leh eee see 


AMERICAS COBEATES 


Bose marre 


Grit Publishing Co., Williamsport, Pa. 


Represented by Scolaro, Meeker & Scott, Inc., in New York, Chicago, Detroit 
and Philadelphia, and by Doyle & Hawley in Los Angeles and San Francisco 


* e es f - : [ee oe % oe . 2 ae - : fs - SA ae ORI 
= , 
3 
| ff 
; i 
ai a 
\ 
d 
{ } 
4 
} oe 
i | 
im 3 
ee 
i \ 
| er JAN 
| 12 
| p 
1 ® e 
7 1959 
) 
} f 
: | SaMING?, 
ee ilhiva = O 
y : AN 
© | 
, e\ O1 
if , 
g 4PM : 
15 
| AM 
- | — 
1959 WI, 
; kr - - Pp 
.: An\S CALIF 
{ 
\ 
| 
' 
| 
Ps << NG m 
| ay | 
2a 
’ 
| Maint 74 
i | 
j I 
' ¢z \) = ee: rw yee waxes un ts Cry ae ES) 
1 | TA - 2 — > - ° — 7 
5 f \) S ‘ G Li 3 A 2 
\> 2, YL Z “hints “lta te 4, 
} ; / \, = | - TFSI NEM S PAE ae on (/ 
. ee 
\ 
aq 
ml ee 
mo: | 
{ d 
d 
} w 
; . 
’ 
{ 
f 
4 
j : 
‘i § 
{ 

: 7 7 Eh ek eae t k cy Ne Mg eiciclee cre eo sas, i aaa ee ts: ae : - ane iat Re ee. ee oe aa ; a: 
eee coe eee ee ee he Detain hs, To he a SR i ee el EGOS ne alint om 5 lll Raa ae 
oe cheer aS ri Ree er ee Sen 

ae esd Racy Se 3 - 3 ea pce ees rt ey Aa eee haa Poh Re oe i me sel ies 
tga apes Re cal th 25 EY crates Se eam GI! oe es Seam oes cna 9 Maca i ecb a oe pitt cg  See Se etlee, 4 CREME eae es 2 RE elcid ysl a a Se ee pO 

Br 2 ee so ener A Tee rte oe ee te ee 5b toe ae A he i co gre ee eee ee Se a hae AR imuakt stoke we CRESS MC ee ee may, ce) & ea ae Boe OUR 

ee ee ee ee ee ee Oe | eee 
ged a ra eae ot onan 2, ae are. Acer BT CC yaaa re ge Wier ba ies ae, Via ess eee ok asa ar 2 oe a iS Re, rd ebee is a Me edie Pan pean © ee ae a aot tg 8 ae 
_ ete \ ee yaar 4, Beet ‘ae Sig ea yl ae Sa “EN a eGo ee Na a, a NS ae ta Cn ete oh mee ges at ye Pw a Ole, mera te. OY Pines, oa ees cate EN ener ci) He Meee See ce She ae rer oth 


a —_ 
aes 
—- 
t 
-_ (Cf 
' ; 
is 
4 a4 | 
& 4 i 
7 —- 
_ oi 
‘ 7 ‘ ‘ 
; % 3 Bt , 
| : 
ae ‘ cs : oo q ae a" oie es a eight ead uae aa Ua eit gh iar a a 
ea Sey 6 ot fe =e ha eM tu : ye RY he gunaee ss : an ped ae aay ‘a i ae Si oce ec eae: aioe ee : - a ey E ee wer ae | 4 
Be 2 ie acs aime Pent, ‘ re a Ae x, cae | ica a ae a Seen ee ap orp ake = daa ian Pe te Seopa sc = a Hae Ts ’ 
my, B Sa es re Pi aaa eerie, = Ree eS ate re 5 a! y Pe 5 hata, ee aes eat oa ates ’ 
ae cecueeaes = 2g SR 2 Se ee ee cee ED ge PO ee 65) ees oY et, ae eae Bi eo toe 
a ee ee ee 
¥ 1 oy eae Ree Was res ne upbeat sali 3 GE MOO on A Ye Se ese. aaeeey. ti Be. aaa eee ee A 2) i a re hese ay SE Fe als Lin BTA eens ar, Mae , k 
Ng ieee: eh or ee nite 8 OM ea eee ae cot: ie ee ee) ye ae ee ae a eee a ee = 
peek es on Ses an) A em A ea Hedi eee aes y Sere Toe Suc eae ame aia te EO ee ; Baer fs Re ae a ee i | 
ace Se he OS, ewe we eee EO eee 7 apa ee eee Oi) , . TER tee i eT ag eat fee en oS Gs eee ee Oye a <a a 
EA ae +e rch mera le eee hota fae: o eee ” tye it's Ra hae 5 ae mee he 2 os Ut ae ae 
’ ate aan ee ies. a ae ee mS ne ee te eerie en oa , . we ON ee one etme 8): Samana MN ed eA mend So Sepa ape ees ee ' 
eed are Ce ae ee we re ge a NS an { 
ae ce ne ate UE AA en, ed me SS a £ Tee Sa <a ; oe ee ire cage eee er ae Sei es) ' 
eee |." 5 ae ‘Shae! coe ee RN ea nn i OM as Sis op ail fy , ra teen tte, Beek ua faim Se Me ite lo eee Slik sa taboo 
e ‘ ate ee hess a. eee potas Bes aa oe Saad ee a Pre oe Pipetite gles wr | 2 aa arn = ee hee vay. ee Un le ey f 
Be te, J APE ee Japeemeapoulh:. ata a ee Pts lei a OS eas eee a ee A ey Gon ek eee ie oe a ee 
; dl . i a % ae ee a Pog ee: z ut us. ie!” ea + a — ia te Les op ime ee a ae ees) ee eo a Cs = eae LE ele VW i 
ow med es a Ae a tei, Sa ges ERI 4 2 = » : at Pe a ea i «eae é < Bi : = pee ae 8 ee A 
is sl ie sesae eee| Tas (pS Foo Ua : ae Be: «eens Bee ee ee Mets a) eee a er he ic 5 Sei 
er re 2 fe a Penge |) A emetaaae a ae gs in =a ay ee ean clea ee ea am pect } ; 
at =: See ogee gees eg Mae ec ieee ee ate, geen ee ee ee ee ee ee —— 
a oS ee ee os tea) GG ; ‘ ae ee cae ay a" (MEO a Vie Mei, An Mae Aen ites eas ie Ag cat Es oh ts iS page ot ‘ 
eters 2s ie Pe i a ae Sad “gates 24 ae : ‘ Care at ee % % are. tee Re ee oo vie Got aS ee ca As Waele ere Ses i Sea e er: ceed 
i Se Ti ce cS, edt e Sg Lae: Pos, hie gin aa F a a «) re ae eet 3a 3 Rage Fates dS oe ee 22s Rta ee 
: ee pa dy og Ba SOR ie rs ee aera <a a oe, | ye ee Pe aie a ae, ee th at a etal Eee Sen i me 
a, a pees, are c e 5 a irae i ey glee a on a Be cycrh, aehe Goren 2 Sige sues er i. a ee 7 eal : per eal ae f 3 
‘ es i bi a ccc De : 3 3 so aan te Bip cs en ot cee ae * a 
: cae fix os ee Epa ie oe : 4 ‘ge “o Sie a : is : 
‘ ia m sai pa ; River i, pamineey < a eh ae ee. ge ‘ : - Lith id ; 
; ‘hay a af ay hes ae eae pa? & ‘ 4 ate, , =a p : ela i hon - : cid sa : 
F Bee Naas: = =a Pee Sa le ee. z~ ay See . ae cad i ee : a Iie ae 4 
2 meee . 4 “a -_— 3 aoe ae = i eee ae Pie aes Bee rien ass Bis tes sit mel fe | ! 
re OS oa RT. Foams hin ot “aegenes a Pe bir. a il . - Pn ee eee 2s dol eis Hip = ae | 
a Seam oe wae — ine ec” a : ; Sai Sees trme er a (Pane ONC kt Seer a ‘ ‘ a : - (3 baa Si : Es oe cory Dede ek ‘< ; 
- SO i ae A ee”, eee Pee, oe ae ee oo? F peg einen tee Bec ee tee ee ® 
- ee eae Me re es FONE ie : > «i = a aS Aaa So aaa ann Cd {pom pa 
A = ea 2 De bi aed tag al ee eae i, ae ee popes ag cooetenetag <= ie a Se te s Ps wii tee 5, elimi et le ) ia Me tem ete perch ee aR ae 
ae re eee Me cages, Rt Se emt ae age a — eet. ‘ m2. fA 3 Se ei ae ree ae 
7 7 Re lt P aie Nita ae Boies Ls geeetes a cada rg od ae See ae a bess th s # s oCi Sa MARNE BASES SSN Se Aah LOR emaMcn: Scie id Reem. a BY 
” Pa i, OMNES? Gat Se SON gunna rename” aed oe es mw" 4 4 me fe | Pa ROE SRE UL iy i enh eh tee mrs if 
PS ae ee, - a nc — «yg a al ae ; . a) 
Cae pea y Wee ae 3 ve Bie eee _— 7 : ; aie Pie ee 
yee M . oe , an / a . ae x ie t fa Ege! Nana ee Eien 
/ ; Sele ales re ae i 5 a Mm , 3 é . . : 
Me ee es & ee a ue i sg eZ wll ‘ ? 
i E * a s i. Ee Ny Se = ae ; a Pe na. a i. E r h 
oe gomus gt? 3 Pa . Pi, ins % & eae te J oP Bes ne ys ae aie A. : < ib , 
a Bs Be eo! » oS Bm & : a at See ny : aes Pea. on er. ; > 4 7 
B ae 5 ‘a i s : on ae - < 4 Ep. *4 oP * A yy seaipeastar ¥ Eg eee ant a i i} 
Ag ee ci ee ee i iz be. “ ‘ Bis +3 ee i ae _ ® BS ane “ ; a . ay A s . a e f a ae anaes some 
ee ee Fai “eer foe fa ee “ < pS Soe aa ey ee ae et eee 
eta os ing ig, Wee ren 7 Bs cy : a = Tee eae » § 2: ai ta % : Fe ze e Pere. ae oe 
Magen se. abe ES : = # he we ce ee “a "4 oe ae ——s eae ae a Pub pe Shee - athe? ae Fre erty ot Re eee a 
F we Gee Ls ged 4 sexe +: ar wi : s/f coher Rie By or be . i Le eae ee # cll eae esi sere RS Pa atari 
a Se eon aes ei ae ae. ae tS: oe hg ee é “oS Tees Sr Re, Sar 
Se ee ae 4 ‘se ee ae v * : mie fe ae ie ahs ‘ ees as at gi iS haa ae cs " 
ene — cies ra bs ge sty, ae om a to Dee Soe hee s is al oF Sem ae. eet cee - cen 
_ een Se FENN — ipa VS eae oe 
Be ae - Unlu peeo " ‘ a, Cee 5 ral ee, >a ae . 2S eR pone em % = cel “gh ae es i > Sg: 
Re ey ee E oa eta ee an * iS a RE oe oe 
i ae SR ee ne j * Cr Sora ee tnd eee ee ae er a ee a SeeT j pee So 
ie taieccerne SF teem mmenrinc a. oN S&P ll ee See ‘uae oi ec: aa ee 
eae a ee, BG anes i §° 2! ee ; 
ag = 7 a i ee me ps te ae Pie ‘ ae 2 a Lok Be a 
— oh . i Sy. he ei a : ‘ eo aa * iff a Bie ty i. “eG a ’ Oa aah , 
[ogee eee ch A 7? ae ih, Pmt ee nite : f iyst ts) mee ae ee ~" — ae ee Beco) ieee 
i _ ig Ge A i ~ 2 a” * : eS a Reem ts ae sone F ee a Gaiters no ¥ 
; Ga eae ee =“ ‘ oe Bs i= aaa : ea ane eres nts eee: 
ae = Pd re E Sian cane a sah ; 
A oe ie $ ig . F i ; fj oe q ee mare 4 ie : . ae vo — si . 
‘ i . ee ; 2 a gig wre | f 
ae ss og oe ek. oF eae ron ae ee pec Me pe ser Bre sec 1 
ae 2 5 ie) i ‘ae ot east, 8 ie, *% Hib ant ii v ‘ a t és a ss Ne r ae a = | 
ree, e aie Boe eee ‘sce ee = : ee a Pa GP cate ad giel og take eR het fer Peyts a q 
pote 55 go) P ee er eae ia Ps te . ; er 2: i eal a al ie : ae 4 Te! aes Sa Big =: ae z q 
RRR! oS aie Si ; a ee ee ee SS ee |: eal me get lage i aie ee 8 ef ae ae 
a Doe ae a pe ae ‘ ne” ae she Be = all : . ac elie oid ee 5 rind + jana, BF ig & tue ie Feet Ba ‘ ; 4 
es ae on “ - 9 Se Mee : ES eee ‘ —_ iD Tae C= SP ee Adis ye tes a oe We ors hn ie ie Se ie Giare y 
See: ee an i q en ae ae” — <i ae ee : ees as b : ee ie oe eh ene Tg 
a a ee ie Ae ee ‘ i ee ae ee i i Mh ies hs 
ee a a FO ae ee. sete ’ ai 1 a gts: tga ee: ee ln cies hie fe eed eat 
; Ee 4 * i ee ei | Sa a ; z oe i . : F ; 2 fa aepes: Soe os Line 
ee ees = ae ae a gle iegeae Sues a UE Meee eae ae 
eta Pee oy ne “ eerie ee ee ae “ ; er a a 5 age Suelo fT cg ; pie Saeco aig Meee ce 
ee ee : SOs ina api *i ~ 4 ae Ce edie : ; seep foepth ie, ly | RM ner Ga 
See es d eas aM ge Bai ER ea a fe SoRBEN A SA Bit m4 
. Ses PY: a J eat ae q 4 eins eee a a a gi a i aes Se Oe eRe a : \ 
; B., me i ’ a é +i Pe ie ae 3 aa ¥ ay ; eer wae ee oe 
4 Hs a sie x i e ee. Bs lola Cnty : ol je . Os St We oe oH We bea ee reac ' 
ae. 4, he a, Buss. Hr ei: : j eo Bak f ? Pg ene co ee or ois See eRe ae y i eee : 2 y cS 
se : Seon ener sa oe teow 2 6 . pee ere kes eee ate as. . : Sas AE ee eee 
: Peis No 7 oe eee a oe camara Bo is <a e Lor ONES ES es SR a ny pa Neen 
fogs : es ee F ae — pie) ite em ek ae i ee iD Se eS : ee Mee te ee tS 
ot - ; 1) ees Se ae 6s hl ee ei ARE teaeaet : aa acne ane eee per ri vat Pee J ak i ae ae pees sells Rees Peters 
Sa ett es en ace iil Meg Ts ee of, a Bare Tie icigfiate cine. URN i a eae pe Seeded iy * 
Sgr eee eas er Se ay oe Pe ee ae Gat ee ee Soa ; Faoae J a 
were AiR ahi oases De aod co ee ‘Dae Pease hy eee Pye ae oe Be ee os ee at ee fo PRR Se hase ee ee : ’ 
- — ee eet; eg ok ee r eee oe” i Sa a as 8 Pe eae ae rs nde os f Weel eats? 13 Si a a a ‘} 
ey iG a ee : ath | Rs ee ea cae, ta cess eos am ila peg : ‘ Wr ts ee aii he Nie aR | 
em is pees = eS PR eh ns Fr eer oie eae sr Ramee + Week po,  <_  # ete 4 oe ore Re ee Dee ce. ae a Sea Setar es ween { 
sr hye NT, pee ae a REIRSON Aco ee ne meee pore ris Pray C5 ee Bs ag i ss em Rl } ere, ce 4S : . rane 
oor eine - 3 - * fh eae ;. i: Se ee ee ee he eT ey er ac nem inn cg fe a de BR EE SR, aI RN SERRE RE ceepeam em ee pty (| Sere ikea aed 
oe BERS pee ae e a ae (ee Cece Biaaee gual pint Penns : ee a ge ie ee a eee ee ere a oan ae fects { 
: mane ’ oe ‘rn Sa eee ee eae re eer 1 SERRE Soe ao en aoa tae (eae a ee OS ene Br eek ay ete 4 JES Riis... oct, wae a ee , 
: 13. r : jee os Si ts AM ey Ia IN, oc ea mae Seated 10) rie ee Reg ee ee tye ok eee lied fe ae, 
: M i ag a) On aah feo ee Scene we eee <BR Ln oa nen c ets Ms Ree rau npr papas mine aS ce sae a at Sey a oe A 4 
Fy hice aaa Bi oe eee Z = ae ee Es 2 H Viaes ie Pe ree , Lee ey Ee a oh age: es { a 
sage aaa al ae A cies pe oth) 2 ee : Tas aes ar ele ' ; + ke ne. eee aye. Tate 
: seagate ae : ; . ae me 
; : é te z. ne - J Tem ang <page Spiers aaa ee een aie ARR. pay Deemer: eo ele So RE ca eR i 5 Nia 3 nw ace. ae 
oi u Seren DA nee. Sle a ee = a i ee a See amare, Tm ee ney ah al oo enter! eae. aes 1 | 
r - ” nisin ‘ ¥ a as aye See i | 
oe 2 =) a } Be ae ek eae eT aN Re Cg aon e : i i : 
, Pe ees = ee mie _—: re Sa ote : vy Sate agg ANS a a 2 Beaten ae 
oes eee if ee ya ee ea SY 7 Seca OMe kts eg roa te : : , ; 
: pie ; > r slot Aste ay A Et 2h: SR ieee pea eR : 
: ; or oe ee oa : ey ee sy Pp . Sees " &§ 
pe ow Pes gage es ; 7 i i 4 
Fd canes Ss . . Ave: : ; be hee a emai i Ge Ge ‘ 
: a oe aes i in ae a ; : ees ee " pa aie . el ae 
: Wiehig oo Wea ie le aan Pee tes. Nem em orerm en ene age ee ages ’ . oo ae at 
ee ee ie eee OR Peta or ee Te eee ee ee i E : / oT 58 a | 
ro eee et Mee ga ee ns apr reese. ih | 
BAR = 8 gaa ec et gig MENT a) Ae a ee am re eee ye yl eg eg i OR og a Sr) Pls ga a ae ete as 
Bi ilies ig ee a ee Rae ey hs on ee Fr cc ss ee ee age gh aa ey j , 
hs yes oe eclenr pee oT Arne (er 2 aan pee yl er pe a ee ores Ae, CRANE Ay SS peg ae ks ey +2 : 
Me - =u Rony eee ei PR 0 Roe Wet rete ae cai ee Beth | tthe ecu ON eats ys pate mee Suan coe ome eonaes, ee aero F®, ? 4 he Be 
Sa Ree Seay ees Se a ea cco aaa! aie jae =e, sey ‘ Bt ry Shae Ee ’ a. . lites a, gta 4 2 s nm ie Bf ene D ce ‘ se 
es ee rer ee ai roe ER hee Se Reda =! ee =o, ee a ae Bas ries ek 4 a = . 
“5 eee eis, ho ttn AC eS sae Nas ee sign NPR rg oe vere one ae OG Be yh My *. : ee es 4 es 
4 Rn ea iene teenie hn eT tag eam eRe” Sede hy tae Ate Re! De gti Aa Spe We eS = ae Se e ale . pe at : - _ 
ee ei a. ee ieee ane oe ee ee : Mace. he ne Rs OR Mee TE ae eae 
Oe = Se OY i iar et sane ns ac Wie eS gc mee 5 eet eo eee neta Ta oe aed yeni at nome —— oe a + ate Ly s] 
SEN te ee Poe ci tay plik a AS Perret oe SR ee RS" Te le oe cal La eet enn mere sere Wg Fae ee a ee Re. ® 
EEE ae ee at ee Phot BE eh i ee cs . 4 
LE ee oe SUE ee RE on a a eee SAG 3 peepee re” ee ce ctr ee ae wit : og 
"nba cite oe Nara sete te ee og the Sevag: a hameiea ahem "SUR atte epi MRS NCRCTE Is, GoaeKMe or scr metayal ao! ee OSS oes one Meee ey oD sgl Maui i Sendd are nS : 
; “ey eat as wal NONE ae y= ae le Oe Se Ali etter 2. ah ee See yee ari ks ae te pian is Deemer iad ne ee nein DRX ROR es! <n he oo | 
‘ Me mses a eee bre inet aaaenean Lie Soe ee Pee Ass oe Bee! ee re ents eon ROM ct AMER ei Eyes = iar as ob Teel. ee. ieee 7 oe oer , | 
o Se Pye Se a ‘ Rd oe ee ln Oe, Ie ei pe aa 1, Meal ge aa 3S yr sel ae Pe a te Ce ee fee See el ay Pig nee eee WS ceeerer Seok Li oe 
MP j i . oD AA at Ni SMSO alt EES tht fe eli ge : ee Seen Node amenity, eee 3 Range ( a ea en Ae ea) 2a | 
a ‘ : i oe aoe gente ueesecr digital set oo. ae i ea aaee uret et hare arian at eae Penn Ute es SOS aaa, Na See Sg ae aly oe Neon ee oe | eae ig 
ee ep er ee een | SE ce oe Be ty Fetes rhe hana SN SU ee sin A eee Be: RE ge a en a IE Me NS eae ae | 
; ek we et et eee rt) Ua anne i MRC le Se ag he Sas aed oD Oe te SY : : Pe ern A ee Ney A oie ee eee ath, aS ie at eee a ae RTE a Be eet ‘4 
Bier cet ae 8 Slallits : Wh So Sie eae here een a vas ee UN ata te oe! aie ke eely tee ete se eh hei ar SS eae een pete siete AS Sei ea a Re PR, oc RS CS Cl she Sea E 
Pei at ereg. Fi eres oe a moh eee ie Set ae polo Sos ages Se Be oth) Sed Seat ae el ‘a oa eee Ne ‘ ai eT ee a . ae a re aS ee . & 
a te eae Me <0, SS dee ee eM G5) er yh aay ame : “Na ee tie memrtore ete a) a gear re oe ee eerie Co a es oe ge zy ae Cay, Pulte bs Bee OR art oeiaRaee 5 Wied BaD Saimin Vintar ay 5 ae hPa abet 
bite, i ee mc SO ee ne Uae Ber Sea niga ah . ewe 2 a) pees ae AE aati ghee epee Seat aman ee ee Peeeae eet ) 
25 pete eee oe ee eee re ee Ces eae a a Rete ie iin ee renee | on meee LS. meee. esas Cee eg) ota) ee ee #§ 
> ge as renee ee PSA eater Sa Peay Ste re hee gs ema eS ea ae ae ae, afer I tae ns yt re Cate Sats Seah eR ha | 
ee NE ae ee | Oh Re cremate ok etna BNC S BN a eee eet ena sera ve 
ae oe Ue FER A pee ea eek eee MI ee SE, oe 0 gt bet SEO ae neh cake a oo RRR acs i TO eI ge tS i. Ane ee 5 Gee OS EIR es ea ee te eee { 
> asa ie Paras S, EE eee rr ¢) sor ah va as Fa pc ae 3 ‘ . eS : re 7 7 s dot Fo igs Ee & a . ee Ee lines: Bree sah es EVE hen ert 
v4 si ay pe aah reir ue ot ese ee 2 ae Be A ea 7 9. yee a ea eee ae ~— 2 Dye eee No ee | 
es OSES SEES 2 a nee eee he ack Nera tees ee eae Sie En eee ee ee ne eS | 
; Ce eae i See te ee EE Bote OR eines 2 0 Ee Shee Ae Mm Me MRC ge gre ee res Oe ee i 
‘ S yriteee Teer penal oe ek ea en ee ern tee or sn ee 
he mn ‘ Ses os as ee ee tee : - oe ee ie : oe Bp a i aaa | 
ji 3 - Rarer a x ; : A ae pow v v2 Reemeetlaeaalae rae Bees So — eit: 7 : ‘coke See 4 - Fes, ie Age Ls pre se at s = ‘ aes t “= mas ie ss tale ts a ce &) 3. ic ao mid 2 ge P : ie Be p 
os me ya ane RRR ge ‘cS areca tam ies a # Re Mea re! by ys eee ea ie E Ee ais fe di aa ae Soa eee a : eae ee eae ’ 
: cua ea Pine oe gs co orn, ole Se SR SS anal CS ae te sian Re ee et eee mE ERE te Re ripe he he AE Renee. Ae ‘ lca Cte Wee ath ess 
; sag ty 5? ae nes aes ie Ser ee) a ER | earner eee Ce eee a) EE nO ee erm eee 
Nee AROS jaa RY Lae Oe es inet Fe ia REM, Rg A ne a 4 Seah aa 2 Oe a eae ecse a2 ey ea Pty se ae a a a 
°C Se peak Jae Ta a a Ce rary =e a ae a a . ) Seg” e — tl ete gn > Seat ea i i ei ee RS aE ES ee ae 5 eee ; 
: i aE Sep BPS 5 A ae te ee ee ee ae ty Soaps tipo —— Giese eee ar ee ae ont ral Pe et came ie f 
‘ ante eee Mapa acc © an ee, tgs TE er ie a — na a So oma) ieee es re , 
3 aa oe :. Pe eee Soe eR 1S i 8 Sc an ee ma eae Sates > } a : Se ae eee cu ee re tt nen 
hae am SOE he a cs eee ete PS og i noe pea Ae Bp eM cod 3 
ER TRL GSS Cole a ee hs ee a A Sagara ie oe 1: # : q 
Bet 3 Sone SS Oe Miele my pe ee eG: Bc = car ER: Ree Cor 1 a 
io ae oe a ee a Ce ee » 2 RS gee aie gree es Cok of # 
a. : or: enlias ag eee Fs pees aad ch ci... a . SR ashe t eae Bare a 
ae ‘ ssa NPE hee eH ee a oe aR a ities A 5 hee ae ages ey ae q ] 
mets : ier " Pia me ae ae Sees as eee ek. oo } + "a E peta oe a | 
a ea ee.” ee ee ee a + a a os “2a Pooks oe L; ‘ 
Ce wee. A Re PORES ose jap. eae be: : ; ae : | 
Bucy gS Mino Wee ae fo ae — : } 
ies. ee RRS Re SE OS eae ; 
se. Tyee am» al  &: encauibvont estar eet ad ia p 
ais Ee a Oe a os .. 
ae Shoe x a. & ef Rel whe Sie leu Ge tS es a 
ys eae te RG ra ae eee day a St) aes ae ae | : 
<Piniag 8, BOR fine aM og Hs RE cae eet OO k.. Se es , 2 
a pees tx i *% < Pairk tee. ee Or = a q 
a A Neinges a eee 4 ee he ee ee ot ae 7 ae 7 ‘ r 
ie Magia, dees, ere aa eA a, ota teas, aa tg 
Bee EN a ity ES Cis oe Se £s Pet ais — : , 
: at senate usa ; a SSRN are Ta. & aeae ee ss |. os 
7 eae OP case ry (dE Ca segti a ee ee —— yo : F 
ater soar S, ee BRE <a eae Tea aaa} a ea : J 
ie Re ae iste = a Se yt dS en rom _, =o 
Bo eee Re OMe: AS ee TE |e es J ? a a 
SRR ie Forage vise oe OF Ug eg Seco aa ing) te ee I nn = , 
* Be ee trae ea pes eh ee le gate! iar ae 4 ee i a 4 ae 
gee Pee pie Yi cea a eee ee gee a a Sa 
Bape a ee rai ieee ig po kee - aa — 7 : at 
Res pes ee ee Tee eee a Se - <a ; i . 
> ena By gti os hs ‘i Aes ater | ae a i ia 
OMS i RR ae ae ae are is >, Sa ta $4 = " 
=D OS a Gee ee ye ee a 
TR Ng ey | MCR 5 ga ae Ce ga 2 — ] 
TSE Maia Te epee ce ienegetnn eee aa & . : 
Sa ee ee, ee eee > —— : - q 
ii, a sR ee a Me Pats ais, obi — ; 7 , 
pte neg Sige ee OSes kth a ee ee eae te Ae eee ea — b 7 ae oe 7 4 : 
OBIS, gee TC ee oo aA Iga oer = TS eae ee eee a a . na RIE soe no leas ee en ae \ 
eee PIU SERA aa Se a ea — oe oi" tae SO Re i nape se 8 one, Se ee oo) ee 
i | 
ia” 
j 
a ae 
ee at a ; : : : : 
er aU eRe oa ae Ara eS F ce ee =~ * ea 
Fe ee he eee ce eet 
eae pie ae Frey. eee 
La Spo ae 
pes 2 es ae in ee 
ROL A Ry oe ane ae did we a ec a SN reeks Sar . act ae Re ae or a Ab Poe : pat git te ar ae fe 
oa ELS Ru Se a ee aie ane nee Pepe rit eet SAMI Bt ie) Sa No aac NN ARR fo a eee ae Ne iy ee Pe ee ee ee 
WY hee “PF 7) Tn A a pai ae est ma ae a ae er is Ry ala ta PRE ee eae ke. ee rio eee ea Sh te ee ePerae eee Ss cn Om 
2a RMR Ey te a as ee Eke y Ree a Sa, AR a: ee ee SS On ae et ee ee ee ee 
rage ram 2 ORS oS Ie ay Pep a ec ate i Gem ee a ea AoA eae No, nT se MM SIR? = an oc Se 7d ime eee rca eo Cee ae i oe es pe het ea oh 


a See eT NE a 8 ED Cie ae Rh Sn eae, 


“BUSINESS PUBLICATION ADVERTISING 
SELLS OUR PRODUCTS 
AND OUR PEOPLE” 
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“We advertise in leading business publications to introduce 
our people and products to market,” says Elden L. Auker, 
Vice President, Marketing, Bay State Abrasive Products 
Company. ‘Our ads feature cost-cutting solutions to specific 
grinding problems. This has worked extremely well in direct 
support of our sales force, and also aids distribution by 
attracting top-flight field representation. We know of no 
other promotion method as efficient as advertising in business 
publications.” 


IF WHAT YOU MAKE OR SELL is bought by business 
or industry, you can “mechanize”’ your selling by concentrat- 
ing your advertising in one or more of the McGraw-Hill 
publications serving your major markets. Men with buying 
influence pay to read these magazines . . . get your sales mes- 
sage while they’re in a business mood. This gives your sales- 
men more time to make specific proposals and close sales. 


a. McGraw-Hill 
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McGRAW-HILL PUBLISHING COMPANY, INC., 
330 WEST 42nd STREET, NEW YORK 36, N. Y. 
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6 STEPS TO 
SUCCESSFUL 
SELLING 
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PRODUCT re AND 


be gery 


REPRODUCTIONS 


Your product blown up to as large as 12 feet — in 


ee 
i = 


Plexiglass — with interior illumination by high output 
fluorescent lamps — offering single turntable motion — 
or our own patented double motion. |t spins on its own 
axis four times faster than it revolves in a 360° circle. 


For outdoor advertising purposes at the source of 


product manufacture — 


@ In super-market and shopping center parking lots 
@ In high traffic areas of limited ground space 

Any product — any quantity sold or leased anywhere 
in the United States and Canada. Write for cost informa- 
tion or for appointment with company representative. 


ACTION DISPLAYS, INC. 


Berlin, Wisconsin 


The most effective Day & Night outdoor advertising| 


HEILAND PENTAX—The 


pent Aue 
the features you want 
wien quaitty secund te none 
and priced lower (nan you 4 ever expee 


Japanese-made cameras earlier this month (AA, Sept. 7). Tool & 
Armstrong Advertising, Denver, is the agency. 


Assistant plant manager Stanley 
T. Murphy, in charge of night 
operations at the Long Island City 
plant, checks the status of a job 
at the control desk. 


Go to 
the b 


usy man... 


to get something done, the old proverb 
has it... which may be another good 
reason for going to Intaglio Service 
for your gravure production. 

Oldest, largest, and busiest gravure 
processor, last year Intaglio handled 
more publication and packaging jobs 
than any other rotogravure engraver. 

Intaglio’s volume requires four 
plants in New York, Chicago, Detroit 
and Cincinnati. The continuous work 
flow, and nearness to customers, helps 
in time and costs. 

Only Intaglio has the capacity for 


such volume...with a working force 
of more than 500 skilled personnel, 
35% of whom have been with Intaglio 
for ten years or more... four brand 
new plants in the last three years, 

. with every available control for 
quality, air and light. Also more, and 
nore varied, experience in gravure 
than anybody in the world! 


The advertisers who use gravure 
inost, in print and packages, depend 
on Intaglio for the best in gravure. 
You can, too! 


Intaglio Service corporation 


| Granco Posts 38% | 


Heiland division of Minneapolis-Honeywell fi 
Regulator Co. will run spreads like this one for its new Heiland H 
Pentax single lens reflex cameras in November issues of photograph- ia 
ic magazines. Heiland was named exclusive U. S. distributor for the yy 


Sales Gain, Says 
It Sells 45% of Units 


LonGc ISLAND Clty, Sept. 22— i 
Granco Products racked up a 38% 
sales gain in its fiscal year ended 


| June 30, and at the same time 

| brought its share of the U.S. mar- 

| ket for American-made fm _ re- 
ceivers up to 45%, according to 
Henry M. Fogel, Granco’s presi- 

| dent. 

| The company’s dollar volume 

| for the fiscal year totaled $3,070,- 

| 486, compared with the fiscal 1958 

| figure of $2,223,180. Net earnings 

|on these sales amounted to $49,152 

|in fiscal 1959, compared with } 

| $2,812 in fiscal 1959. 


|s “These results reflect the con- 
| sistent growth of public interest in 
| fm radio,” according to Mr. Fogel, | off 
| who pointed to total fm receiver 
| production in the U.S. for the first 
seven months of 1959 of 247,976 
j}units, compared with 113,318 for 
|the comparable period of 1958—a 
| gain of more than 110%. 

Granco in October will begin a 
| series of magazine ads promoting 
|fm generally, and Granco specifi- 
cally, with the theme, “Now you 
|can hear one-third better” (AA, 
Sept. 14). Robert Whitehill Inc., 
New York, is the agency. # 


McElroy to ‘Catholic Preview’ 

Thomas J. McElroy, formerly 
promotion and ad director for 
Catholic Digest, has joined Cath- 
olic Preview of Entertainment as 
vp of promotion and advertising. 
He has opened a new office at 
36-40 37th St., Long Island City, 
N.Y. 


lore Joins ‘Newsweek’ 

J. W. Allbaugh, formerly with 
Better Homes & Gardens, has 
joined the Detroit sales staff of 
Newsweek. 


# ARE YOU OVER-LOOKING THE 
B VAST POTENTIAL OF THE 
f 6-BILLION-DOLLAR CERAMIC — 


Write today for your 
free copy of “Scope & 
Size of Ceramic Production 
in the United States.” You'll 
get an eye-opener on the vast- 
ness of this industry . . . You'll 
see at once how your clients can 
begin cashing in on this tre- 
mendous potential . . . re- 
gardiess of what they 
sell. Request your 
copy now! 


AMERICAN CERAMIC SOCIETY BULLETIN 
4051 North High St., Columbus 14, Ohio 
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A Report to the TV Industry from Ampex Corporation 


| AMPEX TO MARKET MARCONI CAMERA 
IN U. S.; OTHER NEWS 


eee ee 


NEW MARCONI CAMERA wil! be marketed in America by noise in this newest Marconi Camera, says Neal K. MOSS HART tapes comments for Bolshoi Ballet Spectacular after actual 


Ampex. Using a uniquely different 442” image-orthicon, | McNaughten, Professional Products Division Manager. performance of Russian ballet was taped in Hollywood by KTLA. Moss 
this British camera will give better picture quality than Ampex also will maintain national service organization Hart’s comments were produced by Videotape Productions of New York. 
ever seen before inthe U.S. Tape copies of evenhigher for this camera and other Marconi equipment. The two tapes, both made on Ampex Videotape* Television Recorders, will 
: quality are an additional benefit due to lower picture be combined for TV tape spectacular now being readied for presentation. 


KELLOGG’S is now in second year on tape commercials. This commercial is 
being taped at Englewood Golf Club, New Jersey, using mobile mounted UNION OIL commercial taped on the hoof at Hollywood Seven action commercials were done in one day for 
Ampex VR-1000 covering scenes at pool, on golf course and other nearby Race Track as a television first. While mobile unit Erwin, Wasey, Ruthrauff and Ryan, Union's advertis- 
areas. Commercial is being produced by NTA-Telestudios of New York speeds down track sequence is shot and recorded on ing agency. Mobile Video Tapes, Inc. of Hollywood did 
under George Gould's personal supervision. Leo Burnett is Kellogg's agency. Ampex Videotape Television Recorder at the same time. | the production. 


a ee a 


a Sere 


TOURNAMENT OF ROSES taped by KTTV for General Petroleum (Mobilgas), saved extra crew and STANDARD OIL of Indiana and Pfeiffers Brewery taped daytime golf finale for broadcast 
gained higher rating than four other TV stations who also televised this Pasadena New Year’s Day during prime evening time period. Buick Open golf match at Flint, Michigan, broadcast 
Parade. In the past, parade was broadcast live, first at beginning and later at parade finishline live, ended in a tie. Monday daytime playoff was taped for evening time broadcast bring- 
for benefit of late risers. This year KTTV taped it from first viewpoint and then with Ampex Video- ing high listener mail response for advertisers and station WJRT. D’Arcy handles Stand- 
tape Television Recorder, replayed tape later for broadcasts, as well. Rating for taped 10:30-11:00 ard Oil and Maxon is the agency for Pfeiffers. 

a.m. portion was 27.8, with 41.6 of audience. Stromberger, Lavene, McKenzie is G.P.’s agency. 


*TM AMPEX CORP, 
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LOCAL PAPERS PLEASE COPY: 


Radiant Anne Foster is the winner of Ulcer Gulch, Arizona, first 
prize in the Post's contest for advertising and sales executives. 
Mrs. Foster is a copywriter at J. Walter Thompson. 


Anne and Rod Foster, along with children, Alison, ‘|! mas and Alexander, 
try out the second-prize stagecoach won by L. C. Blunt of the International 
Harvester Co., Chic ago. Mr. Blunt, unable to attend party, will be feted later. 


Ulcer Gulch, Arizona, 
is now called 


“Koster’s Ulcer Gulch”! 


Bedazzled (and somewhat bemused) winners 
of The Saturday Evening Post Ulcer Gulch 


Contest feted throughout a frenetic 
frolic at New York’s Tavern-on-the-Green 


The name of Anne Foster—along with 
the names of 101 other advertising stal- 
warts—went down in contest history 
September 9. Mrs. Foster received the 
deeds to the historic town of Ulcer 
Gulch (read “Foster's Ulcer Gulch”) , 
Arizona, after hearing herself named 
top winner at an award luncheon held 
at The Tavern-on-the-Green. 

Second prize (a handsome get-me-to- 
the-station-on-time-type stagecoach) 
was won by L. C. Blunt, of the Inter- 
national Harvester Co. The 100 third 
prizes of “Big Think’’ western hats 
went to joyous ad folk across the coun- 
try, including 24 from the New York 
area who were present at the party. 

Mrs. Foster won first prize by add- 
ing a last line (forever a secret between 
her and The Reuben H. Donnelley 


~y 


Corp.) to this jingle: Let Ad Page 
Exposure show you/ What face-to-face 
contacts can do./ Just tell the essen- 
tials/ To Post-Influentials/ ae 

Questioned about future plans fo 
her country acreage, Mrs. Foster, a 
charming writer with J. Walter 
Thompson, said, “Well, for one thing 
it'll be a chic second address for our 
7-year-old daughter’s future wedding 
announcement—you know, ‘Mr. and 
Mrs. Foster of New York and Arizona 
announce...” 

And the future plans of that ebulli- 
ent, Influential magazine, the Post? 
Perhaps they can be best summed up 
in a quote by Robert Morgan, ad col- 
umnist of the New York World-Tele- 
gram & Sun: “Last year a car, this year 
a town, tomorrow the world?” 
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The 12 members of the municipal council of Foster’s Ulcer Gulch are all women in advertising. Seven of them are shown with Anne Foster and 
Peter Donald, master of ceremonies at the award luncheon. From left to right, holding official proclamations, are: Doris Willens, advertising 
columnist for the N. Y. Journal-American, President, Chamber of Commerce; Margaret Hockaday, Hockaday Associates, Gambling Commissioner; 
Nan Findlow, J. Walter Thompson, Housing Commissioner; Jackie Agnew West, Cunningham & Walsh, U.S. Marshal; Janet Wolff, J. Walter 
Thompson, Fire Chief; Ruth West, Warwick & Legler, Justice of the Peace; and Margot Sherman, McCann-Erickson, Tax Collector. 


100 adroit ad folk win “Big Think” western hats. At left, Richard Morton, manager of the New York 
office of the Post, helps Helene Martin, Warner-Lambert Pharmaceutical Co., don her hat. Complete 
list of winners is given below. 
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Carl von Ammon 

J. Walter Thompson Co. 
Laurence B. Angell 
International Milling Co. 
Ernest W. Baker, Jr. 
Denman & Baker, Inc. 


Richard Fechheimer 

North Advertising 
Agency 

Mrs. Helen Fiedderus 

J. Waiter Thompson Co. 

Robert L. Francis 

Armco Stee! Corporation 


Bill G. Jenner 

The Rath Packing Co. 
Roger R. Jones 

The Caples Co. 

Gus Kaiser 

The Caples Co. 


Larry O'Neill 

Kohler Co. 

Edward W. Palmer 

New England Telephone 
& Telegraph Co. 

Frank E. Pamentel 


Ralph Z. Sorenson 
oom Electric 
0. 


David H. Sperry 
Sperry Merchandise Co. 
Kathryn A. Stanton 


; Schenley Industries, Inc. Stewart-Warner Corp. 
Peggy Floyd Bales Marianne Keating : 
Alice S. Goldber; J. Walter Thompson Emil A. Pavone Hal Stebbins 
hy ectric Co. Beaten & Gootet, ine. M. A. Kelly ”- a Roses Dieters Co. Hal Stebbins, Inc. 
» MG slph H. . B. Penha Eric Stigler 
Smith, Kline & French 31, a ey — Co. James Lovick & Co. Ltd. Leo Burnett Company 


Hunt-McNaughton 


Mr. Bob Powell 


Florence L. Thwaites 


Martin J. Biesc : Kipp-Kelly Ltd. Cunningham & Wal 
Underwood Corp. ‘L. D. ota ney ¢ Wm. 8. Laighton, Jr. —" — oe p hg a 
E. V. Bogert Wyenberg Shoe Mfg. Co. Westfield Manufacturing Noble T. Praigg New England Mutual Life 
The Bogerts, Inc. Mr. Rae Haines Co. Noble T. Praigg Insurance Company 
Mr. Robert Bott James Lovick & Co. Ltd. Coartes J Lenetote Advertising Edward R. Tolles 

i . Eva Hamilton eidrum ewsm Natalie Rappaport Monsanto Chemical Co. 
eee Oe Pet Milk Co. George S. Lyman Nestié-Le Mur Co. L. F. Triggs 


Fred J. Braun 
Van Sant Dugdale & Co. 


Charles P. Byington 


Wanda Hancock 
N. W. Ayer & Co. 


Roche, Rickerd & 
Cleary, Inc. 


Jack Ruddy 
L. W. Ramsay 
Advertising Agency 


Eastman Kodak Co. 
Elmer E. Walsh 


John H. MacLeod National Cash 
Henry Quednaw, Inc. rin General Electric Co. George H. Sampson Register Co. 
Allan Clark Paul R. Hayes Stanley Maltzmann Winthrop-Atkins Co., Inc. Ray Walters 
D'Arcy Adv. Agency General Electric Co Morse International, inc. George Schafer Sunshine Biscuits, Inc. 
John B. Clark B Helene M. Martin New England Mutual Life Dennis Webster 


Lands Adv. Agency 
Miss Janice Clayton 
Hooker Chemical Corp. 


Horton Conrad, Jr. 
Tatham-Laird, Inc. 


Paul R. Cox Mr. Joseph Hoffmann New Process Co. Miles Products, ampbell- - > | ... with 
Young & Rubicam, Inc. prudential insurance Howard H. McGinnis Division of Miles pn i Se. } “4 fk HI-FREQUENCY 
Madeline De Brava Company of America 0-Val Advertising Service Laboratories, Inc. Young & Rubicam, inc | 
Hawaiian Pineapple Co. Henry Hunsicker D. T. McGraw Elizabeth Skerritt Eliot L. Wight — Ad P 
Gerald L. Eberly National Foremen’s Acacia Mutual Life Scholastic Roto U. S. Envelope Company k se age 
Harris D. McKinney, Inc. Institute Insurance Co. ey George Wilson er Se | 
Robert F. Elder George Huntington Warren Menaker . Ss —~, ‘ eibhean : - Exposure 
Plax Corporation Botsford, Constantine Foote, Cone & Belding Ruobe Keg Robert A. Wilson 
Philip T. Fairchild, Jr. & Gardner Ted Neale, Jr. Thomas R. Smith Cargill, Wilson & 
Brooke, Smith, French Edmund E. Hurst Neale Advertising Elbe File & Binder Acree, inc, 

& Dorrance, Inc. States Display Associates Co., Inc. Ken Wunsch A CURTIO MAGAZING 
Rufus H. Fairchild Advertising Richard K. Neu Virginia S. Snyder Northwestern National 
J. Walter Thompson Co. Ralph N. Isaac Associated Advertising L. C. Gumbinner Life insurance Co. 
Melvin Farman American Can Co. Agency Advertising Agency Dale Wylie 
The Prudential Insurance H. R. Jarman Rodman A. Oakes Frank Sogorka iron Fireman 

Company of Young & Rubicam Ltd. Benton & Bowles, inc. Sinclair Refining Co. Manufacturing Co. 


Mildred Hennefield 

Gumbinner Advertising 
Agency inc. 

Mr. Robert G. Hill 

Columbia-Geneva 
Steel Division 


Warner-Lambert 
Pharmaceutical Co. 


Ross Mason 
Stauffer Reducing, Inc. 


Mr. Donald E. McComas 


R. L. Schuyler 

E. |. du Pont de 
Nemours & Co. 

Frank G. Scott 

Hawaiian Pineapple Co. 

Mr. Perry L. Shupert 


J. Walter Thompson Co. 
William B. Webster 
Master Lock Co. 

Julia Weitzel 

J. Walter Thompson Co. 
Russell Werneken 
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Sell the 
Post-influentials 


mg ert x ee .s tle A be pees Fe: me . ~: aes " a 2 ‘ : = 
eee ing : eer e% oe he? ® ping Ce ea = i a Fe , 2) eae : Fes iacl Fi: 
- — " oh : . 2 ei a 
J 
’ 
, _ : 
if 
if 
—_ ies an ai li alg 
q teammate idiines tence - a sehcasctaaeiaa ct " - 
2 eens ; x . 
: "= ne tie ol eS oe swt 1 
A} DF re ie , ee te ST a ee mA r : 5 
oe tena: pe en x6 Se SD Or eden Rages Eee aa” meee te eee, : : 
. eat a ? a” 2 BR or % : Pa * - en rite ts ‘ . 
es aris CL , i. a 1. se m5 oa, <> ee : ieee to a Pie ers Wee ae ee ‘ 
aa Ee : eee aes rg ced ‘ : J ; Z a oe ‘ 
ue iti. ba te ee eh > See en : ad at ; ‘i ea “= 
ae p ae Ace aire ‘ — : : af - | et Dee ee i an zs = a 4 - : 
os sien — Aes eR at oo sacha” ve Te maa ait sonnet ——_* " 5 ba ’ - 5 
a, ra ea eve o Zz ap ’ =, E ie pes - J : a 
\ pe ; ie ae ae ; ‘ite < : 2 Sodaani sath : 4 : \ 
Ch a he % — jot, a eed, —— » aad nee 1a Sila ‘ “i ; 
Se oa” FT ee: ae a. ee wars Saga — me er z. ‘ bie: seats peo ? =a 
- ae i ade p $6 a Be Oe as trip ial ih ge ers Bee a Psd pe ars ee + a > 
' "aps OS no w hoa, oe ee ey eae nae K " me sae CT eae ee ‘ 3 : Pea oy =a i bs : 
3 ee oe p ore Pa : tie sali, ¢ a ee ns oT Pac genk i porate Se hres eu Ae ke . ie z @ihinas a “ Pee fia * ies 
1 Ee Sa Get. Pe ee a a ae” <> Sarre ae en ; vay _ RES: ; re git B aot wie ge ts agen : 
ee ani ew ae a Ser ar a aig ml on ( Fee : Bese oie MLE SS ang 5 sie : 
mee ‘ a Ni a See Cie ae 2 eae er aes a i ee es f Nites * 7 ee ie ghey 
Mes a os bees = ~ ee oe ee ee era ee . : : ames de oe " oS 
ee : , ; a. i 3 Ps : . a eae a eee: Pe mm ‘ ~ ; : eae i cath ” 
Rr sg _ me ee “= * - a ee te . Ronse ay oaks . me eo * at a sah eggee ‘ ‘ ‘ 3 7 ree ace baa a p #& d ¢ aie 
} f S + t —- "Re as ee neg ts ee s 3 nary ae een] ie iat are Bina. 
by me ed i a ieee aap “Rapes ak a ae eee ioe See ioe ver 
be d et ‘e dine” Sn a ait FS a KO ie ee ae a & ee — eae 
be & : pig ig a Y= Ne GO RES EE a ae - Se. eS so H a Ngee 9 ; “ e 
BR, eee Qe Fs > 4 + i be BE ; ie 
lead ieee i) é . we ie B : a 3 oa “ee Sa $ ae sf M Ne eae i hi ARs 
O pr Be 2 ‘ yi ab ay F = tig . F 4 
§ ; : eo . _ e . a % gi: 
* Be sete lie : + e z - ie, ~~ f Ss . 
ia |) a a eget —— a 
‘i ' Ps 3 Sia a = Fe 7 Be ae ¢ Sale * x — , 
‘ ai a i % é : ee agg am ‘ a p ee E 
. \ e Se WS oy : j _~ . on te ia as is ; , — 
} ees ae ie yn <a i ~, % ‘a P sail * ‘ i 
Ai aoe o: Sem sae ie : e ; ; ee eh a. & : ra ; son ; * : 
4 ee ae Ge ae ¢ ! i» — hal ; : : ee : e 
2 ! _ a age <a : : SESE Se ; i Be ‘a " ese 
es ri “Gable ; ? ; mes ‘s atria: “A re , ¥ aid ; 3 
eee en B . a 2 a ia eat - Gi ett. oe 
a SH ' SS 5S ; o< wee. es : on ” whe . 7 ee it , q 
cs ae = 2 ee ae Tre Peas. ke - t Tipe dete f sf cf a : rt a > od : on E 
ey on ea en ae ™ » * aa = é if i a . re a Pree tte eS, ' r? 
eA 4 7s (>) Sa m + a a. % PALS > ¢ \= pv = TR 
Si ; igo AN “, % = i Ss rf € — = ’ ps5 a Sed e ‘ . -/ i 
al ; bie we, efe o ‘ - *2 7 ae eq me -_ Ory Pus 
Be ae A Lie es tf ; Ee a ‘s 
a :: Se a af , te A, 2 cf ‘ ' he Sa ae oe ie Z ie j SS == ° bf. ie = ‘ 
ne a Hag ii ~*~ . ie ae ae ) <a Pigs oh . ES _— = sor : 'S,4eam 
Mee age Gs). O53 8 ages ae FM age. Sa MC ee a Ss : . ae ree On 
pe ae , Mm oar? A én*at * _ ke - | 2 ¥ 4 J = : = = _ - a - ea i ae 
See : q warettacst dd & 2s Bi i, See -8 Tes ie Bae ips eae ‘ a : » L = SS =: =n eee ee ae 
: : _ ~~ : : avy ry 4 nt ogra ‘ # ¥ seg eS at es ar i 4 > Baa a PPA ! as “oy sas 
aa 4 we: ao Pe, t & a aa . we ii. ng Pie tok! 5 : _ _* et ¥ 
se %." Re: tis Aber cy “SA . an a ae i a {ne Bie s . Pikes ‘ “= Sey. ae nd = : 
a re “ ; wm a ee nae B ane. , =: 3 ? 
\ a cialis phate oe i « = = Tas == 
—_ |) S- € . | Pr a a. 
a é a. a a gor es Fi . wee a. si Site oe le a . a i , t . > —— met tm ete e —— : a 
~ J an - ms ag q to . = of rid 4 Mae ron Ty , —_————e + \ 
; ae ee ee , oe. ast Ca a er se 1 i wit yO Om metord jue: 
——- «C0 ae a: we ¢ Ei Saha ae fas he 
Yds cals Ogee . ss errr i Eis ee oe sok a eee rte ie . ushdietn thidien bs ——~ = = --- = Peng: eee 
Oe ey x cS oa oo ee ee Bi es —— ay es sta est wownsth © im dow ee ees me oe Sr te 
, Our ge as nn onan ren ont "e is i ae ee or é “gona “ea — ns OOS hee ew o4. ony eon a . & 
/ ae ae et eee ia" -_ — 2 5 Pos en oe oe a — eo © . whe we en rg ——— A a 
— =. iE : — ro K ne Foes rie a ea —~sere » xe! ’ 
_ 2 , ne i ~~ nee "Sit ee ines ae) a woe te - 
- A ~~ ; ho , he Eee Pati : — 
i a — ce ‘ a <. ide a to MmILecs Fx | 
- — — a ry 5 ; ” —" - - 
—a oS eo . ie ern _ Stas PS scene = ; 
nel Fs . leant ee ——s ik = eo ve : “— —.. 4 a ~J 
aS — _ —sa lL lll =) : > Boe e | 
4 . - "ta -_—--— i - peers nT een ae *, : i = - : : 
t -_ nae ee ‘ee =8 | Ce es . j - . ~~ . : 3 
r — 7 ~ ~ dated Y ‘ “7 - ¢ ~ ms 
‘a- * in "Pa e Ay. a —= pe 
’ : : ; ~ we = _ . - > a . ; e nt ahs 
ip ?. - A , ‘ men , . <t 4 = & : ‘ &® . " - a ‘ eyes 
as, @ ed by Sad = , =. . ¥ “ — — = A : 4 “4 on Sh ; eae 
7a .™ . c at : S spore a fa . the a . 
(‘se « . me - < . : , *, od . ‘. en —— nb eB nna 
a —. , - alte s a St eee mewn _ wa -~ ey - y ‘i ; — ae eae: AE, aia * ee nore 
sear 2 : , r. poe T iin ta TS — = Ney on an Se ag ee a BT , : _—: ¢ oe OP Ne ara 
é ~ ee P > rs iin &. SOR ital ee oe < 
$ ‘glee ow te es coe eg eH ey — a ae - ‘ _— . he. we © pe 
ee ii Saige me on ae. Le e Bosse Sead pI a ta 55 =? SOR i ae > were. siecle FS ~ Gy. ~* 2 > if 
i  teeeeee. scsi. netstat og TN tees Fe: ET Th te ee ae Pas ho ge hee OT te at a. a ‘ gels 
. . A ° ee cote pence a 4 
j —" BN ck: + . , : 
¢ ‘ 
; ¥ 
/ , * cs 
. . et 
‘ es Sag 
% we te 
: ee 
\ 
a 
a hg 
peeibes 
head. 
feo 
oe oss 
BeAr ee 
, a 
' ar ea 
P| — 
; ae 
d wes 
_ = 
. ha - 
i Be 
"i Bi aes 
g 2 ee 
fee 
aes 
; Ree 
a ae 
Za yee 
x eG ae 
ie bee 
a : Tae 
| , Bg eiee eh yey hy EROS hone oe 
pet ROAR Ra! UME ETE erect our gune ence Nae AE ee Bar ge 
: ae a 
ae es 
7 
: 
7 Ww 
a . 
* Pay eee 
: segue 
: eee 
ASS te 
ge ght 
x 
, ‘ 
E cas 4 
I | “ag ae 
"4 ee 
i Sa 
is = : eae 
eee Fs 
a aaa 
ese E 
ete YS AAR ey Dee eee a al eae, ete aia ee ea Ge ene iS a ora 
iF ae Ae eae ool ARC a eo Oa Ce Et a ae an we eT er eee ode ayer: thay cea pa" Sioa era a ed Ee ite ok ad Ppesia See oy Na Des, i Pon a a e cer (ie amet ae aes Roe te coerce n ae ae ae 
Bite 2) Og A eee a Wn Moco Bee ee Sean T gk EN NED ot ace re Sa oF Rh ON ed Dee A at cog Se RC AGE ont OE Ged na meee Re a SAUL G Ae Se ee Oar gee ae ie Se caer ya oe Ken Son A ek. bate eens eke erie Neh l= ton. aig ne ee ee RR 


your key toa 


LEADING BUSINESSMEN’S 
MARKET 


In the latest Starch Consumer 
Magazine Report, 35.2% of the 
heads of Elks households are business 
owners or officials. Only 1 publication 
leads The ELKS Magazine 
in this classification. 
Elks high median income of $7,220 is 
exceeded by just 6 of the 53 magazines 
reported. In ownership of household possessions, 
Elks rank 1st in more Starch categories 
than any other men’s magazine. 
Advertise in The ELKS Magazine for a profitable 
sales appointment with a leading businessmen’s market. 


More information? Write for your copy of our booklet 
MAGAZINE Mitne Biles Market” 


NEW YORK 16 
386 Fourth Avenue 


CHICAGO 1 
360 N. Michigan Avenue 


LOS ANGELES 17 
1709 W. 8th Street 
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BUT... WKZO Radio Makes Big Things Happen For You 
In Kalamazoo-Battle Creek And Greater Western Michigan! 


WKZO Radio rings-in a total audience at 
least 32% larger than that of any other station 
serving Kalamazoo-Battle Creek and Greater 
Western Michigan. 


This big lead in popularity holds true all 
morning, afternoon and evening (Monday- 
Friday, 6 a.m.-midnight) giving WKZO Radio 
the No. 1 spot im 345 of 360 .uarter hours 


7-COUNTY PULSE REPORT 


KALAMAZOO-BATTLE CREEK AREA—MARCH-APRIL 1959 
SHARE OF AUDIENCE — MONDAY-FRIDAY 


WKZO | Station “‘B" 


Station ““C"' surveyed! (See Pulse, at lef: ) 
peta h ony yo + vb Avery-Knodel can give you .|| the details 
ina cast a a 10 on WKZO Radio—your “‘:!’ ringer” for 
ad |) = a se Kalamazoo-Battle Creek ani ‘ :reater Western 


Michigan. 


% The Tsar Kolokol, cast in 1733 in \/oscow and weighing 
about 219 tons, is the heaviest-be!\ +. the world. It was 
broken in production and was new ying. 


WKZO 


CBS RADIO FOR KALAMAZOO.-BAT! © CREEK 
AND GREATER WESTERN MICHIGAN 
Avery-Knodel, Inc., Exclusive Nati 
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WMBD TV — PEORIA, ILLINOIS 


Advertising Age, September 28, 1959 


Getting Personal 


What agency artists do after-hours: Jim Ernst in the art depart- 
ment of BBDO, New York, lectures this fall in a new series of ad- 
vanced art seminars in the New York public library. Taking his sem- 
inar are fellow BBDO’ers Bill Gale, Vic Capellupo and Ed Barkley, 
as well as Reed Sill of Lennen & Newell. On Oct. 2 an exhibition of 
Mr. Ernst’s paintings will open at the library’s Little Gallery. For 
the past nine years he has lectured in the library’s art education 
project, besides teaching one night a week at City College... 

Weekend painter James B. Zabin, exec vp and secretary of Loewy 
Stempel Zabin (and not an art director), is being given his first art 
show at the Ahda Artzt Gallery in New York from Sept. 22 to 
Oct.3... 

Sunshine Biscuits’ Gene Flack, president of the Adclub of New 
York, is recuperating from surgery... Jimmy Morgan, 17-year-old 
son of Paul Morgan of Creole Petroleum, is the subject of a story fea- 
tured recently by the AP Newsfeature Service. In it Jimmy reports 
on his two-month summer job as mail room boy at Ellington & Co. 
His verdict: Little pay, little chance of advancement, but what an 
education ... 


MacAfee 


Jaspan Patterson McKillip 


ADMEN GOLF—Among the 180 advertising-tv-radio people who par- 

ticipated in the seventh annual TV Guide golf tournament sponsored 

by the magazine’s Philadelphia edition were Norman MacAfee, War- 

ren Advertising; Elmer Jaspan, Bauer & Tripp Inc.; Ed Patterson, 
TV Guide, and Don McKillip, RCA Sales Corp. 


Bill Lane, vp and sales manager of Sunset, is still telling how he 
flew to Honolulu for lunch Sept. 1. He was among a group of Bay 
Area business leaders who jetted over for a morning dip at Wai- 
kiki, lunched with Hawaiian business men, and was on the way 
home by afternoon... 

Harry D. Kurtz, account exec in the Cleveland office of Fuller & 
Smith & Ross, has been elected grand president of Sigma Phi Epsi- 
lon. He joined the fraternity’s Ohio Gamma chapter in 1934... 

Warren C. Lattin, assistant division manager of Thomas J. Lip- 
ton Inc. in Cleveland, won first prize in the Everywoman’s Family 
Circle ad competition. The prize: a Parisian trip for two, including a 
baby sitter for the two Lattin children and a free French course at 
Berlitz. Second prize winner, Franke Cooke, chain headquarters rep- 
resentative for General Mills, won $500... 

Ronald Burke, publisher of the Salmon Recorder Herald, Salmon 
City, Ida., is recuperating from a coronary attack... 

Betty Bartley, stage and tv actress and president of Vidoscope Corp. 
of America, was married Sept. 10 to Edgar Krass, president of Krass- 
Zorn Advertising, New York... James W. Finegan, a copywriter at 
Gray & Rogers, Philadelphia, swept honors for the second straight 
year in the seventh TV Guide golf tournament at the Lanerch 
country club. He shot a 79, winning out by two strokes over Carlton 
Hart of N. W. Ayer... 

Lawrence Fertig, head of his own New York agency and economic 
writer for the Scripps-Howard Syndicate, is making an extensive 
tour of England, West Germany and Scandinavia, after attending the 
annual conference in London of the Mont Pelerin Society on ‘Eco- 
nomic Problems of the Free World”... 

The new gold watch of Richard P. Smith, president of the W. R. C. 
Smith Publishing Co., commemorates his 25 years with the company 
... Richard J. Robertson, publisher of the Review, Darien, Conn., is 
back from mushing through Alaska...The 826th military intelli- 
gence detachment, army reserve unit based in Hartford, has set up 
an award to be presented annually for individual proficiency at 
active duty training, in honor of Col. R. Reitemeyer, publisher 
of the Hartford Courant... 

Bill Jamison, assistant ad manager of the Carbondale, IIl., division 
of Kroger Co., was married Sept. 5 to Jean Higgins, daughter of 
James A. Higgins, general manager of the Lustour Corp... 

Bob Young, Benton & Bowles account exec, repeated his Fourth 
of July sailing victory by winning the Labor Day Regatta Cup at the 
Gipsy Trail Club, Carmel, N. Y. B. B. Turner, president of Ethyl 
Corp., placed fourth and George Whipple, club commodore and pr 
account exec at BBDO, placed fifth—although in the first part of the 
regatta he won his first race in five years of sailing! The Whipple 
spouse, JoeAnn, brought a cup home though by winning the wom- 
en’s tennis doubles. Photographer for the affair was ad photographer 
Henry Dravneek, who also recorded the dramatic dunking of Mary 
Holte Maxwell, wife of Look salesman, James Maxwell. Mrs. Max- 
well fared better at the club’s horse show: She won the senior di- 
vision ... 

Emerson Foote, who divides his time between New York and Chi- 
cago as senior vp of McCann-Erickson, has been named general 
chairman of the 1960 campaign of the Chicago Heart Assn... 
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Mae Th me 


At the half, the team from First Street 
in Los Angeles is leading again 


Score at the half — Times leading by 7,143,761. 

Once again — fifth year in a row, to be exact — the nation’s 
official linage scorekeeper, Media Records, shows the Los 
Angeles Times in first place among all U.S. newspapers in 
total advertising linage for the first half of 1959. 

Fact is, The Times scored so often in the first half this 
year, they’ve chalked up a 22% increase in linage over last 
year’s first place position. 

And the records go deeper. The Times piled up the biggest 


First in the nation’s No. 2 market 


score in retail advertising over any other newspaper for the 
fifth consecutive year... gained more yardage in classified 
advertising for the seventh year... was second in financial 
advertising . . . third in general advertising ... and completely 
out-ran all local competition. 

Why not send your advertising dollars to join the rooting 
section of this power-house team from First Street in Los 
Angeles, home of The Times. The second half score may be 
even bigger. 


Los Angeles Times 


Represented by Cresmer & Woodward, New York, 
Chicago, Detroit, Atlanta and San Francisco 
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ACTION f 


The proof of action 
lies in repeat sales — 


tat | 


gee “Our promotion in 


your September issue 

was so successful that 
we expect to run it . 
every year from now on. 


When fashion-conscious Robert Powell Johns and 
fashion-conscious Town & Country get together 
on a Sales promotion, the results are enviably pro- 
ductive. To the quotation above, Mr. Johns adds: 
“Town & Country has played a very important 
part in our growth and in the development of our 
prestige position in the market.” 


And such is the experience of the many other 
advertisers who appeal to the privileged circle of 
Town & Country readers—an audience that is 
dedicated to gracious living, and has money to 
spend on quality products. 


“Our recent advertisement of a sealskin coat in 
Town & Country was most satisfactory. We have 
received approximately 40 inquiries and have al- 
ready sold many coats,” writes Esther Dorothy, 
Inc. And from Maurice Renter, Inc.: “Our double- 
page ad has brought literally hundreds of tele- 
phone calls from retailers and consumers about 
the price and source of the clothes.” 


Reader interest the key to ACTION 


What is true of Town & Country is true of all 
Hearst Special Interest Magazines. Each is edited 
for a specific audience, with an intimate under- 
standing of the reader’s special interest—whether 
it be home-making or fishing, fashion or fiction. 


There is no waste here. Each magazine fits its 
market as a key fits its lock. And because they speak 
a common language, share a common interest, 
advertising and editorial matter work in tandem 
—to create sales impulse at the local level. 


So if you’re looking for action in terms of sales, 
remember: Advertising works hardest where in- 
terest is greatest. And the circulation of the 13 
Hearst Special Interest Magazines is measured not © 
alone by numbers, or by geographical distribution, 
but by intensity of interest—the true measure of 
prospective buyers. 


BAZAAR SPORTS AFIELD COSMOPOLITAN 
SO TREST eet: Anwccan Drags Brides Home 


House Beautiful (jood fH fousekeeping 


Moieal Matera BaAlenG 


Six Keys to Profits 
Through Action 


Hearst Magazines Get Action! 


e Hearst readers are prospects, not just suspects 
e@ Advertising is focused where interest is keenest 
e Editorial and advertising content work together 
e Editorial integrity lends prestige to advertising 
e@ Each Hearst Magazine is an authority in its field 
e Hearst readers are sold—only need to be told 
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Just the facts, a, 


The 60 highest-rated shows 
im the nation’s 37th market 
are all on WJIM-TV! 


* LANSING NIELSEN, JULY, 1959 


Strategically located to exclusively serve 


There are 


They have an average annual income of $14,429. (Some 
agencies think that they’re buying a class audience where the 
average annual reader income is around $10,000. Naive, 
aren’t they?) 

90% of The Rotarian readers play an active part in com- 
pany buying. (Is an idea beginning to form in the back of 
your mind? Like including The Rotarian in next year’s 


(And these are 
lastingly at it.) 


your travel acc: 


And now comes the clincher. The Rotarian delivers this wealthy, influential 
audience of 357,390 subscribers to you for the low, low cost of $3.69 a thousand. 
We’ll be happy to send you a complete study of The Rotarian Reader, : 
done for us by Market Facts, Inc. ™ 
Send for the study of Revista Rotaria, too. It’s the Latin American 

counterpart to The Rotarian Magazine, with a circulation of 43,462. 


Advertising Age, September 28, 1959 


‘Market Researcher 
‘Mustn’t Specialize, 


Kirkpatrick Warns 


WILLIAMSBURG, VA., Sept. 22— 
“The good market researcher can- 
not be a specialist. His work re- 
quires him to live in close con- 
tact with all the departments of his 
company. Moreover, he must have 
close contacts throughout the wide 
spread of related business and in- 
dustry. 

“By necessity he has learned that 
| nothing is accomplished except by 
| people; that the human element 
| must be part of every equation.” 

Those points were stressed here 
last night by Sidney D. Kirkpat- 
rick, editorial director of Chemical 
Week and Chemical Engineering, 
McGraw-Hill publications, in ac- 
cepting the 1959 Chemical Market 
Research Assn. memorial award. 


s “Management,” Mr. Kirkpatrick 
said, “is only as effective as the in- 
formation it commands. Its mani- 


few wealthier audiences than 
The POTARIAN... 


And if you think we're going to tell you the names of the magazines who have them, you're 
out of your mind. However, we'll happily fill you with facts about the loaded Rotarian readers. 
schedule for that important industrial account?) 

84% are homeowners, constantly buying, buying, buying. 


‘he men who have the money to keep ever- 


82% are active travelers—more than 12 trips a year. (Bet 
nts would like to know about that!) 


{ @: 1600 Ridge Avenue, Evanston, Illinois 


fold problems can be solved only 
when the whole intricate pattern 
fits together all these elements— 
economic, technical and human. To 
the plus factor in our equation we 
must add intelligent integration 
and interpretation of industrial in- 
formation.” 


= Indicating that he will retire at 
year’s end, Mr. Kirkpatrick rem- 
inisced about the founder of Mc- 
Graw-Hill Publishing Co., the late 
James H. McGraw Sr., who, Mr. 
Kirkpatrick said, “was a pretty 
hard taskmaster, for he had what 
we often called ‘high standards of 
dissatisfaction.’ His favorite quota- 
tion, from Browning, was, ‘Ah, but 
a man’s reach should exceed his 
grasp...’ 

“He made this a part of every 
speech, but he repeated it most 
frequently to his editors to keep 
them on their toes and reaching 
for ever higher goals. We got to 
know it so well that we put it 
into the form of an equation: MR 
equals G plus I; because, as Mr. 
McGraw conceived it, his quota- 
tion meant man’s reach equals his 
grasp in addition to a plus fac- 
tor of imagination or of initiative 
or interpretation or even indus- 
trial information, which it was 
our business as editors to supply.” 


= Today, Mr. Kirkpatrick suggest- 
ed, for management to reach be- 
yond its present grasp it must 
have greater information. 

“The information that can be 
most helpful,” he said, “[consists 
of] the facts and figures that re- 
sult from market research. So my 
original equation becomes MR 
equals G plus I plus MR.” 
Referring to an article titled 
“The Reach of an Executive,” in 
the January-February, 1959, issue 
of Harvard Business Review, Mr. 
Kirkpatrick described it as “an ur- 
gent challenge for a new dimension 
of market research.” 

Concerning the chemical indus- 
tries, Mr. Kirkpatrick said, “Even 
the best economists feel handi- 
capped in understanding and ap- 
praising developments in science 
and technology. Even the most 
expert statisticians need constant 
guidance on technical matters. 
“What about the scientists and 
engineers who are becoming more 
economic and cost-minded? 
Couldn’t they handle the informa- 
tion job of management? Cer- 
tainly they could help, but too of- 
ten they are badly handicapped. 
Their jobs are becoming more ard 
more specialized, with less and less 
opportunity to participate in other 
phases of business. 


= “A good market researcher,” 
Mr. Kirkpatrick declared, “cannot 
be a specialist. His work requires 
him to live in close contact with 
all departments of his company. 
Moreover, he must have close con- 
tacts throughout the wide spread of 
related business and industry.” # 


Pre-Planning Is 


VITAL 


to a Contest 


The advertiser who seeks expert ad- 
vice when first considering a contest 
will save headaches then, and avoid 
possible errors later. The well- 
planned contest can produce results 
—the professional can help achieve 
them. There is no obligation in con- 
sulting our Contest Division. 


CORPORATION 
CONTEST MANAGEMENT 


AND JUDGING 


104 E. 25th St., N.Y. 10+ On 1-4008 
(In Chi sy Dial 211 and 
Ask Operator for , - dF 4531) 
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| . [ All sales are local. Your ads sell best 


when they give your sales story in 


local terms. Localized ads, and THE | EE. 


OHIO FARMER’s local editorial mate- 
rial, take you direct to the prospect. 
We have on-the-spot field reports you 
can use. We'll help you with pictures 
and testimonials. Changes are made 
quickly, economically because THE 
5 WAYS TO OHIO FARMER is printed by gravure. 
“STRAIGHT-LINE’’ 
YOUR 
ADVERTISING 


Se 
ra 


Local pictures 


Local testimonials 


Local prices and terms sansngec cet RIO IT ME 


Colina tet Ph es Ho 


Local dealer listings No waiting for harvest time in Ohio. Agri- 
culture is diversified — farmers sell all year 
round. Income is steady ... and big. Among 
the 49 states, Ohio is “top third” in farm in- 
come... ranks seventh in dairying; eighth in 
apples, wheat and corn; ninth in livestock and 


oats; tenth in poultry and pears. 


Send for free booklet that explains and illus- 
trates in detail how you can tailor your ads for : 
better sales penetration. Y 


Local coupon returns 


® New evidence proving how national advertisers are making 
budget dollars go further, dig deeper, yield more sales! 


J Onro farm 


AFFILIATED WITH STAUFFER-CAPPER PUBLICATIONS, INC. 


STRAIGHT-LINE Advertising service available also in PENNSYLVANIA FARMER and MICHIGAN FARMER. 
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Sketched at Liberty Music Shops, New York City 


‘Make the most of it in TIME 


Recently you heard it in high fidelity . . . now it’s in stereo. 
It’s a high-decibel boom and it’s at the upper level. 


In the last decade, the number of families with incomes 

of $10,000 and more has surged 235%... two-car families have 
increased 396% . . . overseas travelers have jumped 215%... 
yet the number of U.S. families generally increased only 22%. 


Obviously this is a different kind of boom—peopled by 
8 to 10 million families. But what families they are! Well- 
educated, higher incomed: the best customers in America. 


They are the people who set styles, establish trends and 
make the national and local decisions. They are the people 
who drop the good as soon as the better comes along. 


Of course not all of them read TIME every week, but those 
who don’t are surrounded by those who do—by on 
friends, business associates, colleagues and families. es 


You reach them in great numbers, sell them in great 
numbers in the pages of (and only in the pages of) their 
favorite magazine—TIME, the Weekly Newsmagazine. 
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This Week in Washington... 


Commerce Department Acts Friendly 


to Admen, but Patent Ad Rule Stays 


By Stanley E. Cohen 
Washington Editor 


WASHINGTON, Sept. 24—The 
Commerce Department’s ban on 
advertising by patent agents proved 
to be the focal point of discussion 
as the department’s newly organ- 
ized advertising advisory commit- 
tee got down to brass tacks in a 
two and one-half hour meeting 
here this week. 

Patents Commissioner Robert C. 
Watson was on hand to explain 
why he regards this as a “good and 
justified” rule. 

Trade association executives who 
serve on the committee reiterated 
their belief that unscrupulous 
agents should be barred from prac- 
tice, but that whether or not par- 


ticular agents advertise or do not 
advertise ought not to be a matter 
of concern to the Department of 
Commerce. 

No minds were changed. Com- 
missioner Watson left convinced 
the rule should remain; the com- 
mittee members registered deter- 
mination to reopen the issue at 
every possible opportunity. 


s Other items on the agenda in- 
cluded a report on the Commerce 
Department’s important new study 
of direct mail advertising, which 
is just getting under way, and a 
discussion of the Ohio “right to 
advertise” law. Members decided 
they needed to know more about 
the “right to advertise” law before 


[ow would be prepared to endorse 
it. They hope to have an answer by 
the time they hold their next meet- 
ing, in New York Oct. 26. 

Commerce Secretary Frederick 
Mueller signified his respect by 
dropping in briefly. His remarks 
dealt mostly with the current visit 
of Soviet Premier Nikita Khrush- 
chev, but the cordiality displayed 
by the secretary and his associates 
suggests the cold war between the 
Department of Commerce and the 
advertising industry has begun to 
thaw and that diplomatic relations 
are on considerably firmer footing 
than they have been in the recent 
past. 


Horace Hart, di- 
U. S. Probes rector of Com- 
merce Depart- 


Mail Ad Field 
ment’s printing 


and publishing division, says the 
department’s survey of direct mail 
advertising will be an eye-opener. 
Originally undertaken as an off- 
shoot of the postal rate controver- 
sy, it is going to produce a gold 


Advertising Age, September 28, 1959 


mine of information about the 
multitude of sellers who operate 
through direct mail, and about the 
immense amount of business that 
depends on effective direct mail 
selling. 

Ina recent discussion uf the proj- 
ect, he said preliminary studies 
demonstrated that there is scarcely 
a product or service which is not 
being sold either directly by, or 
with the aid of, direct mail. When 
the results of the study are in, he 
anticipates an intriguing array of 
information pointing up the im- 
portance of direct mail to various 
industries, and the variety of ways 
in which it is used. 

One interesting fact already un- 
covered is that 3% of the post of- 
fices account for 68% of the mail- 
ers, and that 1% of offices with re- 
ceipts over $1,000,000 contains 60% 
of the permit holders. 

The Census Bureau, which is do- 
ing the field work on this survey, 
is interviewing a sample of 18,000 
selected from the Post Office De- 
partment’s 235,000 bulk permit 
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holders. In an effort to measure the 
impact of rate increases, they will 
be asked to report changes in mail- 
ing procedures, and in that most 
sensitive of all figures—profits. 
That last subject is a touchy one, 
but the Commerce Department be- 
lieves business men have sufficient 
confidence in the integrity of the 
Census Bureau so that they will 
cooperate. 


When it comes to 
Navy Tolerates promotional tie- 
Movie Tie-in ins between 

business men and 
government, what’s sauce for the 
Treasury isn’t necessarily sauce for 
the armed services. 

A few days ago, you may recall, 
Treasury officials were before a 
House judiciary subcommittee be- 
cause Rep. Abraham Multer (D., 
N. Y.) felt it is “undignified” for 
the government to let itself be as- 
sociated with promotional projects 
like Own a Bit of America. 

Although he emphasized that 
the Treasury has profited tremen- 
dously from tie-ins with commer- 
cial organizations, Under Secretary 
Julian Baird calmed the commit- 
tee by promising a new stand-off 
policy: No Treasury people at 
; commercial promotional events; no 
|commercial events on Treasury 
property. 


s Here’s the irony: En route back 
to the Treasury, the under secre- 
tary’s car passed a Navy recruiting 
poster on Pennsylvania Ave., in 
|front of the Post Office Depart- 
ment. If he had looked out, he 
would have seen a compelling ex- 
ample of tie-in between the Navy 
and the motion picture industry. 

Most of the poster is an inspiring 
| picture of John Paul Jones in ac- 
tion. In the lower left corner is a 
“plug”? which no advertiser could 
buy: The words “For further in- 
formation about life in the U. S. 
Navy contact your local recruiter— 
and see ‘John Paul Jones’ at your 
local theater.” 


more time for in- 
vestigations. So soon as congress- 
men catch their breath, you can 
expect a rash of hearings on touchy 
problems, each generally in the 
presiding congressman’s home 
state. 

For example, a House small 
business subcommittee under Rep. 
James Roosevelt (D., Cal.) digs in- 
to price discrimination in the gro- 
cery business with a hearing Oct. 
8 in San Francisco. Some of the 
issues are the kind that Federal 
Trade Commission Chairman Earl 
Kintner warned about in his re- 
cent speech before the Advertising 
Club of Washington; Price rebates 
disguised as advertising allow- 
ances. 

The Roosevelt subcommittee has 
subpoenaed records of eight major 
chains, plus those of a number of 
large wholesalers and one coop- 
erative buying group. # 


Put this record to work for you. Write, wire orcall 


THE JINGLE MILL 


201 W. 49 St., N.Y. 19, N.Y. Plaza 7.5730 
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“Both the ad flexibility and the merchandising 
possibilities are too great to overlook. We’re 
sold on LOOK’s Magazone plan.” 


This is just one of many voices, all over the nation, heralding Magazone as 
an unqualified success. Right after the first Magazone issue went on sale, 60 
advertisers—almost all of them new in LOOK—had placed almost 350 inser- 
tion orders on our books. 


Enthusiasm runs high, wide and varied among marketers; some first-issue 
advertisers tell you why: “The use of LOOK’s Magazone Plan was greeted 
literally with cheers by our sales staff,” relates Kessler-Hunter Distillers Co. 
Says Shaw Shoes, “With Magazone we can be sure of a much better return 
on our advertising promotions.” Shasta Soft Drinks reports, “The LOOK 
Magazone Plan is tailor-made to fit our distribution pattern. It opens up new 
directions for our sales message.” Peak Anti-Freeze tells a powerful story, 
“This is the first time we’ve been -able to schedule national magazine 


LOOK offices are situated in New York, Hartford, Philadeiphia, Pittsburgh, Cleveland, Atlanta, Chicago, Detroit, Minneapolis, Los Angeles and San Francisco. 


fe, 


advertising on a schedule basis in those areas of high sales potential.” Lester 
Brothers (Lesco Homes) puts it this way, “To get the same coverage that 
LOOK gives us in our area, we would have to pay about twice as much and 
still get a much smaller size ad.” 


The LOOK Magazone Plan is geared to modern marketing needs—provides 
advertisers with seven geographic zones available individually or in any 
combination. It offers tremendous household reach—1 out of every 3 house- 
holds in most zones. It’s tailor-made for seasonal promotions, dealer tie-ins, 
new product introductions on any area-by-area basis. Copy testing, change 
of price tags?—the Magazone Plan is flexible enough to fit your individual 
plan. Contact your LOOK representative for full details. 


the exciting story of people & 
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Lewine Leaves NBC 
to Become Program 
Head at CBS Films 


also will augment the company’s |‘LHJ’ Promotes Webbe, Hunter 
York staff. At first he will 


commute between the East and phia, has appointed two division 


Ladies’ Home Journal, Philadel- 


| West Coasts, but he ultimately will! sales managers, newly created 


be headquartered in Hollywood. He | posts, effective Jan. 1. Scotson 
will report to Sam Cook Digges, ad- Webbe, now a sales manager in 

New York, Sept. 23—-Robert F. ministrative vp of CBS Films. 
Lewine, vp in charge of tv net- 


Philadelphia, will become sales 


There has been no word as to|manager, western division, with | New York, has been appointed U.S. 
advertising representative for|Fromme’s Finest coffee and Caffe 


work programs for NBC since 1957,| Mr. Lewine’s replacement—if any headquarters in Chicago. DeWayne 
has resigned to become program vp |—at NBC-TV. Since April, David|G. Hunter, now San Francisco 


of CBS Films. 


Levy has been the program boss at | manager, will become sales man- 


This post has been vacant at the | that network, with the title of vp in| ager, eastern division, with head- 


CBS film production and distribu- | charge of programs and talent. # 


tion subsidiary 
since Leslie T 
Harris left in 
July to join In- 
dependent Tele- 
vision Corp. in 
London. 

Mr. Lewine 
will assume his 
new duties in 
m id - October. 
His first assign- 
ment will be to 
open and staff a Robert F. Lewine 
Hollywood pro- 


duction office for CBS Films. He 


FILMOTYPE 


Like real cool, man. That's what you'll 
say about the Filmotype Photo-Typeset- 
ting Machine, Cold composition for every 
display type and lettering need! Actually 
a pleasure to use, especially since cost is 
pennies per word . . . quality unquestion- 
ibly finest professional grade . .. the 
convenience, speed, simplicity perfect 
supplements to the pressure of production. 
Filmotype . . . the hottest machine in the 
field of cold composition! 

AND CONSIDER: the most all-inclusive style 
selection in photo-typesetting/From 12 pt. 
to 144 pt./Screens, tints right from the 
machine/Limitless intermixing of faces. 


NOTE: Play it safe. ..save... with the 
Filmotype ‘Pays-for-itself’’ Purchase 
Plan. Write for complete details, today. 


FILMOTYPE 


7500 McCormick Bivd., Skokie, lll. 


Have the Filmotype representative make 
J an appointment in my own office for a 
demonstration, 


Send me further information about the 
Filmotype Photo Lettering Machine. 


Nome. 


| quarters in New York. He will be 


succeeded as manager of the San | station. Radio Nigeria, scheduled to 
Francisco office by Elwin F. Ro-| go on the air in January, will be 
sendahl, at present a member of; Nigeria’s first commercial radio 
the Chicago sales staff. 


Television Comes to Nigeria : 
Intercontinental Services Ltd.,. Lynn Baker Adds Fromme’s 


Nigeria and WN-TV in| Vivo, has appointed Lynn Baker 
Western Nigeria. WN-TV, sched-/|Inc., New York, as its advertising 
uled to begin operations in Octo-| agency. Platt & O’Donnell is the 
be Nigeria’s first tv! previous agency of record. 
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| station. Both are owned by British 
| Rediffusion. 


H. S. Fromme & Co., producer of 


Space Vehicles & Missiles : 
Support Equipment & Activities : 
Airport & Airline Equipment P 
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Geehan Named to Ad Post 

W. V. Geehan, formerly assist- 
ant to the president of E Z Paintr 
Corp., Milwaukee paint roller 


manufacturer, has been named to! 


head a new national advertising 
and pr department in the com- 
pany. He has been with the com- 
pany for eight years. Vern T. 
Touchett, company president for 
whom Mr. Geehan was assistant, 


died recently. 


Set Up Huge Ad 


Fund, Jones Tells 


Home Builders 


(Continued from Page 3) 


would be with a 20-year-old auto- 
mobile, then the building industry 
will continue to eat bread while 
its dollar competitors—the boat 
people, the swimming pool people, 
the trip-to-Europe people—munch 
on cake.” 

Mr. Jones warned the home 
builders that they cannot depend 
on the supplier-manufacturers’ ad- 
vertising dollar, which, he said, is 


average American is as discontent- | “‘as chewed up as a seagull in a jet 
ed with an antiquated house as he| engine.” He estimated that an ad 


fund of $8,000,000 would be estab- 
lished if each member of the NAHB 
contributed $5 for each housing 
start. 


s “I would like to see house mer- 
chandising moved out of the com- 
modity class and into the realm of 
the emotions where it belongs,” 
Mr. Jones continued. “For the great 
merchandising battles are fought 
and won in the minds of man. The 
shop counter or the closing room is 


THE ONE AND ONLY COMPLETE BUYERS’ GUIDE 
SERVING THE ENTIRE AVIATION INDUSTRY 


e »« - and ITS RELATED TECHNOLOGIES 


THE STANDARD PURCHASING REFERENCE OF THE INDUSTRY 
LISTING OVER 50,000 MANUFACTURERS’ PRODUCTS IN 
OVER 1,800 SEPARATE PRODUCT CATEGORIES 


Day after day, engineering-management people re- 
view AVIATION WEEK’S ANNUAL BUYERS’ GUIDE in 
their search for new sources of supply for products, 
materials and services. AVIATION WEEK’S BUYERS’ 
GUIDE is the industry’s recognized buyers’ guide 
covering all segments of the $11 billion aviation in- 
dustry and its related technologies. 


The new 1960 edition is more complete, more up- 
to-date, more essential than ever before because it 
provides expanded listings on new products and 
companies in the new areas of the total market. It 
will contain over 50,000 manufacturers’ product 
listings divided into over 1,800 specific product 
categories. In addition to being quick and easy to 
use, the BUYERS’ GUIDE includes complete listings of 
government procurement agencies telling: Where to 
go; Who to see; What they buy. 


ADVERTISER BENEFITS 

Advertising dollars work overtime in the BUYERS’ 
GUIDE through year-long life and multiple exposure 
of your advertising. For example, a survey made 
eight months after publication of the 1958 edition 
revealed that: 


BUYERS’ GUIDE ISSUE FOR 1960 


iD @ 


A McGRAW-HILL PUBLICATION 
330 WEST 42ND STREET, NEW YORK 36, N. Y. 


71% still had their copy 
9% passed on their copy to purchasing, en- 
gineering or other departments. 


. . of those who still had their copy: 


16% referred to it once a week or oftener 
44% referred to it once a month or oftener 


Thus 60% referred to it at least once a month. 


Advertisers’ product listings are bold faced and in- 
clude a reference to the page number of their adver- 
tising. In addition to an alphabetical advertisers’ 
index, there is a “product” advertisers’ index. To 
supply you with key industry sales leads the BUYERS’ 
GUIDE contains Reader Service cards. 


If you sell to the aviation industry, your advertising 
message belongs in the Buyers’ GUIDE... it will 
reach over 75,000 key engineering-management 
decision makers. 


Be sure to reserve space in this exclusive issue ... pub- 
lishing date is mid-December and closing date is Novem- 
ber 1, 1959. 


Aviation Week 


_Incuding Space Technology — 


merely where the formal surrender 
takes place. 

“Not until Americans in the ma- 
_ jority are made to be discontented 
| with living in an impractical, un- 
|economical, uncomfortable home 
will the building industry attain— 
and maintain—the position it not 
only deserves but must have in our 
political and social economy. Faced 
with such a massive lack of obso- 
lescence no other industry that I 
know of could survive, let alone 
grow.” + 


Boyer Named Ad Manager 

E. D. Boyer has been named ad- 
vertising manager of the SAE Jour- 
nal, New York. Previously adver- 
tising sales manager, Mr. Boyer 
will continue to handle directly the 
publication’s eastern territory. 


JWT’s Miami Oftice Moves 
The Miami office of J. Walter 
Thompson Co. has moved to 299 
Alhambra Circle, 
Fla. 


Coral Gables, 


25 YEARS OF PRESSURE-SENSITIVE PROGRESS 


1934-1959 e 


IDEA NO, 159 
A Little Kleen-Stik eee 


... and a lot of ingenuity solved 
not one, but two problems for 
Consolidated Badger Co-Opera- 
tive, West De Pere, Wis., packers 
of Morning Glory Ice Cream. The 
problems: using up a stock of ob- 
solete cartons, and promoting a 
valuable premium offer. Manager 
Archie Smith huddled with Les 
Rose, Pres. of Romo Display 
Advertising, Green Bay — who 
worked out this dual-purpose band. 
Printed on ‘““Tensalex’’, it resists 
the cold and moisture of freezer 
cases. And it’s held in place with 
two strips of tight-stickin’, peel- 
and-press Kleen-Stik “D’’ Tape. 
So easy to apply ...80 effective... 
80 low in cost 


The World’s Most Versatile 


Self-Sticking Adhesive 


6SET-PEGT 


IDEA NO, 160 


| Name-Spreaders for FEDDERS 


| Putting their name UP where it 
| can be seen by prospects is a “must” 
| for Fedders Corp., Maspeth, N.Y. 
F’rinstance, in auto service outlets, 
pushing their Radiator Cores. This 
neat display, sparked by Ad Mgr. 
Harold Boxer and Art Dir. 
| Howard Wachter, makes dealers 
want to put it up. And the Kleen- 
Stik Acetate on which it’s 
screened makes it easy —simply 
p-e-e-l the backing and press in 
| place inside window, door, or show- 
case. Ralph Coe and Jack Lane, 
of Gotham Ady. Displays 
N.Y.C., engineered the colorful 
production. 


Promoting premiums or 
building banked ideutiaeeauiae 
P. O. P. will do it more effec- 
tively and more economically 
with modern, moistureless 
Kleen-Stik. For ideas, see your 
regular printing source — or 
write for our free “‘Idea-of- 
the Month” bulletins. 


_kleen-sti 


7300 West Wilson Avenve 
_ Chicago 31, Mlinols $3 
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40 Advertising Age, September 28, 1959 | 


Set N. Y. Apple Promotion stations for three weeks. The New ae - 

DV Ibh The New York and New England York and northern Pennsylvania | ] at e S St ll oO nN 

Publishers Apple Institute and the Western | @rea will be covered. Charles W ecolm r | I a 
Established repre- | New York Apple Growers Assn, Hoyt Co., New York, is the agency 


contetive lavites have joined forces for a fall Mc- for the promotion. . Ae 
publishers Pind Intosh Apple Jamwvoree, called ara e Oo pecia Ss f 
cron. ee “the biggest apple promotion ever Metalframe Names Williams 
die-West terri- | 2ttempted in this area.” More than; Metalframe Aquarium Co., Pine! (Continued from Page 3) spec will be backed by RCA. + 
tory. Since 1952, |, 80,000 lines of newspaper space | Brook, N. J., has appointed Wil- NBC was the signing of Renault 


will be used, divided among 27 liams & London Advertising, New- as co-sponsor of “Moon & Six- ® Union Carbide Corp. will spon- a i] 


james k. millhouse 


PUBLISHERS’ REPRESENTATIVE papers, plus an average of 20 one- ark and New York, to handle its pence,” starring Sir Laurence Oli- sor “World Series Special” on NBC - 
5035 Montrose Avenue. Chicago #4, I! =. J minute radio spots over 30 key advertising. vier. The other half of this Dec. 10 Sept. 29, at 9:30 p.m., EDT. Pres- i) 
—— aS scaneniineniaie Ss ES es Se nS Oe Sea ee tone anti-freeze will be advertised 
{on the hour spec, which will orig- Vi 
inate from Chicago, home of the >. iy 
AKRON, 0. a champions, the 7 th 
The Akron Typesetting Co. : { 
ATLANTA, GA. # At CBS the jubilation centered : 
Higgins-McArthur Company laround the entry of Arthur God- » , 
BALTIMORE, MD. frey into the specials arena. Mr. il 
The Maran Printing Co. Godfrey swamped the competition 
BOSTON, MASS. in the Arbitron ratings his first 
The Berkeley Press time out for Benrus watches, Hoov- : 
Machine Composition Co. er vacuum cleaners and Kitchens = 


H. G. McMennamin 


of Sara Lee. He is expected to do 

BUFFALO, N. Y. another special for the same spon- 
Axel Edw. Sahlin Typographic Service sors shortly after the first of the 
CHICAGO, ILL. year. 


J. M. Bundscho, Inc. . ’ time special. “ > 
The Faithorn Corp. And CBS’ daytime special, “The 


S ye 


Hayes-Lochner, Inc. Woman,” is half sponsored this 
Runkle-Thompson-Kovats, Inc. season, thanks to Dow Chemical. | 
Frederic Ryder Company The first fall program in this ir- 4 
CINCINNATI, O. regular series raised the provoca- vi 
The J. W. Ford Company tive question, “Is the American } 
CLEVELAND, oO. Woman Losing Her Femininity?” b 
Bohme & Blinkmann, Inc A, 
Schlick-Barner-Hayden, Inc. '@ At ABC-TV a second Frank Si- it} 
Skelly Typesetting Co., Inc. natra spectacular was added to the -_ 
COLUMBUS, O. 59 list. All four of the slotted a. 
Yaeger Typesetting Co., Inc. Sinatra telecasts will be sponsored y 
o DALLAS, TEX. by Timex. His spring show will ‘ fi 
Jaggars-Chiles-Stovall, Inc. be a welcome home party for El- : 
¢ hy ‘A ACE DAYTON, 0O. vis Presley. Mr. Presley is return- 
, Dayton Typographic Service ing to civilian life after his stint ee ‘ 
with the Army. i 
- my yg he Chrysler Corp. will give net- } 
OH tty lo the Public Hoflund-Schmidt Typographic Service work coverage to the J. L. Hudson } 
9 department store’s Thanksgiving i. 
pent 7 i ey sage | Day parade from Detroit via ABC. j Hi 
d The Thomas P. Henry Company : Pt 
r George Willens & Co. Outdoor Operators Offer ‘ 
“ INDIANAPOLIS, IND. All-lowa Market Plan , 
, : ‘ The Typographic Service Co., Inc. , ; are of- iy 
ad No OW He art or ¢ Iowa outdoor operators are oO s 
° matter how beautiful the art or how significant the KALAMAZOO, MICH. | casing 8 statewide edvertising , i 
4 os : . - — - Mahoney Typographers, Inc. package to be known as the “All- i 
; message, your advertisement is a complete failure if not read. LOS ANGELES, CAL. lows Mavhet.” An eutavowth of the ‘\ 
y Adtype Service Company Combs Iowa Market, it offers cov- 4 
, And, more often than not, poor readership is synonymous with s MILWAUKEE, WIS. erage in 370 towns and 90 counties, ie 
r Arrow Press available in a single order, reach- 
ij seare aw r ing upwards of 2,000,000 persons. 
, ‘ ‘ "Ee ‘ MINNEAPOLIS, MINN. 
h poor typography. Advertisers and agencies know that ATA mem- ores dgaata, the “Alsbewe” aachaie sien teay 
4 q - ; : be broken down into major areas, 
, ber firms have the reputation, craftsmanship and wide selection tine such as a group of 25-30 counties to 
Advertising Agencies’ Service Co., Inc. | fit a specific distribution pattern. 
acrec . . , e § et ee Artintype, Inc. | Headquarters for the new organi- 
of type faces to he , > the fines j | ) 
type faces to help them produce the finest in advertising [Associated Typographers, Inc. | zation will be in Chariton, Iowa. ' 
, . Central Zone Press, Inc. | | Joining with Combs Outdoor Ad- } 
typography. Why not phone your ATA typographer today? The Composing Room, Inc.  ventiaiee Co., Combs Advertising 
Fea oe i ~ | Co. and Combs Poster Co. in the 
AT edwards heaindaiee, Vas. an “All-lowa” venture are Ben Brinck 
Graphic Arts Typographers, Inc. Outdoor Advertising Co., West 
" a ae ae bine Point: Iowa Posting Service, Bur- 
mperia ervice Corporati A agate 3 ora hee 
4 King Typographic Service Corp. lington; Murphy Advertising Co., ; 
4 Linocraft Typographers, Inc. Dubuque; Stewart Poster Adver- "7 
4 ont Vypo Company tising, Clinton, and North Iowa 
” oad GM peel Outdoor Advertising Co., Clear 
“ Frederic Nelson Phillips, Inc. 


Philmac Typographers, Inc. Lake. 
Royal Typographers, lac. oe aaa . sails 


ADVERTISING TYPOGRAPHERS ASSOCIATION of AMERICA, INC. frearees ©, Renee, tae ' 
Executive Offices: 461 Eighth Avenue, New York City Fron oy heady aaa q 
Typographic Craftsmen, Inc. 
The Typographic Service Co. 
Vanderbilt-Jackson Typography, Inc. i 
Kurt H. Volk, Inc. 
NEWARK, N. J. ... worth their | 
Barton Press ‘ a + 
THIS ARROW COMPOSED FROM FOUNDRY RULE: AN EXAMPLE OF ATA William Patrick Co., Inc. weight mn gold! ' 


CRAFTSMANSHIP PLUS A REASON WHY IT PAYS TO SET TYPE RIGHT PHILADELPHIA, PA. Cash i id ——s d 
ash in on ideas others have use 


Walter T. Armstrong, Inc. and profited by! Selling ideas— 
Alfred J. Jordan, Inc. promotion ideas—advertising ideas 
, Fogressive Composition Co. created by America’s most success- 
| ypographic Service, Inc. ful rtagpicomns g pevien by cnarne 
every month from 40 or more o 
PITTSBURGH, PA. the country’s leading business and 
Davis & Warde, Inc. hs wa gui mer By or more 
valuable, sales-tested ideas per is- 
PORTLAND, ORE. sue—over 1000 per year. Ideas 
Paul 0 Giesey Adcrafters that can be profitably adapted to 
; your business! The nation’s top 
ROCHESTER, N. Y. executives read BRIEFED regularly. 
Roche Monotype Composition Co. Follow the leaders—get BRIEFED 
and be briefed on what sells. Only 
ST. Louis, MO. $10 for 12 idea-packed issues! 
Warwick Ty pographers, Inc. 


SEATTLE, WASH. [’ iQ. 
Frank McCattrey's y/( @ 
TORONTO, CANADA 


Cooper & Beatty Limited 
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| 400 Madison Ave. (Dept. Al) New York 17, N.Y. 
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Dansk advertisement prepared by Irving Serwer Advertising, Inc. 


“Our advertising in The New Yorker Magazine helped to spur 


Dansk’s sales 50 per cent ahead of expectations . . . The New Yorker 


J tect with aimece aff of the teadine Hine seunes:” EW YORKER 
rated best with almost all of the leading fine stores. 

n ‘ MAGAZINE 
ae ee ¥ Mekren bery President, Dansk Designs, Inc. 
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WHEN YOUR PRODUCT IS FOR PEOPLE OF TASTE —REMEMBER 


The Chicagoans with more mone 
spend...spend more time with the § 


\, 
i 
K 
ie 
i! 
} 
The Chicago Daily News carries more food linage than any other Chicago whose median income is $1070 a year higher than Metropolitan Chicago , 


paper—more than any other evening paper in the nation. Why? Because as a whole. What’s more, the Daily News median adult reader spends at \ 
the Daily News is read by families who spend more money on food— least 35°; more time with his paper than readers of the other Chicago dailies. 
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Advertising Age, September 28, 1959 


Ohio Policy Shift 
Lets Schenley Tell 


Alitalia Names St. Thomas 
to Manage Ad Program 
Joseph P. St. Thomas, formerly 
: ° with Ideal Publishing Co., has been 
Price Cut In Stores appointed assistant sales manager 


CLEVELAND, Sept. 22—The Ohio of Alitalia, the Italian airline, 


liquor department is making an | Where.he will be responsible for 


exception to a 25-year-old policy | the advertising and sales promo- 
by permitting a whisky distiller to a 
| manager. Advertising was former- 


display advertisements in Ohio’s | Kahrs en : 
state monopoly liquor stores. | ly under the jurisdiction of Guido 


Schenley Distillers Co. is put- Vittori, who will now devote him- | 
ting up point of sale placards to | Self entirely to public relations. Mr. | 


advertise a special on Schenley | St. Thomas will report to Joseph A. 
O.F.C. The price for the 86.8 proof | 

Canadian whisky is $5.30 a fifth | manager. j 

and $3.30 a pint, a reduction of In announcing Mr. St. Thomas’ 
52¢ and 36¢ respectively from the | appointment, Fabrizio Serena, gen- 
former price. | 


Verini, general traffic and sales | 


eral manager for North America, 
reported that Alitalia has more 
than doubled its trans-Atlantic 
passenger business during the past 
year. Mr. St. Thomas was once 
eastern district sales manager for 
Air France and previously was a 
partner in the St. Thomas Travel 


- | Service, New York. 
|tion programs. Alitalia has no ad) 


| Smith Joins Howard Chase 


J. H. Smith Jr. has joined How- 
ard Chase Associates, New York 
public relations company, as a 
senior associate. Mr. Smith *was 
formerly with McCann-Erickson, 
Chrysler Corp., National Assn. of 
Broadcasters and U.S. News &| 
World Report. 
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DO YOU HAVE 
SOMETHING TO SELL 
TO WOMEN? 


Surveys show more women than men 
make up the motion picture audience. 
With movie attendance hitting a ten 
year high, you can sell to women... 
the vital buying market . . . through 
theatre screen advertising. 


FOR COPIES OF BROCHURE AND FURTHER INFORMATION CONTACT: 


THEATRE-SCREEN ADVERTISING BUREAU 
437 MERCHANDISE MART + CHICAGO 54, ILLINOIS 


The price changes are announced | 
on 13x18” cards, which Schenley | 
is sponsoring throughout the 265 | 
state outlets. 

In the past, price changes were | 
noted, of course—but only on the | 
state’s official list of liquor offer- | 
ings on the store wall. This is the | 
first time a liquor marketer has | , 
been allowed to use its own an- 
nouncements in the stores. Ve 
a The department’s previous pol- 
icy had always been to steer | 
away from promoting any brand 
of liquor and not to permit such 
promotion by manufacturers or) 
by state employes in the stores. 

Richard C. Crouch, Ohio liquor 
director, said there is nothing il- 
legal about this new turn in pol- 
icy. Mr. Crouch said there are no 
regulations in Ohio’s liquor statute 
that prohibit advertising whisky 
price reductions in state stores. 

The old policy was formed and 
followed simply because former 
liquor officials felt it was the best 
way to avoid having competitive 
arguments lining the store walls. 

Mr. Crouch said Schenley sup- 
plied two placards for each state 
store, and the liquor department 
mailed them out, instructing store 
managers, to “display at least one 
sign in a prominent place.” 


s Asked how the change in prac- 
tice came about, Mr. Crouch said: 

“The Schenley people made an 
offer to the Ohio Liquor Depart- 
ment to sell this particular out- 
going brand at a special low 
price because they were switch- 
ing from a six-year-old brand to 
the eight-year-old. 

“They offered this special sale 
for the state of Ohio only, and 
since it is our obligation to serve 
the people, I felt they should cer- 


tainly have the opportunity to 
buy this whisky at a_ reduced 
price.” 


Mr. Crouch said a Schenley rep- 
resentative asked Ohio to take the 
entire stock on the brand, “but I 
agreed to take only 1,500 cases.” 

Mr. Crouch told a reporter that 
he would give other manufactur- 
ers the same opportunity under 
like circumstances. He said the 
agreement with Schenley was an 
“experiment.” The promotion ends 
Oct. 16. = 


Armstrong Cork Establishes 
European Base in Geneva 
Armstrong Cork Co., Lancaster, 
Pa., has formed a Swiss corpora- 
tion—Armstrong Cork Interna- 
tional S.A.—to coordinate’ the 
marketing of all its products in 
Europe. The new subsidiary will 
be located in Geneva and will be 
headed by D. E. Sanderson, for- 
merly general sales manager of 
the company’s Spanish subsidiary. 
Stewart C. Dalrymple, formerly 
manager of the New York office 
of the Armstrong. international 
marketing division, will go to Ge- 
neva as general sales manager. 


misses his assignment. 


Tri-Continental to Rehbock 
Tri-Continental Associates, im- 
porter of La Carimali espresso cof- 
fee machines, has appointed Reh- 
bock Advertising, New Yerk, to 
handle its advertising. 


*Source: The new FORUM Census, 


Somebody’s got to carry the ball. 


In the great game of how you're going to get your 
product into a building, the architect may carry the 
ball. Sometimes the engineer, the contractor, or the 
client does. But all four get into the play—as blockers 
or pass receivers. And you won’t get far if one of them 


Take the client, for example, and his part in the play. 


All buildings start with the client. Since he, in essence, 
is “buying” a building which his company or organi- 
zation needs, he is directly involved in its financing, 
design, construction—or expansion and modernization. 


As the building market continues to grow, so, too, will 
the number of building clients grow. And Architectural 
FORUM is the only magazine that has clients. In fact 
FORUM is the only magazine whose growth keeps pace 
with the building industry itself. 


‘Portrait of the Building Client.” Write for a 
copy. Architectural FORUM, 9% Rockefeller Plaza, New York 20, New York. 


Nobody ever scored calling signals... 


With the biggest circulation in the field—60,000— 

FORUM alone is edited for and read by the kind of 

building customers you must reach and influence. Just ‘ 
how important are they in building decisions? Here’s 

one indication: 


Of FORUM's 21,000 client subscribers — : 
56% have applied information 


from the editorial or advertising pages of FORUM 
to a specific building job.* 


Only FORUM 


scores 
this way: 


FORUM 


delivers the entire 
specifying and buying 
power of the 

building market. 
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ARE OUR J 


FAMILY DOCTORS 


Since 6 AM he had been on the job. At 
8 he performed a Caesarean section, then 
visited a few of his patients at a local hos- 
pital, drove to the other side of town to 
check a broken leg and back to the office 
by 11. He slumped in his desk chair for a 
moment, trying not to hear the child sob- 
bing in the outer office, trying not to think 
of the nine others patiently waiting for his 
healing hand. But his day had only just 
begun. He would still be working until late 
that night—and there always seemed to 
be an emergency to interrupt his sleep in 
the morning. 


This is a portrait, in the October issue 
of Coronet, of the man who often holds our 
lives in his overburdened hands. More and 
more, patients and physicians themselves 
are asking if he is really good enough, if 
he’s keeping pace and, if not, what can be 
done to increase his efficiency. 

This article is typical of Coronet’s vital 
editorial philosophy. World, national and 
personal problems are discussed, analyzed 
and presented with originality and sincer- 


; 


i 


GOOD 


ity. Coronet is a magazine of courage and 
foresight, as shown in the following arti- 
cles, just two of the thirty-five important 
features in the October issue: 


FALLOUT: 11 QUESTIONS 
AND ANSWERS 


The specter of radioactive fallout now 
haunts the world. Each time we explode an 
atomic or hydrogen bomb, we also hurl 
into the air a host of poisonous, potentially 
lethal radioactive substances. Today, a 
worried world is asking: “How dangerous 
is this fallout? What will it do to our 
health?” And even more ominous: “What 
effect will it have on our children and our 
children’s children?” For answers to these 
and other alarming questions, the editors 
of Coronet assigned veteran science writer 
John Pfeiffer to interview three leading 
specialists in the field of radioactive fall- 
out. These questions were answered 
frankly, scientifically, in words for all to 
understand. 
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| ENOUGH? 


THEY’RE STEALING TIME 
FROM OUR SCHOOLS 


Coronet has long been dedicated to the 
cause of better education for American 
youngsters. Recently awarded the School 
Bell Award by the National Education 
Association “for distinguished continuous 
coverage of education during the school 
year 1958-1959 by a monthly magazine of 
general circulation,” Coronet again probes 
a worrisome school problem. So many per- 
sistent but well-meaning pressure groups 
have forced their pet ideas into the daily 
school schedule that many children’s fun- 
damental education is being drastically 
curtailed in favor of such courses as driv- 
ing, thrift training and fund raising. 


With editorials such as this contributing 
to the steady flow of thought-provoking 
reading in each issue, plus sensitive pic- 
ture stories, Coronet is a sound advertising 
buy—-for the magazine that moves minds 
moves merchandise. 

No wonder that 1959 is Coronet’s third 
successive year of advertising linage 
gains—while circulation is now at an all 
time peak. . 
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OVER 12 MILLION READERS EVERY MONTH 
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| what are you 
| looking for 
in lithography? 


OPP ee eee ee eee eee eee eee eee eee eee eee eee eee eee) 


FOLLOW THROUGH SERVICE 
e EXPERT COUNSEL 


you can be sure of these at 


© -CADILLAC 


PRINTING & LITHOGRAPHING CORP. 
812 West Van Buren Street « Chicago tilinois 


PHONE TAyior 9-3380 


op 


| Comics Council Gives Grant 

| for Study to Boston U. 

| Boston University has received 
a grant of $37,500 from the News- 
paper Comics Council to conduct a 
three-year examination of Ameri- 
can newspaper comics from their 
beginning in the late 1890s to the 
present. The study will range from 


fluences on the nation’s culture. 

David M. White, professor of 
journalism and principal investi- 
gator for the project, noted that 
“an estimated 90,000,000 people a 
day read the comics in the US. 
alone. They are by far the most 
widely read communication in the 
world.” 


Canners Publish Bulletin 

The National Canners. Assn., 
New York, has begun publication 
of the “NCA Restaurant & Insti- 
tutional Bulletin,” providing mem- 
bers with information helpful in 
servicing the restaurant and insti- 
| tutional trade. 


“| READ 
A LOT OF 


MAGAZINES, 
BUT MY 


CHOICE IS 
PRAIRIE FARMER’’ 


He’s an Illinois farmer. 


On Illinois and Indiana farms, Prairie Farmer is named 
1ST choice by 5 to 1 over the next highest farm 
publication. “Outprefers” other magazines 

by even more . . . in fact, no general consumer 
magazine penetrates the Indiana-lIllinois 

rural market by over 25 per cent. 


Prairie Farmer is the one way to cover rural 
Illinois-Indiana—second largest mass market 
in these states—with one publication. 


Whatever your product, remember: 
In rural Indiana and Illinois, 
Prairie Farmer is your 1ST choice, too. 


: 1230 West Washington Blvd., Chicago 7, Illinois 


Member of 
MIDWEST FARM PAPER UNIT 
35 E. Wacker Drive, Chicago 3 
250 Park Avenue, New York 17 


West Coast Representative 
Townsend, Millsap & Co. 

110 Sutter St., San Francisco 4 
159 S. Vermont, Los Angeles 4 


— a 


et 


historical analysis to current in-| 


ALDEN JAMES has been elected senior 

vp and director of sales of Outdoor 

Advertising Inc., New York. He 

was formerly exec vp and director 

of advertising of This Week Mag- 
azine. 


Canada Ford Sets 
$2,500,000 TV Buy 


Toronto, Sept. 22—Through its 
three. agencies, Ford Motor Co. of 
Canada has signed up with the 
Canadian Broadcasting Corp. for 
the “biggest entertainment pack- 
age in Canadian television his- 
tory.” 

The $2,500,000 package features 
a 39-week series of 90-minute 
and hour spectaculars originating 
in both Canada and the U. S. 

In addition, the company will 
bring to the Canadian television 


networks two French language 
shows, local news and_ sports 
broadcasts, a co-sponsored all- 


new western series entitled “The 


Deputy,” starring Henry Fonda, 
and the “Tennessee Ernie Ford 
Show.” 


The major production feature, 
“Startime,” will start Oct. 6. 
Twenty shows will be imported 
from the U. S.; 19 will originate 
in Toronto. , 


= Rhys M. Sale, president of Ca- 
nadian Ford, said the series “will 
attract one of the largest regular 
tv audiences in the history of the 
medium.” 

The $2,500,000 contract covers 
all production, service, station and 
line facilities from coast to coast. 

Ford was represented in_ its 
negotiations with CBC by its three 
agencies—Cockfield, Brown & Co. 
Ltd.; J. Walter Thompson Co. 
Ltd. and Vickers & Benson Ltd. 
This is believed to be the first 
time three agencies have repre- 
sented a single sponsor in work- 
ing out details for a series of 
programs. # 


‘Reader's Digest’ Opens Sales 
Offices in Minneapolis 

Reader’s Digest will open a 
Minneapolis-St. Paul advertising 
sales office representing the mag- 
azine’s U.S. edition in Minnesota 
and Wisconsin about Jan. 1, 1960. 
Offices will be located in the 
First National Bank Bldg. Until 
that date, Thomas K. Reis, who 
will head the new office, will op- 
erate a temporary office in Suite 
624 First National Soo Line Bldg. 
Mr. Reis was formerly in the 
Chicago sales office. 


‘Dun’s Review’ Rate Corrected 

In reporting Dun’s Review & 
Modern Industry, New York, rate 
increases, based on an average 
paid circulation guarantee of 117,- 
500 for 1960 (AA, Sept. 14), to 
$1,600 for a b&w page and $1,800 
for a two-color page, ADVERTISING 
AcE mistakenly reported the pres- 
ent rates. The correct present rates 
are $1,510 for a b&w page and 
$1,710 for a two-color page. The 
new rates become effective with 
the January, 1960, issue. 


Jones Joins KIST 

Robert L. Jones has been ap- 
pointed president and_ general 
manager of KIST, Santa Barbara, 
Cal. Mr. Jones was formerly sales 


manager of Western States Radio. 
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For the capture of this mans 


This is the opportunity you’ve been looking for—a chance 
to create a really effective businesspaper advertisement. 


YOU CAN EARN $1000 

To satisfy this long-time, deep-felt urge—and earn $1000 in 
the bargain—send us copy and a rough layout for one ad- 
vertisement (any size, color or not, as you see fit). This ad 
should be capable of attracting the interested attention of in- 
dustrial advertisers with a stake in the automation market. It 
should point up the values Automation holds as a medium 
for reaching buyers of automatic production equipment. 


MORE THAN ONE WINNER 
This is not a one-winner contest. AuTroMATION will pay $1000 
to the creator of each advertisement it decides subsequently 


ATTINTION 


to use as part of its advertising campaign. AUTOMATION editors 
will be the judges. Contestant’s identity will remain anonymous 
during judging. 

FOR HELPFUL BACKGROUND INFORMATION 
Pertinent information about AUTOMATION’s market, readers and 
objectives for use in preparing your entry appears on the back 
of this page. If you desire additional material, please write and 
we will send you a booklet supplying complete details. 


DEADLINE IS NOVEMBER 30, 1959 

The competition is open to all. Anyone with a creative flair 
is urged to try his skill. Yours may be just the idea we’re look- 
ing for. Send completed entries to $1000 Reward, c/o 
Automation, Penton Building, Cleveland 13, Ohio. 


Smonsts Ey OR Be Er. ro Sirah hee Ra hen : al . me ; i i 
% SBP +o oF 3 i ar a st ze - alia - 7 é al %, 7 x ; P : * ‘a9 3 : : 
a . , . = : , Re 
— Sea 7 “ 
Ange } ie 4 K , 
| é 
ae 
3 
a 
ay 
ae 
—e 
oe, 
ee) , : 
ie 
~ 7 - ae : 
{ — i) A : j 
4 i F ay * 
J . ie te 
“aa epee 
- f , a ; ‘ 
ins ae 
Ne 
‘ > ae 
} Ly 
Bae 
ae = 
a Bree Ss eS 
a ¥ : s 
5 a, tj */ : ea rat Me E 4 ser 
: a ne petit paee Sie 
na 1) cag a aa ; a= F : e 
a aah sti abe 3 =i he f 
‘ 
< ’ | 
; ko 
i 
\ 
! 
i. ; 
4 ra ‘ 
: ; rt te 
, ee 
| 
: | x sig 
aii 
\ ia 
: } > 
\ 
. | ~ >i 
alee 
init 
| es 
i i 
} Be i) - 
7 § ae - 
{ ‘ ae 
A me : ae - Bs i : a 
t ot Ca iene Sree. hee ie 
‘ti, i tea a ewe 2 sae 
4° - Re Te. aed 2 
‘ ; e , _ Sapa Sie taiog rei he ; Prt é 
1 le enansshe meray Sa «serene wae 4 ot deen edema me 
tate et yi eeu eel — 
; == : ces iil ee Sessa ; 
| a : 
Se Paes sac 5 ee reise ag SA athe 
+ ee oe ie : as, rae Saige Sa rt ea 
i eae ——— STE Tae ba exits Sia Nes Cae STS Sr Sea com | ; 
4 <= Aes - is eet re : 
é ae eg cat ek oe ro ae FSS ae 
| == ee siSsea sui 
| SS Ss Cee er , | fir ae 
a onto < .. oa eae — ene y: 
} Be eae - ae 
ed a hare Saas : sms eae! 
| eae er “ ie mp 
} " i 4 : ——  § soles 8 <<" (oa? ny z= t wee 
' , . —— ae nes cu cS, = "7 ris 
\ ‘ is aaa eae: er : <= Nanaia 
j ess. ; se i. eh oe 
—en ee ee: * 
Ps Fs ; . ee, bs 
Dy, ie te aa Sos t) Te 
"he a 2 Se me wey 
; 4 3 a ‘== ; : 
:. = : 
» . ‘<6 ne 
: 5m “s P i. 
7 Se ‘ = 
ene = | 
Se ies ee a w roe ge a 
; : yore ; e ; ———— aaa “ae 
\ Sees 
, prety 9 
A yee 
Se 
le | 
‘ aba 
i ae - ie 
i es: 
| ~ : 
Sopa 
' orm 
t See 
a 
hare 
ee A 
} ae seen 
if, sida 
4 ae 
ay BS aes 
f 
t 
M 
ee sata 
ne 
Hae 
f are we 
; ar 
pn ; 
; 
| 
A 
: ; 
; r 
' 2c 
H Be: 
* 7 
: as 
: 
: 
; aay 
Ph eS 
' =a 
i waar ad 
4 eg 
| ) pies 
eee * ao =. he Ninteae : hee 1 en cn ie : iad “% = s oh ee 4 
oon ore) De eo ese 
Ger ase my 
3 SRR Pe waar” be oe 
pee nat eek Re Mee enw Gees aaa rae sri os 
SER 2 pon ate Peon ie ot ie Bo & Ge. a : ers. ee ie = SSC eae 
We comer Soran, i Wiss Setar Bit ee age ted cee a as ee se een Be ot one ee nA ee ae OPE oa aay ae as fe 7 
Z ea dhs iy ete = nage Sad Coe ie at URE TTiagS SRN AEE | ets Oe Oma Se Wine ay Oe a teers = ee age Ro [on eee em Te ee OR tah" eS pallens Senne cae ae yon OE Sg aet Se 1 SaaS hiycy Cac ao 
Sede crm Pk ee aS eee Aenean Boete Sea re SS ee Bi RR Te Sea OES a Oe ee Sa te Se RR tee TAS beg cee a es CM 
i es apap ns $0) ee ee : panes Braet nese i Pe eM a YEON Sa SO ee a hee Ae) SY sine a se Spe es Seems a r i ee = p= Pies sta Seok Saree S ert 
nese ate So oa Seer San Se Ta Sa an ERO Alm a aN Og ey ree ER a WM ger ae sh trata niece ge AS RPh” Ae See a Og eg em Olle. ne eM en LO mpc, Bs 
Steins ta keen rime ne ee NSS Sea es On ie were aoe *: ee si | rae aaa No 2a Trace es oe gee trier ne: aS oe i ie a e cae eae -- eben etic geod eR Mo acy a 
ve Pea akc Se a 5 PF i * ay aes ee i — SrA Pie kik ‘ . DE ay ae ae er em an! eae (gn SR 0 et a ae Mg ie Sarl ae Pea see eT oe a eS ach re Pe eae 


Background Information to Help You W 


1000 REWARD 


; (For complete contest details, please see reverse side) 


The Marketing Man’s Stake in Automation 


Automation is the marketing man’s challenge 
today—and in the future. His ideas must match 
this manufacturing concept. The creative mar- 
keter realizes that as an absolute first condition, 
automation requires the establishment of a pre- 
dictable, stable, and expanding market. Economic 
and sociological pressures force automation on us; 
automation forces new marketing concepts on us. 

The building of a constant market will require 
a more complete circuit of communication. Now, 
the manufacturer-customer flow of information 
largely goes from the maker to the buyer. But 
with automation, we will have to know more 
about what the customer wants. Needed are 
improved ways to get better communication from 
maker to user and then back again. 


The Management Man’s Stake 


Automation, or continuous automatic production, 
naturally will grow out of more complete mech- 
anization. We have progressed from the manual 
area through the mechanization area and are now 
well into automation. Any discussion about 
whether automation is desirable is a futile intellec- 
tual exercise. We might as well argue whether 
‘he tides and the seasons are desirable. 

The dawn of mechanization at the turn of the 
century brought a new era of lower costs and a 
higher standard of living than would have been 
possible in a manually operated economy. Now, 
we are approaching the upper limits of cost and 
labor reduction possibilities in a mechanically 
operated economy. We need a new breakthrough 
—and it will come through automation. 

In the words of D. S. Harder, former Executive 
Vice President, Basic Manufacturing Divisions, 
Ford Motor Co., 

“Time has proved that the machine age is 
a boon—not a _ bugaboo... Manufacturers, 
large and small, have to make a choice. They 
can heed the warnings of uninformed doom 
prophets and retard our industrial progress—a 
road leading to oblivion. Or we can all have 
faith in ourselves and our ability to harness 
the potential of this new phase of indus- 
trialization for the benefit of all.” 


The Manufacturing Engineering Function 


When industry first backed into automation with- 
out precision engineering, it had plenty of trouble. 
As a result, the manufacturing engineering func- 
tion developed and has become industry’s fastest 
growing and most important buying influence for 
automated production equipment. 


Industry is changing from a departmentalized 
approach to a three-phase approach. 


PuaseE One—the processing or work-perform- 
ing phase, which includes all the steps that alter 
or combine materials. 


Puase Two—the handling phase, which en- 
compasses the movement of materials in process 
within or between machines. 


Puase THree—the control phase, covering the 
automatic cycling of functions 1 and 2—either 
independently or integrated. 


How AUTOMATION Serves This Function 


Edited for men with manufacturing engineering 
interests and_ responsibilities . AUTOMATION 
serves all industries. It reports and interprets all 
significant advancements and trends relating to 
automation, including planning, development, 
design, installation and maintenance. It provides 
for the exchange of ideas from one industry to 
another. This cross fertilization is the time-and- 
money saving link between those who have solved 
a production process problem and those who are 
still looking for a solution. 


Why Users Read AUTOMATION 


AuToMATION is directed particularly to manufac- 
turing engineering and operating management 
men in industry who are responsible for, or di- 
rectly interested in, automation. Editorial and 
advertising pages provide the basis for their deci- 
sions concerning the adoption or improvement 
of automated equipment and manufacturing sys- 
tems for their own use. 


Why Designers and Builders Read It 


In addition, AuTromaTion appeals to engineers 
and management men in companies that serve 
the special automation needs of industry . . . the 
manufacturing engineering function to industry. It 
gives designers and builders specific job help re- 


aaa a9 £3 Get ACTION from 
_ the men who buy 
and specify... 


® Production Equipment 


m nuion f 
op mun market 


© Handling Equipment 


® Power Drives and Auto- 
matic Control Equipment 


oe Alulrio[m)alT|ioln 


A Penton Publication 
Penton Bidg., Cleveland 13, Ohio 


lating to all types of automated original produc- 
tion equipment . . . from single automatic ma- 
chines to fully integrated lines and plants. 


Reaches a $5 Billion Market 


A continuing industry-wide study pinpoints the 
tremendous potential for Production Equipment, 
Handling Equipment, Power Drives and Auto- 
matic Control Equipment in this vast market 
controlled by the manufacturing engineering 
function. This “Survey Report and Automation 
Forecast” provides you with a new measure of 
marketing trends. Ask your AUTOMATION Repre- 
sentative to show you how to incorporate its data 
into your marketing plans. 


Attracts a 90,000 Buyer Audience 


AuTomaTion’s vital readership is concentrated 
among 90,000 key buying influences .. . the 
manufacturing engineering and management men 
who specify, recommend, approve and buy your 
products. It reaches the important influences of 
the buying team . . . the men your salesmen don’t 
always get a chance to contact and, yet, would 
prefer to contact. 


High Response to Editorial 


Written by manufacturing engineers for manu- 
facturing engineers ... AUTOMATION is geared 
to the exact needs and wants of its readers. Its 
editorial pages clearly communicate—create re- 
spect and response! This high level of reader 
interest is documented by reprint requests (aver- 
aging over 130,000 annually) and continually 
high Starch readership scores. 


High Response to Advertising 


Every advertisement in AUTOMATION is directed to 
the manufacturing engineering function, produc- 
tion-management men, or the designers of pro- 
duction equipment. No waste circulation . . . for 
every reader has the need to know about these 
products and the power to buy them. 


Market Planning Help 


You get more effective results from your adver- 
tising and help in reaching key automation- 
minded men in industry, too, with a complete 
marketing plan which includes: The Penton 
Census . . . the Continuing Industry-Wide Study 
of Automation . .. Reader Action Reports .. . 
Market Data Sheets . . . Starch Scores . . . plus 
many other Merchandising Aids. Your AUTOMATION 
Representative is prepared to help you make the 
most of industry’s fastest growing and most influ- 
ential function—manufacturing engineering. 
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California Marketer Tests Toss; 
Will Pick Agency for New Detergent 


(Continued from Page 3) 
tensive use of television, which I 
consider a good medium for house- 
hold products such as ours.” 


3. The price should be such that 
the maximum profit consistent 
with maximum volume can be 
achieved without encouraging com- 
petition. 

“To provide some basis for 
pricing Toss,” Mr. Miller contin- 


® The water soluble film which 
forms each packet of Toss, accord- 
ing to Mr. Miller, not only dis- 


ued, “we made a study of the| built in services and greater con-| 
prices of other so-called ‘conven-/| venience. 
ience’ goods relative to the same, “The introductory price of 69¢ 
goods without ‘built-in’ services.) retaj) for Toss,” Mr. Miller said, | 
“The results indicated to US | “represents a 53% premium over | 
that products with built-in serv-| the most nearly comparable com- 
ices offering greater convenience peting product. The best example 
to the consumer command from) might be tea bags. Consumers are 
29% to 595% premium in price.| paying 52% more for orange pe- 
“Almost without exception,”|koe and pekoe tea in bags, over 
Mr. Miller says, “consumers have|the loose type, and 135% more 
demonstrated a willingness to pay|for green tea in bags over the | 
a substantial premium for such| loose type.” 
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Mr. Miller used ten Purity gro- 
cery stores in the San Jose and 
the San Francisco peninsula area 
for his initial marketing tests. + 


Put More Zit in Your Zingo 


ORIGINAL GIMMICKS 


Novel gimmicks spark campaigns, make 
friends, do big promotional jobs-—we 
develop original gimmicks to meet your 
special needs. For direct mail, promo- 
tions, conventions, premiums, ete. ic to 
$1.00 or more. Gimmick mail programs 
developed and handled. Write for details. 
Halbach Advertising, 510 Maine St., 
Quincy 2, Illinois. 


solves completely in hot water 
within one minute, but the dis- 
solved film itself adds suspending 
power to the detergent solution 
and keeps soil particles from be- 
ing redeposited on clothes during 
a wash cycle. 

Each packet of Toss, Mr. Miller 
says, “is equivalent in washing 
power to 1 to 1% cups of ordinary 
washday product, and the _ indi- 
vidual packets are packed in a 
colorful tuck-top box featuring a 
dispenser.” 

A hole in the box serves as an 
indicator of “when to buy anoth- 
er box.” It is in addition to the 
dispenser opening, through which 
one packet at a time may be re- 
moved for use. 

Each box contains 12 packets 
and retails at 69¢; the cost to the 
housewife is figured at 5.75¢ per 
wash. 

“The major advantage of Toss 
over existing detergents,” Mr. 
Miller explains, “is convenience. 
The pre-measured packets free 
the housewife from the mess and 
the uncertainty of measuring at 
the washing machine. 

“In addition,” he continued, 
“the soluble packet has an in- 
trinsic novelty appeal, and Toss 
also avoids waste and accidental 
spilling, as well as the caking, 
dusting and sneezing encountered 
with some detergents.” 


s The idea for Toss first occurred 
to Mr. Miller some ten years ago, 
when he worked for the Shell 
Chemical Corp. He has a degree 
in chemistry from the University 
of Nebraska and did graduate 
work at Stanford in business ad- 
ministration and physical sciences 
At one time he was senior chem- 
ical economist for the Stanford 
Research Institute. 

Now 40, Mr. Miller admits he 
was deterred from developing his 
idea ten years ago “because no 
satisfactory water soluble film 
was then available, and the tim- 
ing just didn’t seem right for such 
a new product. 

“When Reynolds Metals and oth- 
ers developed a_ water soluble 
film,” Mr. Miller said, “I remem- 
bered the idea, and about six 
months ago I started a develop- 
ment program aimed at produc- 
ing and marketing Toss.” 

William Steven Co., Los Ange- 
les, was chosen as the ‘custom 
packager” for the detergent, pro- 
duced in San Francisco according 
to a “special formula” by a com- 
pany Mr. Miller refuses to name. 

The outer package of the indi- 
vidual packets of Toss was de- 
signed by the Schmidt Lithograph 
Co., San Francisco. 


= “Because there is no other 
product on the market in direct 
competition with Toss,” Mr. Mil- 
ler told AA, “the pricing of the 
new product presenied a special 
problem.” 

The general principles which 
Mr. Miller followed in solving the 
problem were: 

1. The price must be high enough 
to cover costs of raw materials, 
production and distribution and 
must provide a reasonable profit 
for the manufacturer as well as the 
marketer of the product. 

2. The price must be set at a lev- 
el that will be attractive to con- 
sumers. Although a new product 
may offer certain advantages over 
an existing product, the value of 
these advantages to the consumer 
must be weighed carefully. 
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Avery-Knodel Appoints Three 
In a realignment of responsi- 
bilities at Avery-Knodel, radio-tv 


SiMPSON-REILLY, LTD. 
Publishers epresentatives 


LOS ANGELES. HALLIBURTON BLDG. 
SAN FRANCISCO CENTRAL TOWER 


station representative, William E. 
Moore, formerly head of the Los 
Angeles office, has been named 
Pacific Coast manager of the radio 
division. David B. Meblin, previ- 
ously head of the San Francisco 
office, has been appointed Pacific 
Coast manager of the tv division. 
Robert Mohr, formerly a_ senior 
account executive at KTLA, Los 
Angeles, has joined the Los An- 
geles tv sales staff of Avery- 
Knodel. 


Recreation Annual Planned 
American Recreation Annual, 
an official publication of the Amer- 
ican Recreation Society, will be- 
gin publication next January. It 
will be distributed to the more 
than 5,000 ARS members Jan. 
An additional 2,500 copies are to 
be made available at $5 a copy. 
The society’s members are the 
professional, fulltime recreation 
personnel in government, the 
armed forces, churches, industry, 


re ae ener 
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schools and other institutions. The 
publication will be produced by 
Hoffman Publications, New York. 


Bagge Elected VP 

Arthur W. Bagge has been elect- 
2d vp of Peters, Griffin, Wood- 
ward, Chicago radio and tv na- 
tional sales representative com- 
pany. Mr. Bagge, who has been 
with the company 11 years, will 
retain the position of midwest 
radio sales manager. 


From 6 PM to Midnight, sSeniling ecu Fridaywhen't C: 
_watching television—WNBQ's average share of audience is 34%. The next station's is 26. 7%.A- 


27% lead for WNBQ* WNBQ: CHANNEL 5 IN CHICAGO NBC Owned ‘Sold by NBC Spot Sales 


Get more Ml 
for the weeken 


There's 6 werkend comin —yuo'll nend qutre mil More mill for Dad—for the 
ate —few brwaikines lunches, some Mth 0 hag om A permrerten f 
Onder exten milk now for thie weekend. AMERICAN DAIRY ASSOCIATION emer 


PLAN AHEAD—The American Dairy 
Assn. is urging consumers not to 
out of milk on the weekends 
with this four-color ad breaking in 
the Chicago Sun-Times and the 
Chicago Tribune. Ads will also ap- 
pear in the other 85 top markets. 
Campbell-Mithun is the agency. 


run 


Huntington Elects Birke 

William D. Birke has been elect- 
ed president of Huntington Pub- 
lishing Co.. Huntington, W. Va. Mr. 
Birke, publisher 
of the Hunting- 
ton Herald-Dis- 
patch, was for- 
merly vp of the 
company. Mrs. 
Edward H. 
Long, widow of 
the late treasur- 
er of the com- 
pany, was elect- 
ed vp and treas- 
urer. 

Lawrence H. 
Rogers was 
elected secretary and Walker Long, 
former president, was named 
chairman of the board. Mr. Long is 
the publisher of the Huntington 
Advertiser. 


William D. Birke 


Archdiocese Honors Donnelly 

The former Loew’s State Thea- 
ter, Boston, recently purchased 
by the Boston Catholic archdio- 
cese, will be renamed the Don- 
nelly Memorial Theater in honor 
of deceased members of the fam- 
ily of John Donnelly, a pioneer in 
outdcor advertising. Mr, Donnel- 
ly, of John Donnelly & Sons, died 
June 14. 


Dichter Opens New Oftices 

Dr. Ernest Dichter, president of 
the Institute for Motivational Re- 
search, has left on a trip to Latin 
America, where he will open of- 
fices in Argentina, Brazil and Ven- 
ezuela. Dr. Dichter said: “There is 
very little knowledge and almost 
no experience with motivational 
research in these countries.” 


Minnesota Unit Names Bergh 

Howard M. Bergh has been ap- 
pointed graphic products group 
advertising manager of the Min- 
nesota Mining & Mfg. Co., St. 
Paul. Mr. Bergh has been graphic 
products advertising supervisor 
since November, 1958. 


Lombardi to Hoag & Provandie 

Richard (Doc) Lombardi, pre- 
viously associate producer at Tel- 
avix Film & Recording Studios, 
Boston, has been named director 
of radio and tv at Hoag & Prov- 
andie, Boston. 


Muzak Names Wilson 
J. R. H. (Hank) Wilson, presi- 
dent and general manager of 


WMIT, Charlotte, N. C., will be- 
come field sales manager for the 
eastern U. S. for Muzak, New York, 
| Oct. 15. 
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At the threshold of a new decade, the Institutions Market in the 60’s can be summed up in the word ““MORE”’ 
. more people, more restaurants, more hospitals, more schools and colleges, more hotels and motels . . . 
more of ‘ust about everything. Look at some of the estimates: 


. total new Institutions construction to exceed $200 billion in the 60’s! 
.. the Institutions remodeling market to exceed $100 billion in the 60’s! 
.a 50% increase in Institutions food sales by 1970... zooming to $30 billion annually! 
. hospitals should need 3!4 million beds by 1970... virtually double their present capacity! 


. school enrollment to go UP, UP, UP by 1970; high school enrollment UP to 17 million; 
duesaens school enrollment UP to 35 million; college enrollment UP to 6.5 million . 
over 12 million more students than in 1960! 


The keynote, then, is MORE opportunity for Institutions operators in the decade to come... 
and MORE opportunity for manufacturers to gain a sales-share of this booming Institutions Market! 


In its ANNUAL PURCHASING AND PLANNING ISSUE of January, 1960, INSTITUTIONS Magazine serves both 
Institutions planners and purchasers and manufacturers looking forward to 1960 and the “MORE” years ahead. 
Editorially, the ANNUAL PURCHASING AND PLANNING ISSUE has top current interest value. 

As a reference volume, it offers year-long use, giving year-long exposure to the advertisers’ message. 

To manufacturers interested in a full year’s opportunity to sell the Institutions buyers 

and specifiers, the January issue is a logical avenue of sales-service. Manufacturers actually 

become a part of this issue through listings of their products, trade names and addresses. 

It’s your dominant medium for building Institutions sales . . . 

the only publication delivering ABC-paid circulation to all segments of the Institutions Market. 


PLAN NOW to be fully represented in INSTITUTIONS Magazine’s January, 
1960, ANNUAL PURCHASING AND PLANNING ISSUE! 


CLOSING DATE s/f ADVERTISING SPACE ORDERS, NOVEMBER 1, 1959 v4 
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Vital Editorial Features Guarantee 
Year-Long Readership-Usership 


THE SIZE OF THE SIXTIES... 

A depth analysis of the Institutions field ... where, geographically, 
Institutions will have the greatest growth potential . . what facilities 
will be demanded as a result of the nation’s population and economic 
growth during the 60’s... 


HE NEW ELITE. 
In formative vignettes define the new Institutions Management Man 
emerging as a result of the growing complexity and scope of an Institu- 
tion’s operation... . 


CHANGING BUYING PATTERNS 

An examination of the complex factors which determine the cost of 
distributing goods to Institutions. ..cooperative buying. . . consoli- 
dated purc saline systems... 


MENU MERCHANDISING FOR 1960... 

A spectacular four-color feature depicting recipes and merchandising 
ideas to help Institutions operators capitalize on important holidays 
throughout the year... 


WHAT CONSTITUTES CONTRACT FURNITURE? 

A review of the special characteristics that make Institutions fur- 
nishings . . . their construction, testing and perfecting ... purchasing 
considerations. . . 


DIRECTORY SECTI 

The most complete feting published for Institutions buyers, including 
e Classified Directory of Products 

e Directory of Trade Names 

e Manufacturers’ Names and Addresses 


ADVERTISEMENTS TO BE SET, NOVEMBER 10, 1959 / COMPLETE PLATES, NOVEMBER 20, 1959 
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for more details, consult your advertising agency 
or your nearest Institutions Magazine representative 


CHICAGO: INSTITUTIONS Magazine, 1801 Prairie Ave., SAN FRANCISCO: McDonald-Thompson, 625 Market St., 
Chicago 16. Calumet 5-1800. San Francisco 5. Yukon 6-0647. 


EASTERN: INSTITUTIONS Magazine, 110 East 42nd St., PACIFIC N.W.: Frank J. McHugh Co., 520 S.W. 6th Ave., 


Portland, Oregon. Capitol 6-2561. 

New York 17. Oxford 7-1660. : P 

oon 7 101 Jones Bldg., 1331 3rd Ave., Seattle 1, Main 4-3840. | 
CLEVELAND: INSTITUTIONS Magazine, 913 Citizens Bldg., DENVER: McDonald-Thompson, 620 Sherman St., i ; 
Cleveland 14. Superior 1-0250. Denver 3, Colo. Keystone 4-4669. ; , 
LOS ANGELES: McDonald-Thompson, 3727 W. 6th St., SOUTHERN: Morgan Pirnie, 1722 Rhodes-Haverty Bldg., 


Los Angeles 5. Dunkirk 7-5391. Atlanta 3, Ga. Jackson 2-8113. 


MAGAZINE OF MASS FEEDING/MASS HOUSING . 
1801 PRAIRIE AVENUE «¢ CHICAGO 16, ILLINOIS : 


SERVING: ‘Hotels, Motels, Resorts, Hospitals, Sanitariums, Restaurants, Fountains, Schools, Colleges, Camps, Rel 
ape Inst ns, Industrial Institutions, Transportation Systems, Youth Service Organizations, Military latilistions 
ernment Institutions, Office Buildings, Clubs, Auditoriums, and their Consultants, la i and ak 
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Advertising Age, September 28, 1959 


APRIL 18, 1906... 
nail , 


es 


SEE IT THEN—To dramatize the value 
of insurance protection, Royal 
Globe Insurance Group will use ads 
in The Saturday Evening Post and 
Time featuring national catastro- 


phes. The first disaster, a page in 
two colors, appears in the Sept. 26 | 
issue of the Post. Lennen & Newell | 


is the agency. 


60 Olds to Be 
Unveiled on Two 
Nets Sept. 29 


Detroit, Sept. 23—The “bal- 
anced design” 1960 Oldsmobile of- | 
fering a “new balance of power” | 
and a “quadri-balanced ride” will | 
get a kind of balanced tv intro-| 
duction to the public Sept. 29. 

The new model will be intro- 
duced almost simultaneously on | 
ABC-TV and CBS-TV. The half- 
hour “Dennis O’Keefe Show” (8 
p.m., EDT) will exhibit the car on 
CBS-TV and a special 60-min. | 
musical spectacular with Bing 
Crosby and Frank Sinatra will 
show it on ABC-TV at 9:30 p.m. 
EDT. 


s “This marks the first time that 
a new model car will be intro- 
duced over two major networks 
in a single evening,” said L. A. | 
Grobe, ad manager of Olds. Public 
showings by Olds dealerships is 
slated for Oct. 1. 

The O’Keefe show will be the 
second of a new series of situation 
comedies Olds is sponsoring this | 
season beginning Sept. 22. On the | 
radio side of CBS, meanwhile, Olds | 
will sponsor a Monday through | 
Friday nightly series of 10-min. | 


newscasts by Lowell Thomas be- | : 


ginning Sept. 28. 
The magazine phase of the in- 
troduction will involve color gate- | 


Why the 

1960 Oldsmobile 
will give you more 
satisfaction than 
any car you have 


ever owned 
a aa 
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REASON WHY—To herald its 1960 
model debut Sept. 29, Oldsmobile 
is running this b&w ad in the Sept. 
20 Family Weekly, Parade and 
This Week and the Sept. 27 Amer- 
ican Weekly to emphasize the “sat- 
isfaction” the new car offers. 


fold spreads in Better Homes & 
Gardens, Life and The Saturday 
Evening Post. Spreads are also 
planned for Newsweek, Sports II- 
lustrated, The New Yorker, Time 
and U. S. News & World Report. 

Other ads, for the “class” mar- 
ket, will go in Harper’s Bazaar, 
Holiday, The New Yorker, Town 
& Country and Vogue. 


s The trade publication push will 
involve a b&w spread in Auto- 
motive News and b&w pages in 
Motor Age, Motor West, NADA 
Magazine and Southern Automo- 
tive Journal. Selected farm publi- 


cations are also on the schedule. | 

For what Olds calls the “techni- | 
cal minded reader,” there’ll also | 
be ads in such publications as 
American Scientist, Jet Propul- | 
sion, SAE Journal and Scientific 
American. 

Then, in what Olds describes as 
“the most powerful and far-reach- 
ing newspaper campaign the divi- 
sion has ever assembled,” Olds 
will place b&w announcement 
ads—ranging from pages to one- 
third pages—in more than 4,600 
newspapers, in afternoon editions 
of Sept. 30 and morning editions 
of Oct. 1. Follow-up ads will go 


into more than 4,000 of those 
newspapers. 

The outdoor segment of the 
push will include 6,000 24-sheet 
posters throughout the country. 


s “While our ads will keynote a 
few of the many improvements 
which appear in the 1960 Oldsmo- 
bile, our over-all ad effort will 
center around the general theme 
of ‘mighty satisfying’,” said Mr. 
Grobe. 

D. P. Brother & Co., Detroit, 
handles Olds. This campaign be- 
gins the agency’s 26th year on 
the account. # 


Attention Admen! 


it type 


Tens of thousands of artists, 
admen, printers, editors, stu- 
dents swear by the Haberule 
Visual Copy-Caster . .. world’s 
fastest, simplest, most accurate 
copy-fitting tool. Only $10 at 
art supply stores or direct. 
Money-back guarantee! 


HABERULE 


Box AA 245, Wilton, Conn. 
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LOTS Og ST I Ty CTR oer mer ares 


OAKLAND MARKET — 
. pen f 


H SAN FRANCIS 


a Bk. : ge ta 


complete coverage through MAX- : 
IMUM. POWER (100 KW VIDEO) on low band CHANNEL 2 


_ COVER THE SAN FRANCISCO-OAKLAND MARKET 


WITH KTVU’s 


“BLANKET” SIGNAL COVERAGE 


ONE JACK LONDON BOUAR 
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Wonder 


where 
the 


ELLOW 


went? 


(or red or blue, too!) 


In Seattle... THE SEATTLE TIMES 
iS want te 513,153 LINES 


The Seattle Times ROP COLOR 


SEATTLE’S SECOND PAPER 
210,392 LINES ROP COLOR 


* Source: Media Records, first five months 1959 
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REPRESENTED BY 7 
O'MARA & ORMSBEE, INC. 
New York « Detroit + Chicago 
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SEATTLE’S cS NEWSPAPER pie ‘ : Metro Rotogravure Group 
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Advertising Age , 


National Ad Expenditures in Ten Media, 1954-58 


NEWSPAPERS & SECTIONS 


MILLIONS OF DOLLARS 


[_] macazines 
[I] Network tv 
Es SPOT TV 
BUSINESS PUBLICATIONS ones 
{"] ourpoor 3,109.6 
NEWSPAPER SECTIONS : 3 
[J NETWORK RADIO on 757.4 
HME spor ravio 2,507.9 
MA Farm papers 
TOTAL 
2,246 1 3 a Re 
= 695.3 a a 
594.1 7 738.6 696.3 
Pee Fo (710.0) (671.4) 
-*" 691.7 
Ys (661.4) 
657.3 ae" | | *®eeeeee 
IN 
16.2 
iii 
| | A 


110.3 
F=68.0* = reg sesesee® 
137.6 ee8en| sessesese 


1954 


1958 


Sources for the figures in this chart are: 
Newspapers and Newspaper Secti 
Newspaper Publishers Assn. 

Magazines and Network Television—Leading National Advertisers Inc. 

Spot Television—Television Bureau of Advertising. 

Business Publications—Estimates of A. R. Venezian, McGraw-Hill Publish- 
ing Co., as published in Industrial Marketing. 

Outdoor—Outdoor Advertising Inc. 

Spot Radio—Station Representatives Assn. 

Farm Publications—Farm Publication Reports Inc. 

Newspaper Sections only—Leading National Advertisers Inc. These figures 
are based on advertising appearing in the following sections: The American 


Bureau of Advertising, American 


Weekly, Family Weekly, First 3 Markets Group, N. Y. Times Magazine, | 


Parade and This Week Magazine. 

*Figure for newspaper sections only is included in figure for newspapers 
and sections, and therefore should not be added to all-media totals. 

NOTE: Media figures within each bar cannot be added to get total for 


any one year, since figures involve duplications. For example, five national 
farm publications are included in both magazine and farm paper totals. 

Newspaper section totals included in the Bureau of Advertising's figures 
cover all national advertisers’ investments in The American Weekly, Family 
Weekly, Metropolitan Group, Parade, Puck—the Comic Weekly, This Week 
Magazine and ‘‘the many other smaller publications distributed as sections 
of Sunday (or Saturday) editions of daily newspapers."’ 

Magazine figures through 1955 include six national farm publications 
measured by Leading National Advertisers Inc. The 1956 and 1957 fig- 
ures are for only five farm publications since Country Gentleman was 
discontinued in 1955. Revenue for these five publications is also included 
in the farm paper total. The magazine figure in parentheses excludes the 
five publications. 

Publishers Information Bureau stopped measuring network radio expendi- 
tures after July, 1955. The 1955 total is based on PIB figures for the first 
seven months plus AA's extension of these figures for the full year. Later 
annual totals are estimates by Radio Advertising Bureau. 


Newsprint Consumption 
for ‘59 at Record Level | 

New York, Sept. 25—There | at a record level. 
probably is no better barometer as | 
to the newspaper business’ health | consumed 9.2% 


than American Newspaper Pub-/|than in August, 1958, 9.5% more 
con-|than in August, 1957, 5.1% 


lishers Assn.’s newspaper 


|sumption statistics. At the end of|than in August, 1956. 
August newsprint consumption was 


For the first eight months of 
1959, newsprint consumption was 


Newspapers reporting to ANPA sup 7.2% over the first eight months 


/ 


more newsprint 


more | 


of 1958, 2.4% over the same period 
of 1957, and 1.6% over the previous 
record eight months in 1956. 


THE NATIONAL NEWSPAPER OF MARKETING 


1959 Comeback... 


Newspaper 
Progress 
Section 


Newspaper Linage and 


Circulation 


Recover from 1958 
Dip; R.O.P. Growth 
Brings Hope, Strife 


New York, Sept. 25—As news- 


papers swung into the final 
months of 1959, they were buoy- 
ant, prosperous, riding a linage| 


and circulation boom—and given 
to gloomy introspection about im- 
portant aspects of their business. 

They had been through a) 


/rough year of linage decline and | 


recovery, a year of turbulent and} 
costly labor disputes, and a year 
when changed selling patterns be- 
came evident. It was a year when 


| the newspaper situation in Chi- | 
|cago settled down to a two-pub-| 
|lisher, four-newspaper duel, and/| 


|/when Hearst and Scripps-Howard 


/evening newspaper situation with 
'a merged product. 


; tion of color and its future impor- 


compromised the San Francisco 


It was a year when the ques- 


tance to newspapers had seen the 
creation of a new selling organi- 
zation, and triggered a change in 
long-standing representative rela- 
tionships. It was a year in which 
it was evident that r.o.p. color was 
both a bright hope of the news- 
paper business and a source of 
continuing controversy within it. 


s The vital statistics of the news- | 
paper business all looked good. | 
The Audit Bureau of Circulations| 
reported in July that for the six 


months ended March 31, newspa- 


Booming 


per circulations hit a record aver- 
age issue high of 112,114,938 cop- 
ies. For the first seven months of 
1959, Media Records’ 52-city re- 
port showed 1,602,231,369 lines, a 
gain of 6.4% over 1958. Automo- 


tive advertising, historically so 
important to mewspapers, was 
showing a sharp increase (up 


20.9% for the first four months) 
and the introduction of the new 
small cars by Detroit promised to 
be a source of added revenue. 
On the other hand, advertisers 
(Continued on Page 62) 


77 Newspapers 
Add R.O.P. Color; 
Total Is Now 800 


Cuicaco, Sept. 24—A_ record 
800 U. S. newspapers now offer 
r.o.p. color—a total up 17% 
from 723 such newspapers a 
year ago. 

The figures, announced by Lake 
Shore Electrotype Division of Elec- 
trographic Corp. in an annual 
report on r.o.p. color require- 
ments, reflected a continuing pat- 
tern of growth in availability of 
r.o.p. color in recent years. 


® Particularly important was the 
gradual spread of newspapers of- 
fering full color. Of the 800 r.o.p. 
newspapers, 373 now offer full 
color—a 12% increase from 332 
newspapers offering it a year ago. 
(Continued on Page 72) 


How Ad Managers, Agenc 


ies Size It Up... 


Advertisers Show 


More Skill with 


R.0.P., Gripe Some on Cost, Quality 


Reproduction Better 
in Most Newspapers, | 
Despite Sins of Few | 


Cuicaco, Sept. 24—The news- 
paper r.o.p. color picture is grow- 
ing brighter despite a few dark 
spots. 

The spots: Some newspapers 
are scaring away big r.o.p. ad-| 
vertisers because of (1) charges} 
for r.o.p. that the advertisers feel 
are excessive and (2) bad repro- 
duction. 

Despite these spots, r.o.p. color 
in the main is growing bigger and 
better. Not only are linage and, 
availability increasing, but what | 
is just as important, advertisers | 
are learning how to use r.o.p. 
better, they are preparing more) 
effective ads in r.o.p. And, with a) 
few exceptions, most newspapers 
are achieving better reproduction 
quality. Time and experience—and 
perseverance—are bringing about, 


these results. | 


@ These are the major impres- | 
sions gleaned by AA in a check 


with top advertisers and agency 
executives who have used r.o.p. 
and kept close watch on the infant 
medium, These admen, checked in 
New York, Chicago, Pittsburgh, 
Detroit and other cities, feel that 
continued growth of r.o.p. is as- 
sured, but here and there they 
hold reservations on cost. 


a Wesley I. Nunn, advertising 
manager of Standard Oil Co. (Indi- 
ana), declared: “Some newspapers 
still haven’t got into line on 
charges for color. Each year we 
eliminate from our r.o.p. list some 
newspapers whose charges are 
exorbitant. When those papers get 
in line, we’ll use more r.o.p. 

“If you’ve got just so much to 
spend in newspapers, you've got 
to decide whether you can take 
less space in order to get the color. 


}Often you can’t dig deeper for 


more money because it just isn’t 
there. What you have to do, fre- 
quently, is take a few pages in 
color and the rest in b&w because 
the cost of more color is too pro- 
hibitive.” 


s Nonetheless, Standard remains 
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one of the largest r.o.p. advertisers 
(fifth largest last year) and Mr. 
Nunn concedes that “our use of 
r.o.p. would indicate our belief in 
Ag 

Another big r.o.p. user last year, 
ranking sixth behind Standard, 
was Gulf Oil Corp., Pittsburgh, but 
Gulf this year has dropped r.o.p. 
altogether. Gulf, too, has taken a 
thoughtful look at costs. 


= Benton W. S. Dodge, director of 
advertising and sales promotion, 
explained: “We used r.o.p. color 
for a special reason—to advertise 
gasoline sold through purple 
pumps. We have no doubt that 
color increased the noting of our 
advertising. Beyond that, it’s hard 
to learn more. 

“The thing that gave us pause 
was knowing that, in our news- 
paper advertising, 30% of our 
|money was going into color when 
|it might have been going into 
more space. Was it worth it? 

“We think that for this cam- 
paign we probably did the right 
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oth week-days and Sunday the World and Tribune have 
the facilities for printing full ROP color. These newspapers rank 
high among the newspapers of the nation in quality and quantity 
of color. For the rich Tulsa market responds to color, proven by 
the fact that leading general and retail advertisers have used 
color in Tulsa newspapers consistently over a long period of 
years .... and with great success. 


Yes, Tulsa is a rich and colorful market, so add color to your 


campaign and watch sales soar... . in the fabulous 40-county 
Magic Empire. 


For full information ask a Branham man or write the News- 


paper Printing Corporation, World bldg., Tulsa. 


THE OIL CAPITAL NEWSPAPERS 


MORNING @ EVENING @ SUNDAY 


Represented Nationally by The Branham Co., Offices in Principal U.S.A. Cities 


thing. Our purple pumps were 
distinctive, and the color ads 
capitalized on this. Furthermore, 
we've used full color in magazines, 
but here was a case where we 
wanted to do something fast, and 
you don’t do something fast in 
magazines—newspapers are the 
medium for speed.” 


= The reason Gulf is not using 
r.o.p. color this year, Mr. Dodge 
said, is that “we have not had the 
kind of story this year that is 
suitable for newspapers. Next 
year probably will be different.” 

Just how important the con- 
tinued improvement in reproduc- 
tion has been to r.o.p. newspapers 
is evident in these remarks by 
Mr. Dodge: 

“The thing that sells r.o.p. color 
is good reproduction, and the 
thing that unsells it is bad re- 
production. Wherever it’s been 
bad, we have discontinued our 
campaign in color. 

“Usually reproduction has been 
acceptable to us. But in the few 
cases where it was bad, it was 
very, very bad. It was hard for us 
to see how there could be that 
much variation.” 

Mr. Nunn raised another point 
on bad reproduction, and why 
newspapers must overcome it. 
“The advertiser isn’t the only one 
hurt when an ad is badly re- 
produced,” he said. “Even when 
the advertiser doesn’t see the ad, 
the readers do and the newspaper 
suffers along with the advertiser. 
When the reader sees a color ad 
that’s botched, he blames the 
newspaper—his reaction is ‘they’ve 
sure got bum equipment’ or 
‘they’ve got a lot to learn’.”’ 


= But apart from the crackdowns 
on occasional newspapers because 
of charges or reproduction woes, 
the comments were encouraging 
for r.o.p. color. 

Erwin Meissler, vp in charge of 
production at Needham, Louis & 
Brorby, stressed the increased 
understanding he believes is de- 
veloping in regard to r.o.p. 
“Everyone,” he said, “from the 
advertising manager all the way 
down the line, is learning more 
about r.o.p. That goes for agency 
people, and reps, too. Recognition 
of the limitations of r.o.p.—of 
what will print and what will do 
a job—is increasing. It had to, or 
we’d have to chuck the whole 
thing. 

“All the surveys show that r.o.p. 
color ads get more attention than 
b&w—because, for one thing, 
newspapers can only carry so 
many r.o.p. ads. But you’ve got to 
know what you’re doing. If you 
try getting too fancy with r.o.p. 
color, you’re a dead duck. 

“A good b&w ad is still better 
than a bad r.o.p. ad.” 


= The art production manager of 
another big Chicago agency con- 
firmed that r.o.p. knowledge is 
spreading, and that reproduction 
quality is improving. 

“Even the reps are getting into 
it,’ he observed. “Formerly, if 
you complained about reproduc- 
tion quality, or raised a _ point 
about it, the rep would say, 
‘That’s not my field; I’ll get one of 
our experts to talk to you about 
that.’ But today they dive right 
in—more and more reps can dis- 
cuss such problems with you 
intelligently and helpfully.” 


= But Mr. Meissler warned admen 
not to get carried away by fine 
points of reproduction and lose 
sight of primary advertising ob- 
jectives. As illustration, he re- 
called showing an r.o.p. ad to his 
wife and asking what she thought 
of it. Did it look okay and would 
she buy from it? His wife replied 
yes, it looked fine and she would 
buy from it. 

“Personally,” Mr. Meissler con- 
cluded, “I thought the ad was a 
poor job of reproduction. But the 
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Ask us for facts on ROP Color basta 


n? paign of weekly ROP color pages in The 
Specimen pages and costs— 


Milwaukee Journal exclusively during the 
Hi 1959 model year. Sales have boomed to third 
place from sixth in 1958. This big jump in 
| sales gives Rambler 11.2% of the Milwaukee 
market compared to 6% in the nation. 


Rambler dealers in Milwaukee ran a cam- 


"Coloroptics" survey of reader- 
ship for color versus black and 
white in split runs. 


Milwaukee Journal ROP Color 
Service now used by 143 news- 
papers and many advertisers. 


Here is just one of scores of ROP color cam- 
paigns in The Milwaukee Journal which have 
proved that newspaper color brings the ad- 


Se te a oe 
- 


“Newspaper Color for Millions," 


, vertiser exceptional rewards in extra reader- a new booklet on the development 

i ; ; of ROP Color. 

: 2 | ship, extra impact and extra sales. 
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1 | THE MILWAUKEE JOURNAL 

: America’s Most Colorful Newspaper First—Always—in ROP Color Advertising ‘? 
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point is, your objective should be: , porters is Ford Motor Co., which “We check our tearsheets regu- Philip Hinerfield, advertising vp | 
will it sell merchandise—not will accounted for half the r.o.p. color larly, as they come in from around at Pepsi-Cola Co., said the com- 
it please the client because of its advertising of new cars in July,|the country, and think r.o.p. qual-| pany’s r.o.p. color advertising has 
technical excellence.” latest month measured by Hoe, |ity is improving considerably. We made major contributions toward 

and was the second biggest of all| are getting good, clean ads and | developing Pepsi’s “quality image.” 
® The idea that r.o.p. is especially r.o.p. advertisers last year be-| we have few complaints about | He said Pepsi is currently placing | 


effective for certain, specific uses, hind R. J. Reynolds, which in-  off-register ads.” / 115 color pages in 38 newspapers, | 
like promoting purple pumps for | vested the most r.o.p. money—for 'as against last year’s schedule of | 
Gulf, was echoed by one agency Winston cigarets. |@ What is r.o.p. color’s primary | 104 color pages in 34 newspapers. | 


media supervisor, who declined to E. E. Rothman, general adver-| advantage for newspaper adver- | 


be quoted. “R.o.p. can be magnifi-|tising and sales promotion man-|tisers? Impact and drama, most|s Pepsi is spending $1,000,000 in 
cent in a problem market,” he ager of Ford, told AA: “We've | big r.o.p. users agree. r.o.p. color advertising this year. | 
said. “And it can be great for |researched r.o.p. up, down and; Neal Billiatt, vp and account A top agency vp in Chicago, ques- 
sideways and find it very effec- | supervisor on Coca-Cola at' tioned by AA, singled out the) 
looking forward to the day when | tive. The fact that most cars come |McCann-Erickson, New York, told | campaign as one of the outstand- | 
r.o.p. is widespread enough for us|in colors and we can show the AA that Coca-Cola uses color in|ing ones in r.o.p. because of the | 
to use as a specific tool in a|primary colors in r.o.p. has been|newspapers to squeeze maximum| way it has been sustained and has | 


exciting the sales force. We are 
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HASTINAaS | 


ftpigise 


specific market whenever we want | good. And we've learned how to| “dominance and impact” out of an|hit in choice periods such as| nas feaSe 
it.” use it better. Now we are getting | ad. “Without color, it’s easy to get | holiday weekends. [| Sacer ese - 
One of r.o.p.’s staunchest sup-| the right color combinations. ‘lost in newspapers,” he said. | John Alar, associate product | is os 1 een coeee sano ons ey ne 
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..- LIKE CALIFORNIA W/7HOU7 


THE BILLION -DOLLAR 
VALLEY OF THE BEES 


V Actually, total effective buying income of more than $3 billion 
¢ More people than each of 22 entire states 
¢ Not covered by San Francisco and Los Angeles newspapers 


For daily reading material, people in California’s pleasant 
and prosperous inland valley select their own daily Bees. 
Shoreline newspapers simply don’t have anything for them. 
Tell these receptive people about your products and services 
in the three Bees; it’s the only way to concentrate your mes- 
sage here. 

Data source: Sales Management’s 1959 Copyrighted Survey 


M<cCLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES ... O’MARA & ORMSBEE 


McClatchy gives nations! advertisers three types of discounts. buih, frequency sad s combined bulk treqooncy Check O'Mara & Ormabes ter detaiis. 


THROUGH SNOW, SLEET—Despite the 
likely assumption that awnings are 
a spring sales item, Hastings Alu- 
minum Products Inc., Hastings, 
| Mich., is shaping up a winter sales 
push with the aid of this two-color 
page to appear in October issues of 
| Building Specialties and Modern 
| Windows. Aves, Shaw & Ring, 
| Grand Rapids, Mich., is the agency. 
| 

| 

|/manager on Maxwell House in- 
stant coffee (one of the top ten 
| users of r.o.p. last year, along with 
|Coca-Cola and Pepsi), said his 
company looks on color as a divi- 
dend in newspaper advertising. 
“With a brand such as ours—the 
largest in its category—we need 
something extra and something 
dramatic in newspapers,” he said. 
'“Color gets the maximum atten- 
tion.” 


s The leading product categories 
in r.o.p. are gasoline and oils, au- 
tos, beer and cigarets and, among 
| local advertisers, food and grocery 
| products. Does that mean r.o.p. is 
more effective for these products 
than for others? Most admen close 
|to r.o.p. don’t seem to think so. 

E. Thomas McBreen, vp of 
| J. Walter Thompson Co., com- 
_mented: “No, I don’t beieve that 
|r.o.p. color works better for some 
products. Sure, you can develop 
good appetite appeal for a food 
dish. But r.o.p. color is notable for 
| getting reader attention, and 
|reader attention is good for all 
| products.” 

Said NL&B’s Mr. Meissler: 
“Any product will lend itself to 
|color if properly handled. I don’t 
| know of any limitations.” 


® Underlying such comments on 
specific aspects of r.o.p. was a 
consistent note of optimism for 
r.o.p.’s future. Edward M. Stern, 
vp and media director of Foote, 
Cone & Belding, summed up the 
| feeling: 

| “There is no question that r.o.p. 
color is going to get bigger and 
better. There has been a gradual 
swelling of both availability and 
quality, and it’s going to con- 
tinue.” # 


'Hal James Named Partner 
of Robert Durham Associates 
| Hal James, formerly vp and ra- 
dio and tv director of Doherty, 
Clifford, Steers 
& Shenfield, has 
been named a 
partner of Rob- 
ert C. Durham 
Associates, New 
Bae York, a business 
eonsult- 
4 ' ing company. 
Mr. James will 
spend most of 


P| his time as a 

consultant to 

Hal James radio-tv ac- 
counts. 


Mr. James was a vp and radio- 
| tv director of Ellington & Co. be- 
| fore joining Doherty, Clifford in 
| 1957. 
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“OKLAHOMA 
STATE WIDE ~ 
GROWTH RECORD! 


FIRST SIX MONTHS 1959 
Total Retail Sales UP 16.6% 
General Business UP 17.9% 
Residential Building UP 293.6% 


Retail sales increase $151,235,000 
i in Oklahoma in first half of 1959 


months of 1958. 


hi Oklahoma in 1958 was an 


f inland island of prosperity by 


showing continual sales gains 


The Daily Oklahoman and 
Oklahoma City Times give 


Manufacturing 


while much of the nation was you growing coverage of this Building UP 104.4% 
lagging. fast - moving market with a Construction UP 60.8% 
Now, on top of last year’s daily combined circulation Food Sales UP 16% 
gains, Oklahoma again is pil- equal to 54.1% of the house- Drug Sales UP 12.6% 
ing up increases in 1959. Total holds in its prime 58-county / : ms 
retail sales in the state during marketing area where 68% of Furniture Sales UP 13.8% 
\ the first six months of the the state’s retail sales are Building Material 
} year were $1,159,506,000, an made. Sunday circulation cov- Sales UP 75.2% 
y increase of $151,235,000 or ers 47.4% of the households Household Appliances 
16.6% over the corresponding in the same area. Sales UP 15.4% 


period of 1958. 


To find income, go where 


: : : : . ’ Motor Vehicle Sales UP 8.3% * 
Construction, too, issoaring incomeis. Get growth in your : P ‘ 
in Oklahoma, led by resi- sales — with a solid selling Industrial Production UP 11% 
dential building nearly three campaign in The Daily Okla- Agricultural 
times as great as the record- homan and Oklahoma City Production UP 15.5% 


breaking total for the first six 


Write 


Times. 


for Oklahoma Market Data book 


*New car sales in Oklahoma City 
were up 26.4% during same period 


SOURCE: Bureau of Business Research, 
University of Oklahoma 
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Represented by The Katz Agency. 


7 fn ‘a a . atti 5 = " ae if = P nes , on x ~ 4 See. ? d 
* + ut — : 
\ 
f : : ‘a os = —> - = Sah Ear prs _ - — ~ 
: ie oy Sw eg be Bt fee en ee ae LO Red ; 
i Se tea — ae ae Sin id SEs 2 a Se ae ee Eat, * Be 
| ~ tiles ' — i Se ae : y a. 
, 4 . Ds ee ~ % > — 7 a Pc ~ 
; a sor an Sa As - _— i XS i cm. = , a 
) ' = aN _¥ a ~ » s . ~~ ea ng Oe ? “ep 
\ row wi eg Soa ae 
q * : > a < : sf 4 
' i ; - “ =~ + eee ys. ed as y 
, v — = * re i es _ o— < 
: ih a : : .? = : _ = ‘ ' 
+ SY “Sy ate en, eee \ —— = i. * a r 
- j : : —— a < ~~ ' ‘4 ma, | OD | oe > .  * ; 
ik 5 ee . ; ae ed - ~~ a a wm a , , ” — a 
{) ia Seti TS Pie nt) Gy ae . le soe" 
} — > is -_ aa o Hits iH} i. be: {14 { , : 
Se, : pot, - ae ” ~~ “ | ’ J neue P bn . 
4 = 3k oe a? : rH tC; a eee 
x vad . ms ae ; a thal 33 
\) : - : : ae, a Re | nee i el . ve, = wii ELF 1 ie —_— sé . ihe 
| xe ; ~ . _—, ‘ r po =? i i ae Ll Ny i ' wees oS . 
a ,. - ~ | 43 bed . ; Aa . Ne oa ' ste — * . ee > 
7 >a, v1 ce - ~- =! <4 =~ one - dae 1% ‘he id “a Lagos? ue ! ae tim, 
+i) ~~ ie a LY -| we q 3. ~ hie {ibe m a ea he te ; 
= GES REE - ee ali Wh ; he nH = “whit au — 2 - 
Stree o : . a ‘ He A ehbeee) “ ; *, < 
; wl ee wt =) Tht - Oe le ee oO oe, 
: | See ee —~, aeeeceans 7 | | ' ie Rs " Wh - vr , — . 
.’ f. i eee: | _ ~~ i ete. | i be r an . =. ie tt ; eo) ——~ ee ; 
| ae ee VO a eee ee Sk RR 
j — 3 : e, ‘ x ft f - Pe 
\ q Se 2 4 : fe —2> : . i ce on \) % i : 7 =F, o 
1} . od meee rr _— hi 4 y > : : - S oo ' ' dL | — ~of - , ee pr, +" - ad o 
Py = > S — ‘ 4 a . a . > am ay : ye Siw ge oan - i , we 4 — a 
; wi = - ~# : “> s a te : . ms me 4 aa - _ ogy . . q at ; 
‘ re — ~s « My , “y ee =a 4 ~s 3 +3 2 Jy 6 : ; ‘a ; + Es) ih ‘ y =. ™~ on 
Wy) Se an 2 SJE ty ate | = it ow _? 
—_ eee, 8 a. =) * cowte le SS gem ee nan a 
a 5 Ain ‘ao 3 - a. aa tele: “ =} , ee oe Aad ae pote 
¢ 4 ry } aa ; ~. 4 = Et ‘ —- . aah = ; Pie. Se a ~ ~ 
; a >» "4 - » . ‘s vee ~ 3 ——— - oo, sS ae ee, ~ . 
: ] = —_ . ¢. a* oe wert . ~ « oy i: he 4 ; Gea: . . Se . 2. ~ ae ee ot PY Raines, ‘)' 
; \ — — a ; > or es e 2 = a MS ey —_— hake rs... 
4 yt —~ om ~ as ae) pee Be Sic. . —* 2 : a a i its Baa! " 
‘ . - A me ase r ; - oo at : —— 
: a ~ eP - B S sh “ae se sd oe row 
v* of . 1 | os Bn os . =a « ; an . , = y ee Pr. r ~- 
y . . ci. ott at “A _ ; — a, a <~ => ‘ - “od _~ ens, — = — : < . = ss yf - - 
ys - ls J nas io —a———— 8 ae > a 
a —< ~ Fae” ae > ee = as F ‘. -- oe : - ; i. ™ 
ee Se i _—e i. ee 
P <= +o . > * ~ } ‘_—— + am, a » Ok eee ~ 
i <= fete FN. —— — = oo f ree = ; ES er ~ — ; 
if 4 >> = ~_ en se eS ere : ~~ s et ei Ae 
i ’ i. “s o* 7 te ~ =: ae ~ . eee a : : 
t ; . rg Se : - _Se > Ss Ul 4 
ze S pm a ‘: . : 7 2 ¥ - + % , re rath vy 7 Re . 
‘ _ . ee , - — b ~~ ee 1 oe tag He es = 6 
{ «ie ae a > mR s —_ — a= , ey : a, a Cee < x os a » > a 0 Meats ut re “" 7 “s 
} —_— ee Sn 1 7 et ne a os “J “ > - > Ss “ty ~ Vl «a, | sare ~ oe 
4 . 1 ’ . oe eo ~s ~ + a ~ . ‘ 
bY ge i Siig *- cae gr SSS —— ia ea 
"] «>, ee — SS be 1 “ ' a i” 5, : m7 > ie 
bie : . | | ee ee 1 | 
Bi — ae ‘ » ; . b 
Cy 
; 1 
i 
| 
a 
y jj e 
Z » “ 
| - * 
i a 
4 me 
t oe 
sae 
Ce) ; oa 
a 
Pr 4 
: + 
i as 
' i Oklahor y to purchase | og be in- A : ce eee ‘ — 
ran re eoeenY cet, 6 OO : Aaa 
3 ic P ‘ey Wie: 
ors latter 1959. sie . ile 
: stalled e Bat Ae we 
a 
Published by The Oklahoma Publishing Company ee ee: 
ree 
ape 
\ ees 
, oe 
Me 
ae 
ears ae 
CORR hee ne es eR ene a he ae Re Sint a ene ee ee a ee eT et ee ees x! Gt eal eck See es ah ae ae 
ae ee Te ee a ae De ee Me ae ne er eet ee ee et er eee ern 
By Me ch errat ce: Se ye a ee eee ates oe nam Res or aaa cc; ne ie eee pea A EE i a teat i Ras eet arate y 2 eed Wi Spiele oe ele aah lay 2°" ores» Manche bad Waly nent cule A alle feel gone ah Madcon Pew genet Mi mata me lg eh Cemertpanieac aaa 


the 


Of $535,884,000 total E.B.1., $362,368, 
000 goes into retail sales. That’s more buying 
activity than theaverage for all U. S. Metro- 
politan Areas. Davenport's the Quad-City 
trading center and only Davenport News- 
papers circulate Scott County, lowa, 100% 
_.. plus effective coverage in Rock Island 
County, Illinois. 


and Bettendorf, lowa 


Circulating 
Rock Isiand, , East Moline, Winols 


ie 


PD AVENPORT METROPOLITAN 


NEWSPAPERS 
Represented by Jann & Kelley inc. 


Copr. 1959 Sales Management Survey of Buying Power 


Advertising Age, September 28, 1959 


Newspaper 
Circulation 


(Continued from Page 57) 
4 have tended to cut newspaper lists 


and concentrate on major mar- 


: |kets, so that the Media Records 


listing may be somewhat more op- 
|timistic than the picture which 
| many a newspaper sees. 

| This was dramatically illustrat- 
led at the last convention of the 
American Newspaper Publishers 
Assn., when Eugene McGuckin Jr., 
of the Duluth News-Tribune and 
Herald, observed that an Inland 
Daily Press Assn. study of 33 news- 
papers averaging 10,000 circulation 
showed these newspapers carried 
only 57.8% as much national linage 
in 1958 as they had in 1950. 


|@ It seemed likely that altera- 
‘tions in cooperative advertising 
patterns and changes in the deal- 


oDI 


‘), 


FIRST AWARD | 


in the 


1958 ROP COLOR 
COMPETITION 


Spot color 


100,000-250,000 circulation classification 


presented 10. 


ARIZONA REPUBLIC § PHOENIX GAZETTE 


for outstanding printed reproduction of 
general advertising in one color and black bya 


| *ewspaper with circulation 100,000 to 250,000 


ONE MEDIUM reaches 91.6% of the homes in the 


SILWOW DOLLAR PHOBWIX MARKET 


The ~~? tes 8 6@ 


REPUBLIC 


The 


ee 6 RI 


Gazette 


Morning-evening combination 
Chas. E. Treat, National Advertising Manager, Box 1950, Phoenix, Arizona. Phone ALpine 8-8811 
Represented Nationally by Kelly-Smith Co. 


Linage and 
Booming 


er-allotment procedure for the 
automobile companies have tend- 
ed to increase the volume of the 
large market newspaper, and to 
trim the newspaper list in a given 
area. 

The two major topics of inter- 
est in newspaper advertising cir- 
cles during the year were changes 
in rate and discount structures 
and color. Advertisers and agen- 
cies have urged more liberal dis- 
count structures on newspaper 
men for years, and last year im- 
portant newspapers swung to dis- 
count patterns. 


# On the whole, discount pat- 
terns for national advertising were 
still used by a minority of news- 
papers. A survey by the Ameri- 
can Newspaper Publishers Assn. 
covering 1,273 newspapers showed 
that only 7% of the replying 
newspapers have a sliding scale 
rate structure for national adver- 
tising, with 93% using a flat rate 
for national. However, about 44% 
of the flat-rate newspapers have 
considered or are considering a 
sliding scale. Of the 81 newspa- 
pers replying which have sliding 
scales, 53 had circulations of more 
than 50,000. 

What many newspaper men 
think was summarized by John 
Moffett, Minneapolis Star & Tri- 
bune, when he said, “I think the 
biggest advantage to the discount 
schedule in the national field will 
only come when the top 30, 40 or 
50 newspapers in the country have 
similar scales. Then they will 
be important enough for the na- 
tional advertiser to look at the 
amount of money he can save, and 


| make some use of it.” 


|@ At the end of 1958, Moloney, 


Regan & Schmitt (which had been 
active in promoting and urging 
adoption of frequency and con- 


|tinuity discounts) prepared a list 
|\of 33 newspapers in major mar- 


kets with such structures. 

Other newspapers—like the 
Richmond Times-Dispatch and 
News Leader—offered discounts 
based on volume in national ad- 
vertising. The Richmond plan 
provides for monthly discounts 
ranging from 3 to 14 cents a line. 
And the list of newspapers adding 
discount structures grew with 
each month. In February, the New 
Britain Herald announced nation- 
al bulk and frequency discounts 
which brought the national rate 
as low as only 11% above the 
lowest retail rate. 


s Another significant move in the 
direction of more discounts was 
made by the Louisville Times and 
Courier Journal, with the adoption 
of a C-I-D plan (for Continuity- 
Impact-Discounts) in September. 
It provides discounts up to 13% 
for advertisers contracting for 13- 
26-39-52 week cycles of advertis- 
ing, with a 300-line-weekly mini- 
mum. Provisions are made for 
hiatus of varying lengths (up to 
four weeks for a 52-timer) and 
allowances are made for multiple 
products and multiple agency 
placements. The Nashville Tennes- 
sean and Banner adopted a similar 
plan, effective Jan. 1, but liberal- 
ized it by the inclusion of the news- 
papers’ Sunday magazine, while 
the Louisville plan is confined to 
r.O.p. 


s Arthur H. (Red) Motley, pub- 
lisher of Parade, urged generous 
'discount structures and simplified 
|rate cards in a talk to newspa- 
|per advertising executives, assert- 
jing that “it is merely conformity 
with the general practice of all 
'advertising media.” As for local 
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rare set-up for a 


successful test campaign 
in FULL ROP COLOR 


=> THE MARKET: Washington, D.C. Metropolitan area; 6th in the Nation 


in per household income; 9th in the Nation in retail sales. 


=> THE NEWSPAPER: The Washington Star—2nd in the Nation in fotal 
display advertising among evening newspapers during the first 7 months 
of 1959. 


=> BIG PLUS FACTOR: The Star's attractive rate structure that gives 


advertisers particularly appealing 


Multiple page discounts 
on FULL ROP COLOR 


The more you think about this set-up the more you'll realize what a natural 


it is. Here is an exceptional opportunity to run a campaign in Full ROP Color 


{ 
i ie ; 
Ki; in this vastly important market at a cost most economical and advantageous 
if to the advertiser. The Washington Star is one of America’s great advertising 
‘ mediums and first in Washington in total advertising. Check with your 
, | 
tay O'Mara & Ormsbee man for full information. 
bY) 
qi 
My i 
e as ington tar 
of 
‘ie! 
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EVENING & SUNDAY WASHINGTON, D.C. 


Represented nationally by: O’Mara and Ormsbee, Inc., 342 Madison Avenue, NYC 17; Chicago—Detroit—Los Angeles—San Francisco 
Special Florida representative: McAskill, Herman & Daley, Inc., Roosevelt Bldg., 4014 Chase Ave., Miami Beach, Florida. 
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The Tribune sells nearly 900,000 copies daily, 1,250,000 
on Sundays—over one and a half times the circulation 
of any other Chicago paper. It is read by more fami- 
lies in Chicago and suburbs than the top 5 national 
weekly magazines combined. More than 6 times as 
many Chicagoans turn its pages as turn on the aver- 
age evening TV show! Advertisers spent over 


STATE 10 POINT FAVORITE mre Thicago Tribung | 
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= | etter 
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~~ 


MUSCLES 
IN 30 DAYS 


.more advertising- 


IN CHICAGO! 


$60,000,000 in the Tribune last year—more than in all 
other Chicago newspapers put together. Unmatched, 
also, is the Tribune’s record of advertising results. It 
outpulls other Chicago papers 3 to one, 4 to one, even 
15 to one—evidence of a selling FORCE which is 
uniquely the Tribune’s. And another reason why the 
Tribune will produce best for you in Chicago! 
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Advertising Age, September 28, 1959 


and national rate discrepancies, he 
thought they hurt newspaper na- 


Gallery of Figures and Facts ae re ae ee 


ie about REMARKABLE ROCKFORD a oe don’t think so, of 


|eourse. The New England News- 
paper Advertising Executives 

* RS ; 
50,000 Children Engle, sales promotion division 
ee : Over 50, 


| Assn. was warned by Edward F. 

a manager of National Retail Mer- 
Returning to |chant Assn., that “an artificial 
me ‘Rockford Schools _ raising of local rates in order to 
divert some cooperative money in- 
to national advertising linage will 
| be resisted strongly by our people, 
| who now spend 80% of our adver- 


ROCKFORD MORNING STAR tising dollars in your medium.”) 
Rockford Register-Republic _@ The color question in newspa- 


Rockford, Illinois NOY ‘pers continued to be perplexing. 
S More newspapers added color fa- 


cilities, and more advertisers 
swung into color. In a poor news- 


¢ 


Ask for 


Retail Sale — May 1959 


Tear Sheets paper year, 1958, with total dol- 
of Latest - Over $25 Million lars off 5.1%, r.0.p. color linage in 
Test Campaign newspapers continued to grow, and 


reached 122,621,232 lines. 
But the internal division in the 


jae 7 athe Sesion 
f 


makes 
The Globe go ’round 
in Boston 


If your product looks better in color, it’ll look best in The 
Boston Globe. Full ROP color plus experience is a combina- 
tion hard to beat. But then so is The Boston Globe, morning 
and evening. Only The Globe delivers a fresh batch of 
readers twice a day. The morning and evening editions are 
substantially the same, so there’s little or no self-duplication. 
Its high circulation is based on solid readership, not on 
contests. So...if you want to sell Boston, buy The Globe. os, 


your has taht 
a a —f- LS ew. 


Morning 
Evening 
Sunday 


| newspaper business over color 
continued to be a problem. News- 
paper Color Advertising, a cooper- 
ative group to promote and sell 
newspaper color, was shelved, re- 
vived, launched officially, lost 
some of its backers and still has to 
open a New York office. The rep- 
resentatives have been divided on 
color; they were unable to support 
Newspaper Color Advertising, and 
a substitute “third force” to sell 


Canadian R.O.P. Linage 
Rises 20% in 1958 


TorONTO, Sept. 23-——Canadian 
newspapers hiked their r.o.p. col- 
or linage more than 20% to 19,- 
461,245 lines in 1958, compared 
with 16,152,729 in 1957. 

The Canadian Daily Newspapers 
Assn., which reported the figures, 
said the 1958 total included 11,- 
596,518 lines of national adver- 
tising and 7,864,727 lines of local. 
In 1957 10,505,993 lines were na- 
tional and 5,646,736 local. 

The number of dailies offering 
r.o.p. remained at 75, unchanged 
from a year ago. # 


color and b&w never got beyond 
the meeting stage. The “third 
force” finally got melded into the 
Bureau of Advertising. Similarly 
the American Assn. of Newspaper 
Representatives’ successful News- 
paper Color Conferences came to 
an end—the 1959 conference, set 
| for New York, was postponed and 
jcancelled, with the bureau hold- 
| ing a one-day version. 

Finally, color advertising was an 
important element of what a group 
of five newspapers had in common 
in a development which shook the 
representative field. Five newspa- 

aes Boston Globe, Milwau- 

| kee Journal, Philadelphia Bulletin, 

St. Louis Post-Dispatch, and Wash- 

|ington Star—formed Million Mar- 

|ket Newspapers, shaking up their 
representatives and branch office 
organizations in the process of es- 

'tablishing a new joint selling op- 

eration. No single rate, single bill, 

single order setup was visualized. 

In disclosing the details, MMN re- 

ported that the Detroit News and 

Baltimore Sun had been invited 

but decided not to join the group. 


s Meantime, the Bureau of Adver- 
| tising, which gets the lion’s share 
of the $3,300,000 newspapers put 
into the bureau, the ANPA and 
the ANPA Research Institute, was 
embarked on Total Selling, a mas- 
sive and misty concept which in- 
volved five major elements: (1) 
more research, (2) heavier BofA 
convention coverage, (3) depth 
selling of advertisers and indus- 
tries, (4) new sales tools for mem- 
|ber BofA papers and (5) promo- 
'tions—three new industry promo- 
tions and four seasonal drives. 

One for the food industry in the 
fall was Better Meals Build Better 
Families, in which some 150,000 
food stores and 1,000 newspapers 
were scheduled to cooperate. 


Labor: Trouble All Over 


The year 1958 was the worst 
year for labor strife in the news- 
paper business since 1947, when 
the ITU was insisting on its no- 
contract policy. There were 38 
strikes in 1958, compared with 40 
in 1947, and 16 of the strikes in 
1958 were ITU strikes. One bright 
spot was the increase in arbitra- 
tion awards; there were 96 last 
year, a record, and ANPA has con- 
sistently urged arbitration as a 
method of reconciling labor-man- 
agement differences. 

The 38 strikes affected 62 news- 
papers, and oddly occurred during 
a period of general labor peace 
(1958 was the second lowest post- 
war year in the number of U‘S. 
strikes). The strikes ranged from 
19 days in New York, where the 
Mail Deliverers Union closed down 
nine Gotham newspapers just be- 
fore Christmas, to such longer pe- 
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DETROIT MEANS BUSINESS! Payrolls are at an all-time high. Department Store sales 


for the first 8 months are 14% ahead of a year ago. Auto production of 1960 models is now in full 
swing, with sales of 7-million cars forecast. 

In Detroit’s big and busy 3-county Standard Metropolitan Area 300,000 families read ONLY 
The Detroit News—no other Detroit newspaper. That's an exclusive NEWS’ market the size of 
Cleveland! In this area, which includes city and suburbs, The News outsells each of the other two 
Detroit newspapers by a minimum of 100,000 copies weekdays—and 160,000 Sundays. 

That’s why you NEED The News to sell Detroit. And that’s why The News carries more linage 


vy than both other Detroit newspapers combined. 
i, 


4 475,873 siden . » - 596,884 Sunday ABC 3-31-59 Th e D e t r O i t N e ws 


] 
i New York Office: Suite 1237, 60 E. 42nd St. » Chicago Office: 435 N. Michigan Ave., Tribune Tower « Pacific Office: 785 Market St., San Francisco « Miami Beach: The Leonard Co., 311 Lincoln Road 
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By JOHN MOREHE ‘AD 
Denver Post Staff Writer 
Denver PU blic school 
enrollment 15 expected to 
reach 87,400 students, an 
of 2,500 from 


Metropolitan Denver's 10-y 
js rolling to new records in 1959. 
The dollar value of mortgage loans in the four- 
county metropolitan area between Jan. 1 and Aug. 1) 
reached $273,973,942— $54.5 million higher than in 
the same seven-month period of 1958, the previous ago. peacetime r 
“ \record. A detailed report on city sales climate, leisure time facilities. increase 
| Metropolitan are® mortg ae "| E tax collections UP to July 1, re- scenery and culture are rated last year, when another 
a es e \joans during July amounted to) [4 . leased by Revenue Manager) ®* superior. record - breaking Colorado 
° | $82,908,638, an increase of 1 ‘ % Ward Bushacher shows that That place was and is school year gets it in full 
For Big |pet over the same month in\ | i? 7 Denver agg pang more Pee | aah ectanie 2 swing in September 
record-setting 1958 | automobites groceries owers e initial trie e of newcom Nite . - 
| ‘The P tyage seeds and every conceivable ers «welled to a torrent by 149 Colorado's public § hool en 
a” 4 ie statistics om — oes! item of consumer merchandise And for the last decade, the apes nts are expected to reach 
5a es ' ean activity were releas than they aid during oe first tide of migration to Denver has a new high of nearly 375. )) stu- 
| Wednesday by Lioyd Hughes. halt of 1958 been running high derts kindergarten through high 
~, | president of Record Abstract alt a we ‘ school, a¢ cording to Theodore 
The Gates Rubber Co., Den-| 4 —_ tail establish- Denver Facts the newly 
and Title Insurance Co. of Den- Denver's re : Albers statistician for the State 
ers largest employer. report- | t Hecti sales taxes issued collection of statistics . 
ed sturday expects | ver, Brighton and Littleton men! ay ng n compiled by the busine re Department of Education 
‘ report overa ross “* ) ss re 
pet in rease in sales over last) They showed that construc oe total of $943 062 a: tor search division of the Denver Albers said the statewide in 
at record - breaking $115| ton of new homes, ware the first naif of "980 uate Chamber of Commerce as 4 crease in the number of chil- 
wn during the urrent fis- houses, commercial bullding® red with $843 614 ai during planning key for industry, says dren attending school this year 
al ye which ends Nov, 30 and office structures to match tirst six secu oe Cihat since late 1949 the metro- will be nearly 5 pet. over 
Cle 11 Mingle, vice the steady metropolitan ares sates of a " a slitan area has grown at @ 59, when the estimated 
president and firector of mar popalatioy increase of 2 es Le hog ast Ag bare rate of 2,650 persons @ month total was 357,000. 
Keting, € timated sales will hit] persons a month is setting mobiles ns be Ln “ The study shows that the nat- Denver will trail its metro- 
c . ‘ s $ 
or top $141 million this year records steadily. sage = ae \c ” eons both ural rate of population increase politan suburbs in the student 
, - vehic alers , a é s 
Mingle said factory depart- Hughes said 3.199 loans were z ha “ ban pvt had gross (births minus deaths) has aver- increase rate according to 4 
nents at Gates are working made during July of this year wv rd e $87 718 on we “3 ae : va 1,100 persons per anil survey by The Denver Post 
sales ff , ae ) . - 
round the clock on three shifts) as compared to 3,030 in the compared with only $74,957,398 for the last 10 years Jefferson County, which an- 
days a week turning out| sarne month of 1958, an increase . ssothnly ticipates 98.245 students this 
i a in the same period last year That means the new arrivals 
re rubber hose industrial|of 5.5 pet : i school year will be faced with 
V-bejts and other products The Record ancwest’ a0 2 Used car dealers reported 4 from other states have averaged | increase ot 2.284, only pabeer 
‘ ver i po gross of $12 057,149, uP from 1,550 persons 4 month oy ’ 
showed that Arapahoe County aad cate ‘eet W it total of The US. Census Bureau lists 300 students jess than Denver 
ast year's [rs 7 am : StS vith three times the total en- 
$9,522,869 Denver 45 the third fastest iment 
growing metropolitan center in| “ 
Food Sales Gain America topped only by the The suburban enrollment 
oastal boom towns of Miami, boom Is expected to hike the 
alif. The number of children attending 
Denver metro 


«choot in the 
are to well past 
190,000, according to The Post 


the general upward trend of | quring July 
our national economy” 18 Ot \ 13h winpared with $65 in July) 
sponsible fer the surge in sales.\q year 86° an increase of 31,1| 
Mingle disclosed that em pet 
ployment at Gates has risen 
900 from year-ago figures to ARAPAHOE GAINS — 1, as compared with $86,920 505 
a total of 6,800 Ot the total At the same time the dollar _. for the first half of last year Latest population estimates Survey. 
5.130 work in Denver and 1, |value in Arapahoe County wa | 3 ‘ | Eating places said their Six by the Denver Chamber B ig a rising th the 
ct 7.§23,129 to| t oss gained onl $7,324 showed 850,250 persons were udgets are FN’ & cba 
up 50.2 pet., from $7,528.15) 10 work MOVES AHEAD ON DENVER HILTON jmonth gross oat i gion carotiments in most school Gi” 
‘ lover the first half of 1958 -up to living in the four counties © 
The concrete framework of the 22-story Denver Hilton Hotel is now nearly complete \s5.2m0.087 pe compared with al Denver Adams, Arape tricts 
p. 1. ee toward 16th St. and, beyond mi me six-month gross last year of $5,-| and Jefferson as of mid-May. $180 MILLION A YRAR 
An estimate of five years ago More than $180 million, an- 
that Denver would have 4 popu- other new reco! a, will be spent 
Colorado § ¢ oming S¢ hool 
and 


operations 


That total will rise after No-| $11,302,285 
and his brother John Gates, 48 es a nig os Denver-U.S. National Center. Steel girders are in p 
airs ago, opens & ae a _ » pebetont —— connect the hotel (right) with the May-D&F store. Major sales incre 
jion factory at Nashville Tenn. | 914,245 531 a year ago The gain} y | rolled up by jumber yards fur-| lation of 900,000 bv 
Gates also is opening soon &\ was 51.6 pet, Dut the number Denve H lton 8 on Sched le: niture stores, camera and rec-)no longer seems fantastic year to cover 
wen $500,000 rubber products) of loans decreased neat y 4 r I u i] ord shops appliance stores Inside the city limits of Den- capital outlay (buildings and 
factory at Toles Mexico, 40) pet... from 1,356 last July to| and even by junkyards ver, current population is 531,-, other faciilties’. according 
miles west of Mexico City. For|; 989 this year * | Here are the highlights. in 750—a gain of 27.9 pet. since Albers. This compares with 
six years, i peoee operated lhe New drust deeds filed in enin et or arc \austry by industry the census In 1950 $163 million estimated as spent 
tory of Brantford, Ontario, ageme County during July I vpn dealers—A gain of | Despite the influx of jobseek- during 1958 59 and $152 million 
oe Rubver Co numbered 613 fer ® total of Construction of the $22.5 mil-| rating and furnishing plans are A circular bar is taking shape | more than $6 million with cross |e" Denver's economy has re- in ated _ ; 
. 2 $11,907,564, UP from $8,062,739 lion Denver Hilton Hotel is on complete. The theme is super \at the corner of 16th St and|gales of $30 357,257 mained stable and kept pace mver, - : 
WAREHOUSING | in the same month of 1958. |*° hedule and the opening defi-| luxury with & strong Western \court Pl. on the second floor Men's and clothing with the population growth catch up with space demands, 
Gates alse is establishing ®) Jefferson County reported 536 nitely will be held early i motif.” \It will be the hotel's main tav- stores — $2,912,405 this. year, The U.S Department of Labor, ** are school —_— na 
maser warehouse service sy| new mortgage loans in July March, 1960 | Here are b ghlights disclosed |ern | 2,724,317 during the first half reports that the metropolitan where in yor te yn “- : 
tem across the country at ®| with a value of $8,098,574, com Truett Gore, who will be gen-\during the press tour All of the nearly 900 guest| jast year: \area’s jJabor force now stands) fF 1,860 ad ~— po e 
cost of $15 million. pared with 452 for $6,847,072 in eral manager of the Denver Hil- Twenty-two white marble pil-| rooms and suites will have walls Women’s ready-to-wear stores |" 345,400-—or 13,500 higher than ready this fa or bs he 2. 
seven master warehouses) yyjy, 1958 ton, made that announcement |lars now stand draped in pro-|covered with grass cloth im-|_Up nearly $300,000 to $6.341.- a year before But only 2.6 pet 683,809 —_ spent, New — 
will be located in Dallas, Chi- : ¢ ‘ ot Saturday during @ press tour of \tective cardboard the two-|ported from Japan \ 304 of the labor force was unem-| foF 1.470 pupils wm eens 
iJ Twelve ares aa - ame the new skyscraper | story-high, block long lobby |" There will be some symbol of} Family clething steres— Gress loyed in August 98 against ag one during im os “a 
The tour confirmed that the | White terazz@ and carpeting spe-|the West in every roem and) sales of $9,193,882 UP to July 1 pet. a year earlier — at a com 
_——- made in Puerto Rico will) suite . , | 
—at | The Western motif in six ccmpare i Os wattior Big Factory Payroll | eyoat sen million isd 
Ceo Furniture and auction stores The report said many of the uled to be spent on schoo wl A ‘ 
a eile jobless were students entering 'n& projects In the coming schoo 
_av¥et for the sum- year in the Denver area 
echoal budget 
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Boulder, Colorado 
Post's daily coverage: 44% 
Post’s Sunday coverage: 87% 


Fort Collins, Colorado 
Post's daily coverage: 42%. 
Post's Sunday coverage: 85% 


CIRCULATION ; 
Evening, Except Soturday . . . 252,748 
Sunday ..--- +--+. + 339,281 
Empire Magazine and Comics . 366,564 
A. 8. C. Publisher's Statement March 31, 1959 


Major Market 
ewspapers 


few newspapers anywhere 


markets as effectively 


as THE DENVER POST 


Denver, Colorado 
Post's daily coverage: 


cover their home city and regional 


69% 


Post's Sunday coverage: 80% 


Longmont, Colorado 


Post's daily coverage: 


37% 


Post's Sunday coverage: 70% 


Editor and Publisher: 
PALMER HOYT 


Represented Nationally by 


MOLONEY, REGAN & SCHMITT, INC. 
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|riods as 68 days in Peoria, six;newspaper is about 100% on pho- 
| weeks in Michigan, 99 days in St.| tocomposition, as far as advertis- 


Louis, where the Guild struck the 
|Globe-Democrat, and 124 days in 
a stereotypers’ strike against the 
San Jose newspapers. Shorter 
strikes hit Detroit, Columbus, Kan- 
sas City, Portland, Washington. 

The result of the strikes, the 
negotiations and the higher wages 
has been to pare newspaper prof- 
its and shorten newspaper tem- 
pers. “Sometimes I sell advertising 
and sometimes I work on the 
newspaper,” one publishing exec- 
utive told an AA reporter, “but 
mostly I negotiate with unions. It’s 
a lifetime job.’”’ What it means in 
the cash box was demonstrated by 
the New York Times; for 1958, the 
Times showed a net of $166,052 
lon a gross of $85,576,162 on its 
| publishing operations. 


| Mechanical: Hopeful 


Most newspaper men, when they 
can free themselves from worry 
over rising costs and labor prob- 
lems, are in agreement that the 
hope of the business lies in im- 
proved mechanical processes. 
Nothing has captured more imagi- 
nation than some of the experi- 
mental devices now in use in the 
newspaper business, and trying 
to adjust one’s physical plant to 
the potential of the future is ex- 
tremely difficult. “It’s hard to say 
how wise an investment a big 
plant is,” a newspaper man said 
thoughtully, “in view of the pos- 
sible mechanical improvements 
which would result if some of the 
electronic developments could be 
harnessed for newspapers.” 

Among the target areas was 
photocomposition. Last April there 
were 27 individual newspaper 
plants working with ANPA and 
operating in a production or test 
basis with photocomposition. The 
hitch is the engraving cost, which 
makes photocomposition of 
“straight matter” economically 
impractical. 

However, in the advertising end 
of newspapers, photocomposition 
has made great strides. Lisle Bak- 
er Jr., Louisville Courier-Journal 
and Times, told an ANPA discus- 
|sion group that 55 or 60% of his 
|newspaper’s retail display adver- 
tising is done by photocomposition 
and that the aim is 100%. 


s Franklin D. Schurz, South Bend 
Tribune, pointed out to the same 


group that, after four years, his) 


ing is concerned, and that the 
saving against previous compos- 
ing costs is about 4 or 5%. 

Similarly, the Washington Post 
& Times Herald has three ma- 
chines, and goes up to 150 col- 
umns or more of photocomposi- 
tion advertising (including 86 col- 
umns of grocery advertising in a 
typical issue). 

Finally, in a newspaper like 
the Davenport Times, determined 
application of photocomposition 
shows real savings; composing 
room expense dropped from 20 to 
30%; it takes 50 to 54 people to op- 
erate the room compared with 70 or 
80 people by conventional methods. 
But Davenport had to go through 
composing room and engravers 
strikes to make the new proce- 
dures possible. 


s Also ahead of newspapers are 
improvements in teletypesetting 
devices, including a plan for a 
perforator which will deliver a 
tape corrected and proofread to 
the machines. Sterotyping con- 
tinues to show progress with no- 
pack mats and an automatic Ger- 
man casting machine—the M.A.N. 
—which handles casting, shaving 
and trimming once the mat is 
positioned. New press equipment 
includes a Hoe high-speed color 
press functioning at 70,000 im- 
pressions an hour and the Aller 
press which Hoe will sell, which 
prints at 1,500 feet a minute on 
newsprint and delivers color qual- 
ity which R. E. Lewis of ANPA's 
mechanical department calls “su- 
perb.” 


Courts, Cheats, Cheer 


The newspaper year included a 
good deal of mixed news, of un- 
certain significance. The Wichita 
Eagle agreed in July to end its 
combination rates for advertisers 
and subscribers, although it was 
permitted to continue to offer a 
discount for combination use. In 
Texas, the Hartke-Hanks news- 
papers were exonerated in an 
anti-trust action brought by the 
Department of Justice over the 
purchase of the Greenville Banner. 

In ne of the oddest stories of 
the year, the FBI captured a ring 
which had been swindling news- 
papers in prize contests. The in- 
genious swindlers had created a 
fictitious Canadian newspaper and 
bank, thus got solutions to puzzles 
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€.8:% caatetemcabaaant 
Gross Farm income 
Fe eee 
Gas Gee. ............... " 

Auto Sales 


FORT WAY 


__..... $1,121,883,000 
_$ 270,350,000 


Represented by Allen-Klapp Co.—New York—Chicego—Detroit—San Francisco 


Pe se 
NE NEWSPAPERS, 


Pick Up a Cool 
Billion Dollars 
In Fort 
Wayne* 


*15-County 
Golden Zone 
Market 


607,300 people with over 
a billion dollars to spend are 
waiting in Indiana's 15-county 
Golden Zone to buy your pro- 
ducts. 


The jest, least expensive way to 
completely cover the Golden Zone is 


through The News-Sentinel and The 
Journal-Gazette. 


FORT WAYNE 


$ 695,377,000 


147,226,000 
C., Agent 


$ 
IN 


le us f 
; | 
| = 
| & | 
t mr | 
| 
{ i) i 
, 
Bia)! | 
h if ' 
’ a 
- y; 
| 5 
; toa 
} } 
t i 
iy i 
,. va c 
ia 
i) 
_ 
.> | 
Lj - : 
: aw 
a) 4 
{ 
j 7} ¢ 
: oe 2 “TE | 

‘ t / 

. A f\) 
> 

i , ‘ he 
a ts 
4 j 
} ee 
‘ff | 
Te 
‘i 
rg ‘ 
bi! ; ete cr. Lee ee } 
mis be an. oe oF 
Dh) i rene eee eee 
h 4) j wren ere ee 
1t i ; ; ae ae 
rt ( oe Pea one oa P| 
oH) i wh 1 te ‘ ann nen men 

ee i ae ee ee : 

] “y y ' = ~~ — ; + Aft 4 men 8 E 

i ee ‘ if ! eon 

; By, ee a oe es BA. Filan 18 

| + | aha oles ee St - : 
H] ; iat ead” 8 ac 5 + ie a: - 

7 ee I nines REE. i eoam pe A : 
i A ge rahe ee a r ? Pe see te ace ™ = 
P ~<a naga mT , 
ha \) 
te , iii 
ey) PR CE im ongyteggl me EE Sg ah PW lk ~ re 
Wa whi 3 yale ki hin 4 pe Sr Saat: ets ae De 
-, ge a am , tial a = <= ie Fs ry 
‘me ees | Fr ete $ ee a ue ng i Cd CMake 
b. } a ated Pe a a ae : a é 
iy pm a al Dh gash eee a ee, ery Ss 
; aS ar I a, pata “i, ~ a 
4 Na Me On 
2 e ; Fi td oe ‘ 
; f <. . it = re ‘ 
Sek $ Dn, re ae = a ares a Rapa | 
ad io ; J ai é or ee a yr og 
— a eae a ee oe Ge | 
ie + a Pe eS ee 
a” SSE aes. > 
eS % ee ——— s 
| ° ee \ o2 
} ig 
— ; : N a 
‘ j * yt hte > os Nie eat =, x 
eh ote SMa aR RS SES Re th EAE . - = 

| ie gel OS Nin SE ie G- * 

} Bete “ye Re et ae CweleP S22, 7 dye ae 

) i ‘ ee (‘ee eee vey ; 

> oe. aR ft ie as Y 

} ¥ Nets ae ~ Dh anal at ee ape 4 Ms | 

f Pa we * ae a it " 
t ee ) H 
bY ose ape ae re “tam, = 

\ { 1 arate, 55% ; ae — <a ll , 

4! a ee epee ee “ /? . 
, 4 ST Se. oe << nya 'N fi ie 
; a Ry aM —_ “as th a iA 
‘ ; of mete oat ‘ee . ee Se i 
* i . Bet 7 Pre ro Dp aes 

4 { . ARS. Tie ae. . a boss * 

‘ A ae oe be toe Ba - : 
a f eee 1} MEF Ga Ae © ull ~ a . 
~ 
' et 

| 7 7 = 

t S : ‘ = 
Ls CRE A oss, oh, on atts ti a eee (2. er gee z eat 

z. AA i hy Lp gee 4 nie agi a a5 a8 ris, ‘ : : 

iL. ' h ee ot 4 ee 
ri} = anes F on te ee e 
ny : BAe. ets 2. xe ae ch 
14 2 Sh Gay ar. ; i lB Yt, 3 ” a 
q nee: BOP ORE Vy me it et ee ey ey a us 
1% . 45 : Care ag . “ag @: ot 
a ' ps Sad er Seemedeg ne aga? ‘ 
mee tae i eae, ee iis : . : 
: aa fee 
y 4 4 RIT rae me... Tamms ¥ be 
; Fa ae eh Penal ~ Bere. 
i EL Mage Sheer ye P| ° ) ef 

t . nine ‘a a. 2 atta. hie 

pete es = Ot, RLS 
‘4 +" ase es Po ee oe ng: sees, és 
: he Rs . ee P| InD/ANA $ oe 
vi : GOLDEN as 
a ) } : ZONE a 
; |. . 
| : : 
sf pe B Che News-Sentinel * tHE JOuRNAL-GAZETTE 4 
Bees ‘ 
: SC - 
| ee = 
\ a 
a 
ag oe : cee. 
baste obec pel Ui cacly pd NE a eek i see ie ae ae nw ny Pty Soe ate nee ie ee Nina tah cleat cn a SS cap ees Cun aig, ae i cm 
OR Batata a emi eo Mi ctemmne eat PY wees OTe es i SE eS oe ee tee nat ee et Sere” roe pita = 


70 


effective buying income . 


Productive advertising starts with a pro- on top of the list. Want sales results from 
and Sioux City’s 
Billion-Dollar Sicuxiand Market is right 


LOOK WHAT’S HAPPENING IN 


When it comes to selling Siouxland’s 
833,600 people with their $1,208,310,000 
lothing does 
it like the Sioux City daily newspapers! 
Sioux City’s dailies give you 100% cover- 


The Sioux City Sournal 
- JOURNAL-TRIBUNE | 


A 


| running in the U.S., and were able 

to take the Philadelphia Bulletin 
for $6,050, the Chicago American 
for $5,500, the Milwaukee Sentinel 
for $2,710, the Portland Oregonian 
|for $1,700, the St. Paul Pioneer- 
|Press for $1,625 and the Harris- 
| burg Patriot for $250. 


your advertising? . . . Then be sure your 
schedule includes Sioux City, lowa. 


SIOUX CITY pfu, 
wTivestock % 


we IWESTOCK 
CLEARING 
UP 
ry =P gee! 20% xu 
Uy affe\"e Ping ty 


age of metropolitan Sioux City; 94% cov- 
erage of the 4 adjacent counties; 76% 
coverage of the 12 county primary market 
and dominant coverage of the entire 49 
county Siouxland area. 


wii van 
BANK ig 


|s In recent years, the newspaper 
| business had gotten accustomed 
to seeing a newspaper battle the 
government in the courts. In New 
England, it was newspapers vs. 
newspapers. There the Haverhill 
Gazette had sued the Manchester 
Union Leader and the Haverhill 
Journal in an anti-trust action, 
replying to a suit by the Leader 
against nine Massachusetts news- 
papers and Newspapers of New 
England charging a conspiracy to 
put the Journal out of business. 

In a significant action, Scott 
|Publishing Co. (which publishes 
the Tri-City Herald in southern 
Washington) sued the ITU and 
| Unitypo and a labor-backed news- 
|paper for treble damages amount- 
ing to $7,000,000. 


FULL 
R. 0. P. COLOR 
available for 

maximum sales gh 


SUNDAY 


CUTS COS 


in the ST. PAUL MARKET! 


The facts and figures have erased 
the last trace of doubt. COLORadver- 
tising cuts costs by delivering better 
readership . . . better “remembership” 

. better RESULTS! 


Studies conducted by the Mil- 
waukee Journal and Houston Chronicle 
shed the first bright light on the impact 
of color, Even more recent facts—un- 
earthed by the exhaustive probing of 
the Continuing Study of ROP Color 

. . in which the St. Paul Dispatch- 
Pioneer Press plays an active role . . . 
prove conclusively that when you buy 
color, you buy even more results than 
you get with black-and-white. 


In ‘the 


Paul Dispatch-Pioneer 


Press, the Brecher power of 
COLORadvertising is available in sizes 
ranging from 1,000 lines up. On full 
page units, the color premium is a mere 


206% 


more than black-and-white. 


SiS * 


And abundant results come natur- 
ally in the thriving St. Paul Market* 
where 529,600 people spend a whopping 
total of 655 MILLION RETAIL DOL- 
LARS a year! 


If you want these big spenders 
to ask for, reach for and pay for YOUR 
product, use the newspaper that’s your 
prime sales tool in the market . . . the 
St. Paul Dispatch-Pioneer Press. 


From an attention-grabbing splash 
of spot color to the high-fidelity impact 
of full-color reproduction, a trio of 
ROP color presses and the finest in 
composing and stereotyping equipment 
are geared to COLORadvertising at 
its potent best. 


FAMILY COVERAGE 
*Ramsey, Dakota and Washington counties. 
ST. PAUL 83.5%. 
= 12.5% 7 
44.3% 
5.0 8.3 
MORNING EVENING SUNDAY 


SOURCES: ABC 3-31-59. SM Survey of Buying 
Power 5-10-59. Newspapers have vsiva 


verified circulation. 


; DISPATCH 


A RI DODER 


NEWSPAPER 


Represntatives RIDDER-JOHNS, INC. 
New York—Chicago—Detroit—Los Angeles—San Francisco 
St. Paul—Minneapolis 
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| Ohio newspapers were instru- 
mental in the new Ohio Right-to- 
Advertise law, which had been 
hailed by the AFA, and shows 
promise of being a pattern statute 
for other legislation. 


Concentration and Changes 


In recent years, nothing has 
distressed newspapers more than 
the steady pressures which have 
produced one monopoly newspa- 
per town after another. Many 
factors have been blamed for con- 
centration. Last spring J. R. Wig- 
gins, executive editor of the 
Washington Post & Times-Her- 
ald blamed the advertiser, whose 
“preference for the top paper and 
only the top paper” had “put a 
premium on being the best news- 
paper” and made things impos- 
sible for the second, third and 
fourth papers. 

Other newspaper men think 
they see signs of the trend’s di- 
minishing. “It’s about shaken 
down,” one southwestern pub- 
lisher told AA last spring. ““You’ve 
seen about the end of newspaper 
closings. Something will happen 
fin San Francisco [he turned out 
to be right], and maybe in Pitts- 
burgh. And after that things will 
| be quiet for a long time.” 
ls The concern over concentration 
was evident in St. Louis. The 
|Post-Dispatch had bought the 
Globe-Democrat building and was 
printing both papers. When the 
Globe Democrat strike dragged on, 
St. Louis and the Midwest were 
swept with rumors that the P-D 
intended to buy the Globe, and 
the Post-Dispatch issued an un- 
usual statement saying flatly that 
it did not intend to buy the Globe 
and was committed to competi- 
tive publishing in St. Louis. 

Among the major newspaper 
deals during the year was the 
purchase by Field Enterprises of 
the Chicago Daily News from 
John Knight. It made the nation’s 
second city into a Field vs. Trib- 
une market. 
|s A second major operation was 
the purchase by Lee Newspapers 
of eight Montana dailies which 
had been: owned for years by 
Anaconda Co. 

The stockholders of the Nash- 
ville Tennessean and Banner re- 

jected a $9,500,000 offer from 
Hearst Newspapers. 

And in San Francisco, Hearst 
and Scripps-Howard combined 
forces in the city’s only afternoon 
paper, the San Francisco News- 
Call-Bulletin, which would be 
represented by Moloney, Regan 
& Schmitt. 


Prestige and Prospects 


| Many newspaper men are con- 
cerned because their readers and 
their advertisers regard newspa- 
pers as having lost glamor and 
excitement. James L. Knight told 
the National Newspaper Promo- 
|tion Assn. about a Social Research 
finding on the subject: young 
people think newspapers are old, 
staid, lacking in courage and job 
| opportunities. “ 
| Readers haven’t flocked to 
|mewspapers in recent years. The 
\shift to the suburbs has been 
hard on metropolitan dailies. Price 
|inereases have hurt in big news- 
stand markets. As Albert Spend- 
| love of the Philadelphia Bulletin 
|summed up: “We are plagued by 
the move to the suburbs. . by 
|the situation in the national ad- 
|vertising field ...we have al- 
| ready used up the methods of re- 
|ducing costs which might be con- 
sidered obvious . . . circulation is 
obtained now only as the result 
of tremendous hard work. The 
same is true of advertising reve- 
nue.” 
| Advertisers looked at the prob- 
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lem somewhat differently. An| 
ANA survey in late 1958 analyzing | 
rate and circulation trends of 225| 
dailies with more than 50,000 cir- | 
culation showed that since 1946) 

circulation has risen 11.4%, rates 
(on a 5,000-line basis) 74.4%, and 
cost per thousand 56.6%. 


Houston's 
mm = Most 

©) Colorful 
Nalesman 


R.O.P. Color Advertising . . . 
THE HOUSTON CHRONICLE 


s Newspaper people have worried 
about shrinking classes in schools 
of journalism and dwindling num- 
bers of young people who want 
to work with newspapers. There 
are some signs that the situation 
is improved, particularly news- 
paper pay, traditionally a subject 
of derision. Note these ANPA com- 
ments: 

T. O. Griley, Advocate, Newark, 
O.: “Take a well-educated young 
man with a great deal of ambition 
and pay him $100 a week.” Or 
Bert Struby, Telegraph & News, 
Macon, Ga.: “The price of begin- 
f ning reporters is moving up... 
mA: a lack of availability of young 
} men coming into the newspaper 
D business. In Tampa a survey of 
i 12 top men of the graduating 


Ni journalism class of the University 

t of Florida showed nine . . . were 

y not coming into newspapers at all 

ae but going into public relations, etc. 

a . We made a survey of newspapers 

( ht in the southeastern area... found 

Best the starting wage (for reporters) 

ye: i is from $65 to $85 a week. We even 

B pay as high as $85 a week for some 

a \ starting reporters .. .” 

oy, And still, the ANPA’s journal- 

Hf ism committee found in 1958, de- 

ay spite the recession, there were 

at too few journalism graduates for 
} he demands of the business. 

Newspapers are interested in 


\ classroom use of newspapers, and th in the Nation in R.O.P. Color Advertising With 
{ held four college workshops this 
4 


H aaener oerees Me coms, 896,363 Lines in Seven Months 
oH ? which a subscription of $225 per- . P 
mh mitted a newspaper to send a high 
wh school teacher. It’s an effort to 


| j teach high school students how to 


NOS San super sae Uenees trem Houston's morning newspaper ranks 29th in the nation in R.O.P. 
newspaper reading. 


One Newspaper 


\ > 
a 


a ' ° . . 

; sate: saaeiila tahiti aia, Color Advertising . .. Houston's other evening newspaper did 
} tiser—the national advertiser—are 
, a little less abstract and removed. not place among the top 50. 
f What the newspapers want from 
the advertiser is less concentra- 
tion on television. Newspaper re- Source: Media Records 
search has gotten notably rough 
in the past year. Tv’s failings get 
top attention. Quiz show faking 
By and congressional investigations 

: get a bigger news play. It seems 
as if the newspaper business has 
agreed on the recipe of J. Warren 
McClure, Burlington Free Press, 
who told an ANPA panel that 
“half the secret of selling against 
television is not to be as conser- 
\ vative as we have been in the 
‘ 


ad 


Sea, 


= “= 
ee ee 


+a 
‘Se 


past in telling the newspaper next to the ad itself . F 

¥ story. We have been the modest COLOR is your best investment! 
' medium and tv and radio have 

x capitalized on it .. .” 

‘ As the newspaper business 
yor ved into the last : oe ; ” rae 

-t po ig igen plage Bigpeiye Mle The Chronicle's nationally accepted "Color in Action" study proves that color gets more 
confidence and determined ag- 


gressiveness. # readership and retention regardless of ad size ... works for all kinds of ads . . . strengthens 


ei ‘Herald-Leader’ Names Wachs 


i Fred B. Wachs, general manager 
hi of the Lexington Herald-Leader 
Co., Lexington, Ky., has been 

} named president and treasurer of 
the publishing company. He suc- 


identity... pulls more readers into the copy-block...is expensive ONLY when you DON'T use it! 


; ceeds the late John G. Stoll, who 
t died Aug. 26 (AA, Aug. 31). M 
} : Stoll was president and treasurer 
1 of the company and was editor 


and publisher of the Lexington 
i’ Leader. Gayle A. Mohney, attor- 
i ney, was named vp and secretary, 
, and Edward S. Dabney, president 
, of Security Trust Co., is the third 
\ member of the three-man board 


THE HOUSTON CHRONICLE 


(AA, Sept. 14), 


‘ Otero Buys Out Winters 


. Page B. Otero, president of Read By More Houstonians Than Any Other Newspaper 
: | Otero & Winters, Los Angeles, has 


purchased the interest of Curtis| THE BRANHAM COMPANY—National Representatives 
Ay R. Winters, vp, and will change | 

the agency name to Page B. Otero | 
Inc. 
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77 Newspapers (more newspapers offering it, but|color ads of 1,000 lines, or about ajnumber of days r.o.p. is available) 
‘from increases in the number of | half page, and some of these|and in variety of ad sizes accept- 
Add R.O.P. Color: |days per week it is available in| newspapers will accept smaller | ed gives advertisers more flexi- 


newspapers offering  less-than-|crease from 224 newspapers with! bring more r.o.p. linage in 1959. 
Total Is Now 800 page-size r.o.p. ads, la minimum requirement of 1,000; It didn’t work out that way 
(Continued from Page 57) | A glance at the list of r.o.p.|lines or less on full color a year completely in 1958, as r.o.p. na- 


And 456 newspapers now offer |newspapers and their requirements | ago. |tional advertising linage fell off 
two colors and black, up more than | shows that most of these newspa-| Of the 800 r.o.p. newspapers,|6.9%. But retail advertisers came 


10% over 413 such newspapers a| pers now accept color on all days|nearly all will accept one-color-|to the rescue with a heavy use 
year ago. of the week. |and-black ads as small as 1,000/of r.o.p. that more than compen- 
As for size of ads, of the 373/lines, and some newspapers will) sated for the loss in national. The 


s The increased availability of newspapers offering full color, 257 | accept smaller sizes. result was an over-all gain for 
r.o.p. has come not only from |—or 69%—now will accept full- The increased latitude both in|r.o.p. reported by R. Hoe & Co. at 


how to build a skyscraper 


Start with a single brick. Add another and another and 


another, A continuily of bricks. You need continuity for 


successful advertising, too. It’s particularly effective 
with newspapers. Newspapers go into the same homes 
day after day, week after week. To tell, to sell, to keep sold. 
Because we believe so strongly in the value of 
continuity in advertising, we have pioneered a new 
frequency-volume discount plan to encourage 
advertisers to take advantage of the impact of continuity 
It offers discounts with no increase in existing rates. 
The Continuity-Impact-Discount plan makes possible the 
most effective use of newspapers. Let your 
Branham Representative show you how ©-1-D will get 


increased advertising impact for you in the Louisville market. 


Ghe Courier-Zournal 
THE LOUISVILLE TIMES 
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‘each newspaper and in number of | sizes. This represents a 16% in-|bility and is expected to help | 


6.7% above 1957. The gain was 
lachieved in a period when b&w 
|linage was off 4.4%. 

s So far in 1959 the early returns 
indicate that national advertising 
in r.o.p. will be as good or better 
than last year, so that if retail 
advertisers keep up their pace, 
r.o.p. will show an even larger 
gain in 1959. 

In the first seven months of 
1959, r.o.p. color linage has in- 
creased 23% over the comparable 
period of 1958, chalking up a total 
of 81,913,139 lines, the latest of 
the Hoe reports shows. The re- 
ports are based on studies of 400 
newspapers in 130 cities. 

This year gasoline and oils con- 
tinued to be the leading product 
group in use of r.o.p., paced by 
such companies as Standard Oil 
(Indiana), which was the leader 
in July, Phillips, Shell and Gulf. 
Other top groups include beer, 
cigarets and autos. 


s On the technical front of r.o.p. 
color, several new processes and 
new types of equipment were aid- 
ing progress as newspapers per- 
fected reproduction quality. Usual- 
ly, new developments in the 
printing and engraving fields are 
so controversial that it is difficult 
to pin down what is really new 
and different. 

But two developments were 
creating most interest among ad- 
vertising men checked by AA. 
One is the powderless etch, which 
produces a sharper and cleaner 
etch with the use of special equip- 
ment. It has been out several 
|years but was reported to be in 
increasing use. Another develop- 
|/ment, this one introduced only in 
ithe past year, is a glass mat—a 
|mat in which there are relatively 
‘long glass fibres which reduce 
shrinkage and distortion and per- 
mit more accurate color register. 


'@ One trend that has picked up 
|}momentum in the past year is the 
‘use of editorial r.o.p. color. And 
{some advertisers, particularly in- 
dustry and trade associations that 
promote certain types of products, 
were using a new service that 
|supplies editorial color mats to 
newspapers. 

Such associations as the Red- 
wood Lumber Assn., and the Tur- 
key Federation have been using 
Sta-Hi Color Service, Fullerton, 
Cal., a service started last year 
whereby the association pays for 
color mats that are made by Sta- 
Hi and are distributed by it to r.o.p. 
newspapers throughout the coun- 
try. The Redwood Lumber Assn., 
for example, had mats prepared 
for a color editorial feature on 
building your own recreation or 
rumpus room in your home. The 
feature was straight editorial but 
promoted use of lumber. 


= Sometimes the user of this 
service, such as Redwood Lumber, 
|charges newspapers for the mats 
in order to cover costs but some- 
times the mats are distributed 
 whttvoust charge to get broadest 
| coverage. Companies, as well as 
| associations, have been trying this 
type of publicity promotion. One 
recent one was Jantzen, which 
had mats distributed on a feature 
about knit dresses. 

A somewhat similar service is 
offered by the Milwaukee Jour- 
nal, the nation’s leader in r.o.p. 
color linage, although this service 
is limited to member newspapers 
in its r.o.p. color division. + 


‘Elkart Truth’ Names Swartzell 

Allen Swartzell, manager of the 
Goshen, Ind., branch office of the 
Elkart Truth, will be the new na- 
tional advertising and promotion 
manager of the Truth, effective 
Oct. 1. Mr. Swartzell succeeds Les- 
lie E. Fleck Jr., who has been 
named promotion manager of 
|Charlotte Newspapers, Charlotte, 
|N.C. 
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In the New York market... among 


4,730,000 adult News readers 


2,240,000 read 
The News exclusively! 


The exclusive readership of the 
Daily News exceeds the entire readership 
of any other New York City newspaper. 


And the non-exclusive readers of 
The News number 2,490,000-include from 
one-third to two-thirds the readers of 
all other New York City newspapers. 


Source: Profile of the Millions- 

2nd Edition, a massive study of 

New York market characteristics. 

Call any News office for a presentation. 


There are 11,130,000 adults, fifteen years and 
over, in New York City and its suburbs—and 20% 
read no other newspaper than The News. 

The exclusive News readership is larger than 
the audiences of all but a few top nighttime 
television programs—and you get it every day! 

And remember that the exclusive News 
readership is just a plus—less than half of the 
total audience reached by this newspaper. 

It’s obvious that if you’re out cf The News, 
you fail to reach a large segment of this 
metropolitan market; and television offers 
no assurance of reaching it. 

It is also obvious that when your advertising 
is in The News, you are covering the largest 
share of the market—and getting attention, 
readership, reception and response that no other 
medium can surpass! At a lower cost, as well! 


Ask any New York News office for details. 


THE NEWS, New York’s Picture Newspaper 


More than twice the circulation, daily and Sunday, of any other newspaper in America. 


News Building, 220 East 42nd St., New York 17—Tribune Tower, Tribune Square, Chicago 11—155 Montgomery St., San Francisco 4 
8460 Wilshire Boulevard, Los Angeles 5— Penobscot Building, Detroit 26—27 Cockspur St., London 8.W. 1, England 
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Advertising Age, September 


FIRST in the United 
States among cities 
under 150,000 pop- 
ulation. 


SIXTH in the United 
States among ideal 
testing cities regard- 
less of population. 


, SECOND of all test- 
* ing cities in New 
England regardless of 
Teed off se 
source: 


Sales Management 


about 
tests?... try Portland, Maine 


PORTLAND MAINE NEWSPAPERS PRESS HERALD 
EVENING EXPRESS 


SUNDAY TELEGRAM 


94% coverage of ABC retail zone 100% coverage of city zone 
represented by Julius Mathews Special Agency 


|\CAC Names Tuttle 

Kirk C. Tuttle, vp and manager 
of Fuller & Smith & Ross, Cleve- 
land, has been named general 
chairman of the 11th annual ad- 


|the Cleveland Advertising Club. 
‘Entries in the ad performance 
|competition will be received until 
|Oct. 31, with a panel of judges 
|reviewing the entries Nov. 2, and 
the awards luncheon scheduled 
for Nov. 18. 


‘Farm Quarterly’ Hikes Rates 
The Farm Quarterly, Cincinnati, 
has issued a new rate card effec- 
tive with the winter issue, pub- 
lished Dec. 6. Based on an in- 
creased circulation guarantee of 


b&w page have increased from 
$2,100 to $2,310 and rates for a 
four-color page have _ increased 
from $2,600 to $2,990. The rate 
card has been printed as a four- 


color folder. 


ENDS SHE 
CINCINNAT? 


ENQUIRER 


» +. or call Moloney, Regan & Schmitt, Inc, 


“Must be that big advertising man they reported missing” 


CALL OFF THE SEARCH .. . If you're looking for the best 
way to reach the solid market-that-matters in the great metro- 
politan area of Cincinnati, the Cincinnati Enquirer is just 
the ticket. Solid reason why: solid Cincinnatians read and 
prefer The Enquirer every day of the week . . . for more 
news, features, advertising. Happy result: you’re in SOLID 
in Cincinnati when you're in the Cincinnati Enquirer. A 
look at the new 1959 Top Ten Brands Survey confirms it. 
Ask The Enquirer's Research Department to show it to you 


‘ 


vertising performance awards of| 


250,000 from 225,000, rates for one | 


28, 1959 


Coming 
Conventions 


| *Indicates first listing in this column. 
| Sept. 26-Oct. 1. Affiliated Advertising 
| Agency Network, international 
|tion, Somerset Hotel, Boston. 

Sept. 28-30. Southern Newspaper Pub- 
lishers Assn., 56th anniversary convention, 
Arlington Hotel, Hot Springs, Ark. 

Sept. 29. Magazine Publishers Assn., 3rd 
annual fall conference, Hotel Commodore, 
New York. 

Sept. 29. Newspaper ROP Color Confer- 
ence, one-day workshop, Hotel Biltmore, 
New York. 

Oct. 4-6. Advertising Federation of 
America, 7th District convention, Roose- 
velt Hotel, New Orleans 

Oct. 5-6. New England Newspaper Ad- 
vertising Assn., annual meeting, Parker 
| House, Boston. 

Oct. 8. Assn. of National 


conven- 


Advertisers, 


|International Workshop, Savoy-Hilton, 
New York. 
Oct. 8-9. Advertising Federation of 


| 
America, 3rd District, fall conference, 
| Poinsett Hotel, Greenville, S. C. 

Oct. 14-16. Point-of-Purchase Advertis- 
ing Institute, 2nd national members meet- 
ing, Statler-Hilton Hotel, Washington, D.C. 

Oct. 15-16. American Assn. of Adver- 
tising Agencies, annual central regional 
meeting, Drake Hotel, Chicago. 

Oct. 15-17. Pennsylvania Newspaper 
| Publishers Assn., annual convention, Pick- 
| Roosevelt Hotel, Pittsburgh. 

Oct. 16-17. Northwest Daily Press Assn., 
Hotel Normandy, Minneapolis. 

Oct. 18-20. Inland Daily Press Assn., an- 
nual meeting, Drake Hotel, Chicago. 
| Oct. 18-21. Junior Panel Outdoor Adver- 
| tising Assn., annual convention, Morrison 
| Hotel, Chicago. 
| Oct. 18-21. American Assn. of Advertis- 

ing Agencies, western regional conven- 
| tion, Biltmore and Miramar hotels, Santa 
| Barbara, Cal. 

Oct. 19-20. Boston Conference on Distri- 
| bution, 3lst annual conference, Hotel Stat- 
| ler, Boston. 
| Oct. 19-20. Agricultural Publishers Assn., 
| 


annual meeting, Chicago Athletic Assn. 

Oct. 21. 
tions, annual midwestern 
Drake Hotel, Chicago. 
| Oct. 22-23. Audit Bureau of Circulations, 
annual meeting, Drake Hotel, Chicago. 

Oct. 23-25. Midwestern Intercity Con- 
ference of Women’s Advertising Clubs, 
Oakton Manor, Pewaukee, Wis. 

Oct. 25-28. National Newspaper Pro- 
| motion Assn., central regional meeting, 
Schroeder Hotel, Milwaukee. 

Oct. 26-28. Life Advertisers Assn., an- 
nual meeting, Drake Hotel, Chicago. 

Nov. 2-4. Broadcasters’ Promotion Assn., 
4th annual convention, Warwick Hotel, 
Philadelphia. 

Nov. 4-5. American Assn. of Advertis- 
ing Agencies, eastern annual conference, 
Biltmore Hotel, New York. 

Nov. 8-11. Assn. of National Advertis- 
ers, annual fall meeting, The Homestead, 
Hot Springs, Va. 

*Nov. 17. 4th annual R.O.P. color con- 
| ference, Sheraton Hotel, Chicago. 
| Nov. 18. American Assn. of Advertising 
| Agencies, annual eastern central regional 
meeting, Penn-Sheraton Hotel, Pittsburgh. 

Nov. 18-20. Television Bureau of Adver- 
tising, annual meeting, Hotel Sheraton, 
Chicago. 

Nov. 23-24. National Business Publica- 
tions, regional conference, Drake Hotel, 
Chicago. 

March 6-10, 1960. National Business Pub- 
lications, annual spring meeting, Boca 
| Raton Hotel and Club, Boca Raton, Fla. 
| April 25-27, 1960. Sales Promotion Ex- 
jecutives Assn., third annual conference, 
Hotel Astor, New York. 


Wiswell Joins EWRR 

George C. Wiswell Jr. has joined 
Erwin Wasey, Ruthrauff & Ryan, 
New York, as account executive 
and member of the business devel- 
opment group emphasizing the 
New England market area. He was 
formerly vp and director of Cham- 
bers, Wiswell, Shattuck, Clifford & 
MeMillan, Boston. 


Associated Business Publica- 
conference, 


Max Factor Names May 

Max Factor & Co., Los Angeles, 
has appointed Claude May assistant 
advertising manager of its interna- 
tional division. Mr. May previously 
had operated his own agency in 
Los Angeles for the past three 
years. 


Trader Joins Tullis 

Bill Trader has joined Tullis 
Co., Los Angeles, as an account 
executive. He was formerly a 
sales executive and held manage- 
ment positions with the Bartell 
stations, San Diego, for four years. 


Airline Personnel to Duncan 
Airline Personnel Center, San 

Francisco, has appointed Duncan, 

Rowan & Woods, San Francisco, to 
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handle its advertising. 
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Effectively and Economically! 


Here’s how 143 newspapers across the country can extend your national 


ROP Color schedules through local dealer and distributor co-operation. 


ROP COLOR SERVICE will create retail 
advertising layouts, prepare color engravings 
of “tie-in ROP Color ads” and distribute ad proofs 
via a Weekly Color File to 143 newspapers. (No 


charge for distribution.) 


Advertising salesmen of subscribing news- 
papers contact major retailers and distribu - 
tors who are logical prospects for the use of ‘your 
color advertisements in retail advertising. News- 
paper merchandising staffs follow up with point- 


of-sale proofs or preprints. 


ROP COLOR SERVICE, in co-operation with your advertising 
agency, will also create, prepare and distribute national 
ROP Color advertisement printing materials, color editorial 
features on your products, point-of-sale and merchandising 
ad preprints to completely integrate your newspaper 


campaign 


Scores of national advertisers of food, fashions, home fur - 
nishings, automobiles and other products have used the 
ROP COLOR SERVICE with great success. 


3 Each Weekly Color File includes any in- 
structions, requirements, terms or restric- 
tions you place on the use of your color mat 


materials in retailer or distributor advertising. 


You can control the copy and placement of 

retailer or distributor advertisements using 
your color materials to co-ordinate it with your 
national program and to meet local situations. 


Only one set of color engraving plates is re- 

5 quired. ROP COLOR SERVICE does the 

rest with quick, economical, high quality color 
mats, color preprints and distribution service. 


Write The Milwaukee Journal, ROP COLOR SERVICE, 
Journal Square, Milwaukee, Wisconsin, for complete details. 
The Milwaukee Journal 


for Newspapers 
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Which page 


These reproductions are printed from 
unretouched color photos of actual ROP 
newsprint tearsheets pulled from the 
files of the Minneapolis Star and Tribune 
Sept. 10, two months after different 
tearsheets of the same three ads had 
been submitted to the Editor & Publisher 
competition. Except for the American 
Legion parade news picture, no page 
was less than four months old when 
photographed. 


won the prize? 


_ all good examples of the excellent ROP color reproduction 
you'll find in newspapers throughout the United States every day .. . 
pages of advertising and news that produce prize-winning reader 


response. 
All of them are from the Minneapolis Star and Tribune. 


One of them was judged the finest example of ROP color printing 
by papers of more than 250,000 in the 1958-59 ROP color competi- 
tion just conducted by Editor & Publisher magazine. 


The front page picture of the 1959 American Legion's national con- 
vention parade, for instance, is just one of the more than 1,200 news 
pictures in full color printed in the Minneapolis Star and Tribune 
in a year. That one’s a little special, though, because it was taken, 
printed and delivered to our readers while the parade still was in 


progress! 


Since the ROP color reproduction competition was open only to adver- 
tising color, the news picture wasn’t in it. But it does figure in the 
story, because when you print news pictures in color almost every day, 
you acquire skill and know-how that just naturally pay off in consist- 


ently good reproduction of ROP advertising color. 


The winner easily could have been the luscious Pillsbury chocolate 
cake ad. . . or the crisp Standard Oil ad . . . or many others—all good 
examples of the fine ROP color campaigns run by these advertisers 
in the Minneapolis Star and Tribune and in many of the 372 other 


newspapers that now regularly print full-color advertising. 


The winner was the sharp Pepsi-Cola gal in the Santa Claus suit— 
one of a dozen of the fine Kenyon & Eckhardt color ads which Pepsi 


ran in the Minneapolis Star and Tribune during the year. 


How was it done? 


Let's say it was just a good day's work. With good art and mats from 


knowledgeable agencies and advertisers, nickled plates, new carefully- 


tested color inks—plus a big chunk of daily experience—you can 


produce “winners” every day. 


Or so Harold Costello, Minneapolis-St. Paul Pepsi-Cola franchise 
bottler, could tell you. This long-standing K&E-produced series is 
an important reason why Pepsi is the No. 1.cola drink* in the whole 


state of Minnesota. 


More and more “winners” are being produced every day. And will 
continue to bring smiles to the faces of advertisers, more and more. 
For ROP color has come of age. And we are pleased to be part of 
a creative newspaper industry that has made this most powerful new 


sales tool possible. 


Minneapolis 
Star and Tribune 


EVENING MORNING & SUNDAY 
640,000 SUNDAY - 500,000 DAILY 


*According to the Continuing Survey of Minnesota 
Living's Minnesota Homemaker Survey—No. 12—1959. 
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ta Tue Minnearous STAR 


SECTION —e-50 & or Senta Teen 


You're Seeing This Parade Now! 


You take a chance on gas-line freeze any time your car stands 
in freezing weather, Motsture from the air can setuice in your line and 
freeze solid-—stop gasoline from flowing—stop you cold! But that can't 
happen when you use STANDARD GASOLINES with DEICER! 


DE-ICER PREVENTS GAS-LINE FREEZE even at 40° below. 
You get De-lcer in both Standard Gasolines \) Ni) NTH COST! 
You also get fast starting that saves fuel...protection againet 


cold-engine start-up wear. Get De-Icer in Gold Crown Super-Premium 
or Red Crown King-Size Regular—drive worry-free this Winter 


- 
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Fastest Newspaper Color Record 


Viner Minne agets tear eee pramte ome of 


STANDARD 
~ | 
"My advice, * 
sir-get 
De-Icer!” 
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ac RERUNS 
You expect more from Standard...and get it! 
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OLOR 


COLOR LINAGE UP 14% 


in The Kansas City Star for first 7 months of 1959, 
despite 10 day newspaper strike 

... this on top of 107.3 percent gain 

for similar period in 1958 


IS A MANY-SPLENDORED THING 


Use of COLOR in The Kansas City Star 
gains amazingly as advertisers discover 
the smash merchandising impact 

of this brilliant sales tool. 


Choice of 7-day, 13-time-a-week R.O.P. 
spot or dramatic full color in page or 
fractional units (1,000 line minimum). 
Modest color surcharge. 


THE KANSAS CITY STAR 
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Advertising Age, September 28, 1959 


‘Chicago American’ 
Changes Its Name to 


‘Chicago's American’ 


CuicaGco, Sept. 23—The Chicago 
American today became Chicago’s 
American. 

And this is the kick-off day of 
an extensive ad campaign the 
newspaper has planned to build a 
new image of itself in the public 
eye (AA, Sept. 14). 

“The name Chicago’s American 


’ was not adopted merely for the 


sake of change,” says Stuart List, 
its publisher. “To us men and 
women who gather and print the 
news for the readers of Chicago- 
land, it exemplifies an attitude. 

“Our paper concentrates on the 
interests of Chicagoland and on 
the interests of its citizens as 
individuals. That’s why we think 
it has been fittingly renamed,” he 
added. 


s The major purpose of the name 
change and the accompanying 
promotion campaign is to drama- 
tize the changes that have been 
made in the newspaper since it 
was purchased by the Chicago 
Tribune Co. Oct. 21, 1956. 

On the editorial side, this has 
included a new financial section 
with final market quotations from 
New York and Chicago in the 
newspaper’s final edition of the 
day. The most important mechan- 
ical change was the American’s 
adoption of the Chicago Tribune’s 
9 pt. McCormick body type when 
the Tribune took over mechanical 
production of the American July 
27. 

A new editorial feature starting 
this week is a Page 1 digest con- 
densing key news stories carried 
elsewhere in the newspaper. The 
paper also is now using color for 
both advertising and news photos. 

Hearst Advertising Service con- 
tinues to represent the American, + 


Ahrens Combines 
Two Books, Drops 
Third from ABC 


New York, Sept. 23—Ahrens 
Publishing Co. is combining two of 
its publications effective Jan. 9 
and switching a third business pa- 
per from paid to controlled circu- 
lation next July. 

The World Review of Hotels & 
Travel will be merged with Hotel 
Management to form a new tabloid 
known as Hotel World Review & 
Hotel Management. The third pub- 
lication, Restaurant Management, 
is resigning from Audit Bureau of 
Circulations, where it has been a 
member for 35 years, and is apply- 
ing for membership in Business 
Publications Audit effective next 
July. 


# The two hotel publications have 
a combined history of 176 years be- 
tween them. Hotel Management 
has been standard-size. The new 
tabloid will be issued 48 times 
yearly with an ABC guarantee of 
more than 12,000. The one-time ad- 
vertising page rate will be $700. 

Restaurant Management will add 
controlled circulation starting in 
January but will not change its 
rates until July,1960, at which time 
the one-time page rate will go 
from $660 to $1,000 and the circu- 
lation guarantee will rise from 34,- 
000 to 60,000. 

Ahrens Publishing’s other books 
are Restaurant Equipment Dealer 
and Frozen Food Age. # 


Ad Fried Adds 3 Accounts 

Ad Fried & Associates, Oakland, 
Cal., has added three new ac- 
counts. They are Safe Drivers Club 
of America, Oakland; Frederick C. 
McLellan Co., Oakland business 
development company; and Ed 
Powers Tours, Alameda, Cal. 


_Mennen Names Allardyce 
| Arch Allardyce, formerly cen- 


| tral regional sales manager in| 


Chicago, has been appointed pro- 
ifessional services manager of 
|M 


ennen Co. and will now be based | 


in the company’s Morristown, N.J., 
headquarters. He replaces G. Van 
Vliet, who has retired but who 
continues as a consultant. 


Tahoe Air Lines Names Sines 
Raymond L. Sines & Associates, 


| San Francisco, has been appointed 
to direct advertising for Tahoe Air 
Lines, a new scheduled year- 


Barcalo Launches Campaign | 
Barcalo Mfg. Co., Buffalo, N. Y., | 


4 airli cutee 4 th manufacturer of BarcaLounger | 
> . e a . e | 
around airline service to northern | reelining chair, will launch what it | 


California’s Lake Tahoe resort) calls the largest advertising and | 
area. | promotional campaign in its 63- 
Westinghouse Names Woodard Ye®" history with four-color and 

Charles Woodard Jr., adminis-|>&w ads in Better Homes & Gar- 
trative assistant to the president of dens, Family Weekly, Fortune, Hol- 
Westinghowse Broadcasting Co.,|iday, The New Yorker, Sunday and 
New York, has been named a vp/| Sunset Magazine. Ads will appear | 
of the company with expanded | during the fall-Christmas period. | 


duties. |Key appearances on “The Price is | 


79 


Right” (NBC-TV) will supplement 
the campaign. Batten, Barton, Dur- 
stine & Osborn is the agency. 


Digital Names Enyart & Rose 
Digital Instrument Laboratories, 
Los Angeles, has appointed Enyart 
& Rose Advertising, Los Angeles, 
to handle its advertising. Digital 
manufactures precision oscillators, 
high-speed multiplexers and spe- 
cialized digital electronic devices 
for military and commercial use. 


HE STILL WON’T SELL MORE IN PEORIA 


They don't make a wishbone big enough to have quota-busting sales 
dreams come true — if the product isn't being promoted to the most people with 
the most dollars. This means knowing markets as they are today. In 
Peoria, for instance, industry after industry is building, hiring and spending. 


There are more people, more dollars and — inevitably — more sales. 


PEORIA JOURNAL STAR 


O'MARA & ORMSBEE, INC. national representatives 
New York * Detroit * Chicago * San Francisco * Los Angeles 
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5 : 2 STATES 
2 COUNTIES 
ONE 
“METROPOLITAN” 
FARGO MARKET! 


Don’t split this important “metropolitan” market 
because of a state-river boundary! Only this tech- 
nicality prevents the Fargo — Moorhead 2-county 


area from being listed as a “standard” metropolitan 


market. We live and buy as ONE big community, 
with 104,500 people in the 2-county area, 277,100 


in the big retail trading zone. And The Forum-News 


delivers almost 100% coverage where you want it, 


compared with only 8% by any Minneapolis daily! 
Represented by Kelly-Smith Company 


THE FARGO FORUM 


Moorhead News 


rgest circulation im North Dakota and western Minnesota 


Advertising Age, September 28, 1959 


Along the Media Path 


A simulcast featuring WNHC-TV 
general manager Howard W. 
Maschmeier, WNHC general man- 
ager Alan Henry, Connecticut Gov- 
ernor A. A. Ribicoff and New 
Haven Mayor Richard Lee, for- 
mally dedicated the newly-con- 
structed WNHC television-radio 
center in New Haven. 


e On behalf of the Fifth Third 
Union Trust Co., Cincinnati, 
J. Carlton Hill, president, was pre- 
sented an award for having com- 
pleted 21 consecutive years as an 
advertiser on WKRC, Cincinnati. 
The “Order of the Gray Flannel” 
certificate states, “Recipient is en- 
titled to be recognized as a cost- 
per-thousand expert, program rat- 
ing authority, spot buyer exem- 
plary, and critic extraordiniare.” 


IN INDIANAPOLIS, 
THEY BUY MORE BECAUSE THEY 


THE INDIANAPOLIS STAR 
THE INDIANAPOLIS NEWS 


g Plane Loads ~ - 
arrive * Royal cere 


Troops (dranee 


In Indianapolis, and in the surrounding trading area, more than 
1,250,000 buyers respond to sales messages in The Star and The News 
—Indiana’s largest and most influential newspapers. You, too, can rely 
on these great newspapers to help stimulate your sales. And, you can 
brighten your sales picture in this rich area by brightening your sales 
message with color... any color, any shade, any day. 


COLOR ADDS IMPACT TO SATURATION COVERAGE 


HAVE MORE... 
AND YOU CAN ATTRACT THEM QUICKER WITH COLOR! 


e WTAQ, La Grange, IIl., has 
added an air mobile unit to its 
ground mobile fleet of Volkswagen 
truck and two late-model cars, 
equipped with short-wave and 
sound recording equipment. 


e Listeners of WITH, Baltimore, 


Lucky Key promotion by the sta- 
tion. The key, an ignition key to a 
$3,800 1959 Chrevrolet Kingswood 
station wagon, was hidden in a 
different spot for 10 days. Six clues 
a day were broadcast at 15-minute 
intervals. 


\° An open house and dedication 
|ceremonies marked the opening of 
| the newly constructed plant of the 
Boston Herald and Traveler. Fol- 
lowing the dedication ceremonies, a 
film, “Dateline Boston,” showing 
the ceremonies was telecast on 
WHDH-TV. 


e The October issue of Playboy 
carried its first straight editorial 
which made an urgent appeal for 
the immediate cessation of nuclear 
tests, in order to halt the continu- 
ous release of deadly strontium 90 
into the earth’s atmosphere. 


e Hitchcock Publishing Co. space 
salesmen and editors of School Bus 
Trends boarded a brand new bus 
located in front of the company’s 
new offices in Wheaton, IIl., to 
learn more about the growing mar- 
ket served by the publication. The 
group listened to chart talks about 
the growing school bus market and 
future editorial plans for the mag- 
azine while en route to Pontiac, II1., 
where they visited one of Illinois’ 
largest school bus dealers. 


e Puck—The Comic Weekly will 
launch the fifth of a series of its 
“One Stop Shopper” promotions 
featuring nationally distributed 
health and beauty products in its 
Oct. 11 issue and in other affiliated 
Sunday newspapers that day. The 
promotion will be supported by 
color floor stands displaying the 
nine featured products, direct mail 
and personal contacts. 


Department of New Laurels 

e WGN, Chicago, reports billings 
for January through August, 1959, 
show a 26.5% increase over the 
comparable period in 1958. 

The circulation of Ladies’ Home 
Journal will reach the 6,000,000 
mark effective in the last three 
months of this year, on the basis of 
a revised publisher’s estimate. The 
Journal’s new rate base of 5,700,- 
000 is effective January 1, 1960. 


Ameritex to Charney 

The Ameritex division of Cohn- 
Hall-Marx Co., New York, has ap- 
pointed Charles J. Charney & Co., 
New York, to handle its men’s and 
boys’ fabrics. The account will be 
primarily sales promotion work. 
Previous advertising for the men’s 
and boys’ fabrics was direct. 


U. S. Borax Names Kockler 

Nicholas J. Kockler, former as- 
sistant industrial relations director 
of the United States Potash Co. di- 
vision of U. S. Borax & Chemical 
Corp., has been named corporate 
director of public relations of U. S. 
Borax, with headquarters in Los 
Angeles. 


Blumenstock to Schlaifer 

Sid Blumenstock will leave Em- 
bassy Pictures Corp., where he is 
vp in charge of advertising and 
promotion, early next month to 
join Charles Schlaifer & Co., New 
York agency, as vp in charge of 
the West Coast offices. 
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One of a series of comments on Metropolitan Oakland 
as a market by advertising agency executives. 
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’ , Throughout the country there now are important markets within There are other examples of explosive growth in the West 
; markets demanding special sales approaches and appeals. One but few. are more impressive. Metropolitan Oakland also leads 
e } of the most dramatic examples is Metropolitan Oakland. Northern California in food sales, drugs, automotive, service 
d |) Since our agency first established offices on the West Coast, station products, furniture and household equipment, and lumber 
f * more than 40 years ago, Alameda County has expanded at a and building materials. 
: i ' fantastic pace until today it is leading Northern California in L. E. SCOTT, Vice President & General Manager 
, i 1 both population and retail sales. FOOTE, CONE & BELDING, Los Angeles 
Or 
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3 Pf YES, it is important to recognize Metropolitan Oakland's 
commanding size as a market. It is equally important to 
: 4 ‘remember this fact: 


. ONLY THE 


t Oakland a} Tribune 


Hl COVERS METROPOLITAN OAKLAND* 


Fate 
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Greatest Home Delivered Circulation *63% of the more than 250,000 families in 


} 
| in Northern California Metropolitan Oakland (Alameda County) 
- :4 : , : GO BIG..BE BIG are Tribune subscribers 
; National Representatives: in the TRIBUNE... a 
° 


CRESMER & WOODWARD, INC. Member Metro Sunday Comics Network - 
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The CHARLESTON Marker Is 


No.I Market 


i 


re. 


Ste The Katz Agency, Chicago, has 
prepared a booklet on “The Nuts & 
Bolts of Radio,” which covers all 
areas of station programming in- 
cluding news, editorializing, farm 
and religious programming, pro- 
| motion, production, public service, 
station identification and program 
department administration, equip- 
|ment and music. Additional infor- 


B® |Katz Agency, Prudential Plaza, 


an <x 1 
' . | Chicago. 

PAYROLL PUNCH IN CHARLESTON—Union Carbide Chemicals Co. (Blaine’s Island unit shown) | 
has almost 9,000 employees. Under an employee savings plan there was a biennial pay-off re- | The sales promotion division of 
cently. Amounting to $10,313,594 a green tide of extra dollars surged through the area. This is an ‘the National Retail seenemuate 
example of the progressiveness of Charleston's tremendous and fast-growing chemical industry. |dtlde-‘tilm library which documents 
in color, successful retail promo- 
tions by 40 prominent stores. Fur- 
ther information may be obtained 
from Stephen K. Small, public re- 
100 W. 31st St., 


= 


Represented Nationally by JOHNSON. KENT. GAVIN & SINDING. INC. 


‘lations director, 


Ln Columbus, tt’s the Dispatch 
In the Dispatch, it’s co L ap 


The DISPATCH is a national prize winner 
in ROP color! Routinely, in the Dispatch, ROP 


color has the appeal and impact of color in slick-paper 


publications. That's because the Dispatch has the finest 

equipment available. And Dispatch pressmen know how to 
print color “right on the nose.’ 150 leading advertisers 

who ran nearly 500 pages of color in the DISPATCH last year 
know this. Join them—and give your advertising more 
power, glamor, and concentrated coverage than 


you can get in any other medium! 


Ohio's Greatest Home Newspaper 


[om | mation may be obtained from the | 


New York 1. 


aed 


ae 


=> 


e Good Housekeeping has pre- 

| pared a 146-page report on “Beauty 
Secrets 1959,” which tabulates the 
lresults of a survey made among 
| 2,500 members of Good Housekeep- 
|ing’s Consumer Panel on their ideas 
|on skin care, makeup, cologne and 
| perfume, hair care, hand care and 
miscellaneous grooming products. 
| The report is available for $1 from 
Lorna Opatow, research director, 
Good Housekeeping, 57th St. at 8th 
Ave., New York 19. 
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e Chain Store Age has prepared a 
marketing map which shows city 
jlocations of headquarters and 
‘branch buying offices of food 
chains operating two or more 
stores, the number of stores oper- 
ated in each state, plus Canada, the 
regional dollar volume, with the 
number of stores in each region ac- 
counting for the volume, a volume 
and analysis of the 50 commodity 
groups most commonly checked by 
the chain managements and mar- 
keting trends. Additional informa- 
tion may be obtained from Gene 
Marks, advertising manager, Chain 
Store Age, grocery-supermarket 
editions, 2 Park Ave., New York 16. 


SS SS 
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e Instruments Publishing Co. has 
prepared a miniature “marked” 
copy of the January-February 1959 
issue of Military Systems Designs 
which shows inquiry sales-lead re- 
sults overprinted on each ad and 
editorial items. Copies may be ob- 
tained from Instruments Publish- 
ing Co., 845 Ridge Ave., Pitts- 
burgh 12. 
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e Reader’s Digest, International 
Editions, has prepared a 20-page 
booklet on the cooperative mer- 
chandising credit plan offered by 
Selecciones del Reader’s Digest in 
Latin America. Further informa- 
tion may be obtained from C. R. 
Devine, Reader’s Digest, 230 Park 
Ave., New York 17. 
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e Instruments Publishing Co. has 
published a miniature “marked” 
copy of its complete January-Feb- 
ruary 1959 issue of Instrument & 
Apparatus News, which shows in- 
quiry sales-lead results overprint- 
ed on each ad and editorial items 
and serves as a capsule market 
study for companies in the indus- 
trial instruments-controls-systems. 
Copies are available from Instru- 
ments Publishing Co., 845 Ridge 
Ave., Pittsburgh 12. 


Katz Adds 4 in Tv Sales; 
Three Join Radio Staft 

Katz Agency, New York, media 
representative, has added four men 
to its tv sales staff. Robert A. Lef- 
ko, formerly with Rollins Broad- 
casting, has joined the New York 
office; Justin Cassidy, previously 
with WBBM-TV, Chicago, and 
Charles D. Linton, formerly with 
Weed Television Corp., have joined 
the Chicago staff; and K. Layton 
Miller, previously with Jack T. 
Holmes & Associates, has been add- 
ed in Dallas. 

Three men also have been added 
to the Katz radio staffs. They are, 
in New York, Lewis Greist, previ- 
ously with WNEW-TV, New York; 
in Los Angeles, Fred Delahay, for- 
merly with McCann-Erickson, and, 
in Chicago, William Fallon, previ- 
ously with Weed Radio Corp. 


Circulation iy) Highly attractive optional combination rate 
' ‘ : 
} with Morning OHIO STATE JOURNAL 
yore available 
DAILY Representatives: 


O'Mara & Ormsbee, Inc. (New York, Chicago. 
Detroit, San Francisco, Los Angeles) 
McAskill, Herman & Daley. Inc. (Miami Beach) 


F Columbus Dispatch 


185,437 


KCOP Names Dan Miller 

Dan Miller, for the past five 
years an account executive with 
KCOP, Los Angeles, has been pro- 
moted to local sales manager, suc- 
ceeding John S. Hansen, who was 
recently named general manager of 
‘the NAFI Corp.’s station, KPTV, 
Portland, Ore. 
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Admen Could Learn by Studying Khrushchev 
Bag of Tricks, Samstag Tells DMAA Confab 


MONTREAL, Sept. 22—Admen 
can learn a lot just by studying | 
the persuader called Nikita Khru- 
shchev, according to Nicholas 
Samstag, director of promotion, 
Time Inc., keynote speaker at the 
42nd annual convention of the} 
Direct Mail Advertising Assn. 

Mr. Samstag cited the Russian 
dictator’s “personal touch” to get 
attention, arouse interest, tempt 
and provoke to action as qualities 
which should be paralleled in 
direct mail. 

“As we observe Mr. K’s scintil- 
lating performance in the U. S.,” 
Mr. Samstag told DMAA conven- 
tioneers, “let us remember all the 
flat, characterless direct mail | 
we’ve produced. Let us recall all 
the booklets, folders, letters out of 
which we have bleached person- 
ality and the personal touch in the 
dubious interests of playing safe 
and not offending anyone. 


a “As Mr. Khrushchev puts on 
what will undoubtedly be a daring, 
colorful, arresting series of ap- 
pearances, despite all that he has | 
at stake, let us remember how | 
stale our performances have been | 
—with so much less at stake.” | 

Among the other lessons which | 
admen can learn from observing | 
the Russian visitor, according to} 
Time’s promotion chief, are re- 
straint, persistency, use of the off- | 
stage magnesium flare, and recog- | 
nizing the. strengths and 
weaknesses of the competition. | 

In spite of Mr. Khrushchev’s | 
reputation as a_ hot-head and/| 
heavy drinker, a man given to| 
seemingly dangerous statements, 
Mr. Samstag observed, “We are | 
forced to the conclusion that he 
knows what he is doing most of | 
the time” and seeming slips are 
likely to be no accident. 

The lesson in this for admen, | 
Mr. Samstag noted, is to “stop) 
shouting about nothing. Save your | 
Sunday punch for Sundays or | 
when the time really comes to 
shout.” 


s He also challenged admen to) 
observe Mr. Khrushchev’s | stick- | 
to-itiveness. “Contrast this quality | 
with the dilatory, on-again-off- | 
again tactics of most direct mail| 
users,” he said. 

“If it takes 12 mailings a year 
to do a job, sending out seven 
does not accomplish seven- | 
twelfths of the job. Sending out 
seven pieces may accomplish ab- 
solutely nothing.’ This, he noted, 
“is one of the greatest and most 
regrettable areas of waste in our 
business.” | 

Last minute decisions to cut 
advertising expenditures to make 
a better showing on profit and 
loss statements are the most 
harmful decisions which are fre- 
quently made by management, he 
told the DMAA members. “In 
saving the money they didn’t 
spend, they wasted all the money 
they did spend,” he said. 

The use of the “off-stage mag- 
nesium flare—the creation of a 
histrionic and often deadly serious 
distracting action to keep the op- 
position off balance,” Mr. Samstag 


said, is another of the highly | 
successful techniques of Mr. 
Khrushchev which should _ be 


carefully studied by admen. 
es “In the same way,” he said, | 
“the ideal program of direct mail 
should stick to a single purpose— 
while, at the same time, it draws | 
attention to itself (and confounds 
its competitors) with continuous 
change of pace and variations of! 
technique.” 
He described this as the “plug 
and flash theory” of direct mail. | 
“It holds,” he said, “that the ideal | 
program must not only plug away 
at the job of registering some 
basic idea, but it must stage in- 


dividual, attention-arresting acts 
against the background of that 
program, to direct the market’s 
attention to what you are doing 
and saying.” 

Accurately estimating the en- 
emy’s strength is another of the 
Russian visitor’s skills which 


should be observed by admen, he) 


said. 

“Perhaps the one greatest weak- 
ness of the direct mail I see 
is a continuing refusal to believe 
that people are many times more 
sophisticated today than 20 years 


ago, that they have much more) 


highly developed tastes, that they 
resent being talked down to or 
shouted at or asked to believe 


|obviously phony claims.” # 


|Gulton Names Doner & Peck 
| for Life Lite Flashlight 

Gulton Industries, Metuchen, 
N. J., has appointed Doner & 
Peck, New York, to handle adver- 
tising for its Life Lite flashlight, | 
which is powered by an alkaline | | 
battery which, the company says, | 
never needs to be replaced—it, Stroh to Sponsor Tiger Games 
can be recharged by plugging it| Stroh Brewery Co., Detroit, has) 
into an ordinary light socket. An|picked up the broadcasting ar-| 
eight-week spot television cam-|rangement the Detroit Tigers for- 
paign is scheduled to begin Nov.|merly had with the Goebel Brew- 
16 in 20 cities. William Nicosia |ing Co., which Sept. 12 eet 
Advertising, New York, continues it was discontinuing a 17-year) 
to handle Gulton’s corporate ad- radio and television association | 
vertising. with the Detroit club. Goebel will 
continue to air the Detroit Lions! 
‘through the present schedule and | 
Ads Appear on Transfer Backs .,i1; also back the telecasts of| 

The Philadelphia Transportation | other National League football | 
Co. has begun accepting 1” ads|games when the Lions are not/| 
for the backs of its transfers. The | playing in the Michigan-Ohio | 
company says it began the trans-' area. 


fer ad program to earn extra in- | 
come. It will accept any general 
advertiser, but only for periods 
over 60 days. A PTC spokesman | 
jsaid the company gives out some | 
900,000 transfers each normal | 
weekday. 


36% of SOUTH DAKOTA'S 
SPENDABLE INCOME 


Exclusively Covered by: 


THE TRIPLE MARKET GROUP 
* HURON DAILY PLAINSMAN 
* MITCHELL DAILY REPUBLIC 
+ WATERTOWN PUBLIC OPINION 


Sold in combination and nationally 
represented by 
Johnson, Kent, Gavin & Sinding Inc. 


Advertisers will find even greater flexibility 
in scheduling Detroit Free Press color ads in 
the months to come. 


Hundreds of thousands of dollars invested in 
the latest press equipment will insure better 
service, better scheduling. 


The Free Press pioneered in Detroit news- 
paper full color advertising in 1954—and 
advertisers’ use of full color has skyrocketed 


ever since. 


Ask your Free Press representative for com- 
plete details on how Free Press full color 
helps make your Detroit advertising more 
efficient and more effective! 


The Detroit Free Press 


national representative: Story, Brooks & Finley ° 


address: Room 100, 


Michigan. 


How does the addition of 
COLOR affect readership? 


Detailed results of a Free Press split-run 
readership test—black-and-white vs. color— 
prove the added effectiveness of color adver- 
tising in the daily newspaper. 


For the results of this test—and other data 
on the use of Free Press full color—simply 
Promotion-Research 
Department, Detroit Free Press, Detroit 31, 


FIRST with FULL COLOR in DETROIT 


retail representative: George Molloy, New York 
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Ampex Schedules 10-City Stereo Radio Push 
to Promote Its Stereo Tape to Consumers 


SUNNYVALE, CAL., Sept. 
Regularly scheduled stereo radio 
programs on a national basis will 
be used for the first time by Am- 
pex Audio Inc., utilizing fm-am 
stereo radio to cover the ten top 
national markets, 

Scheduling of stereo radio as a 
national advertising medium for 
Ampex also marks the first time 


22—-, that any stereo audio medium has 


been used on a national basis to 
promote a stereo audio product. 

The company, the consumer 
products division of Ampex Corp., 
whose advertising is handled by 
Lawrence & Ramberg, Palo Alto, 
manufactures stereo tape record- 
ers and console stereo home music 


systems. 


The new stereo radio will high- 
light Ampex Audio’s 1959-’60 ad- 
vertising program, which also in- 
cludes a print media schedule of 
12 national consumer publications. 


s “The medium of stereo radio,” 
Ampex spokesmen contend, “is 
beyond the pioneering stage and 
is now a reality, offering a large 
and loyal audience. As such it can 
be an effective advertising medi- 
um,” 

“Ampex Stereo Tape Time,” the 


|WJR, Detroit; 


Advertising Age, September 28, 1959 


title of the new fm-am stereo ra- 
dio program, has been scheduled 
with 10 stations: WQXR, New 
York; WMAQ, Chicago; KNX, Los 
Angeles; WCAU, Philadelphia; 
WCRB, Boston; 
WGKA, Atlanta; KADY, St. Louis; 
KRLD, Dallas; and KGO, San 
Francisco. 

The program will consist of two 
half-hour programs each week. 
Programming will be music from 
four-track 7% ips stereo tapes 
only, programmed locally to match 


It costs less to fish 
in the best ponds 


Take Cleveland, for instance. A combi- 


nation of a compact, easy to reach area 
plus a high family income ($7,381) and 


you get a market with 


Retail Sales LARGER than 


any one of 35 entire States. 


Pe : 10 Bag Sala eA ee Oy eee eS ua 6 2 By ee et 
RETAIL SALES IN CLEVELAND AND ADJACENT COUNTIES 
CLEVELAND 26 ADJACENT TOTAL 
COMMODITY CUYAHOGA COUNTY COUNTIES 
beat _ a Whatever 
__ Total Retail Sales $2,183,389 $1,816,558 $3,999,947 
_ Retail Food Sales 580,592 479,486 _1,060,078 you sell in Greater 
Retail Drug Sales 85,464 51,380 136,844 > 
Automotive 353,778 337,921 691,699 Cleveland you'll 
_ Gas Stations 145,825 165,980 311,805 sell more of it 
Furniture, Household Appliances 113,896 91,658 205,554 in The Plain Dealer 
(Source, Sales Management Survey of Buying Power, May 10, 1959) 
cc Akron, Canton and Youngstown ‘ Sa ee eee 


If you sell LESS of your produ 


ct in the Cleveland ma 


WRITE—WIRE-PHONE 


The Cleveland PLAIN DEALER 


Represented by Cresmer & Woodward, Inc., New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles. Member of Metro Sunday Comics and Magazine Network. 


rket than in any one of 35 states 


|local music and listening prefer- 


ence. 

Narration will utilize local an- 
nouncers, with Ampex prepared 
commercial continuity. The major 
copy theme will be: “Stereo sounds 
best on tape—tape sounds best on 
Ampex.” All of the tapes will be 
played at each station on Ampex 
960 stereo recorders. 

Heading the Ampex print me- 
dia schedule is Time, with a con- 
sistent series of 1/6-page inser- 
tions. 


s Ads, many two-page three-color 
pre-printed inserts, also will ap- 
pear in such consumer publica- 
tions as High Fidelity, Audio, Tape 
Recording, Listen, Better Listen- 
ing and newsstand-circulated hi- 
fi guides and handbooks. 

Trade publications to be used 
will include Hi Fi Trade News 
and Record & Sound Retailing. + 


Albert Dear, 60, 
President of Chain 


of Newspapers, Dies 


JERSEY City, N. J., Sept. 22— 
J. Albert Dear, 60, president of 
Dear Publications Radio Inc., died 
Sept. 19 of a heart ailment at his 
home here. He was a former editor 
and publisher of the Jersey Jour- 
nal, which had been owned by the 
Dear family from 1867 to 1951, 
when it was acquired by Samuel I. 
Newhouse (AA, Oct. 22, ’51). 

Mr. Dear began his newspaper 
career as a reporter in Omaha, 
Neb., after attending Princeton 
University and the University of 
Chicago and serving in the Army 
in World War II. He succeeded his 
father, the late Joseph A. Dear, as 
editor and publisher of the Jersey 
Journal, 

Dear Publications manages the 
Daily Journal, Wheaton, IIll.; the 
Daily Dispatch, New Kensington, 
Pa.; the Sedalia Democrat, Sedalia, 
Mo.; the Gleanor & Journal, Hend- 
erson, Ky.; the Daily Advance, 
Elizabeth City, N. C., and the Tele- 
gram-News, Lynn, Mass. 

Mr. Dear believed in permitting 
the editor to set the editorial policy 
of each of his newspapers. 


® His four sons are also newspaper 
men. Joseph A. Dear is Washington 
columnist and head of the Dear 
News Bureau, in Washington; Dav- 
id A. Dear is with the Daily Ad- 
vance; Walter M. Dear is with the 
Daily Dispatch, and Ralph C. Dear 
is with the Daily Journal. 

Mr. Dear was a member of the 
National Press Club and the Amer- 
ican Newspaper Publishers Assn. 
He was also an organizer and for- 
mer president of the Jersey City 
Philharmonic Orchestra and a 
member of the library board of 
Jersey City. 


EDWARD S. KAYLIN 

New York, Sept. 22—Edward S. 
Kaylin, 45, associate director of 
advertising and promotion of the 
Columbia Broadcasting System, 
died Sept. 19 of a heart attack at 
his home here. He had been with 
the network for more than ten 
years. 

After graduating from New York 
University, where he was elected 
to Phi Beta Kappa, he took a law 
degree in 1936 at Harvard Uni- 
versity law school. He then joined 
the legal department of the Na- 
tional Retail Dry Goods Assn. and 
organized the association’s bureau 
of smaller stores, serving as its 
director until 1940. He then became 
executive secretary of the Assn. of 
Buying Officers. 

After serving in the Army during 
World War II, he was on the copy 
staff of William H. Weintraub & 
Co., before joining CBS in 1949. 

Mr. Kaylin wrote short stories 
as an avocation, and several were 
published in Cosmopolitan, Ladies’ 
Home Journal and other maga- 


zines. 
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In Portland, The Oregonian is right 
with the retailer. He watches 

the women go buy every day, and 

he knows which advertising medium 
brings the buyer. That’s why 
Portland retailers advertise most in 
The Oregonian. They know it’s 

the one medium that’s big as 

all Oregon... the active newspaper 
with the reactive audience! 


How big is the Oregon Retail Market? 


Almost $212 billion annually. 
That’s bigger than Milwaukie od 
and Dallas combined! Peg 
wr 


a the Oregonian a 


Portland, Oregon a 


‘ 
Wp Leads in retail advertising-—by Far! oe 


a 


or Fa 
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Largest Circulation Newspaper In The Northwest 


242,035 Daily » 306,014 Sunday 


The Portland 10-year change /at a glance 
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Daily Circulation Total Advertising 


Sources: $.M., 5/10/59; ABC Pub, Stmt., 6 mos. ending 3/31/59 
REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, Inc. 


i 
eS 


ate ee a 


a 


es 


ee 


re te tween 75: : 
» eae PO aaa te Am eee se. ca 
a < 2 oe at tk oe ese man a 
ibe : ™ ee a ! se ae be ¥ ; oe eats 
} ee: 
if | | 
Bik | , 
iy th 4 
{ 
pti | 
iit 
ie |) 
By, | 
all | 
ah 
: | 
ah | | 
i: ] 
WW 
)) : 
i) | 7 
yy! |, 
4 } 
‘a < 
( E: t 
| oe 
f Sb: 
. 7 \) viele x 
; : at, 
ro ge 
» 3 - 
| : 
bY: . 
\ ‘ :] iu 
: } 
PQ 
i y : 
oe 
” 3G 
a1 
' if 
] H | 
Loa 
hE) 
.? 
) NG 
‘Ws | 
UNE 
hyd 
‘tu 
he) 
vv . 
i 
» | i 
»} 6? ee 
\ “ = 
€ ; 
o™ 
w ae 
ve 
} « yon 
| e Se 
Cc an 
: oF: 
by 4 o , : 
{ {\ AF ve | 
tht we | ; 
5 | af 
“it “ | 
uy ) < facia 
Ds) }) , ye ; 
' r* + Ye . 7 
‘a Sau) ee oe 4 
Hh 2 , 4 ‘i p. a = tae. 
* \ tig at \ ‘ 4 co? fe 
\ ; 2 peewee) \ = = tea 
; ee ee eee ? = ; : ee 
ee Ser a) >> ‘ 
ae — ° avé | 
WF ie -_ ; 
~s #4 + <o 
th : 
nY} | ig wr . 
(t id a ’ : 
“4 » . =] ae : 
| ioe 
I P " ad ot ad a a 
wy 4 Ca ; ; ol 
k s a ; ’ 
i bi ate . " = 
4, V3 i = 
Hi ' eee 2 peihi 
Le ee esis 
ms — 
a4 i. ce 7 4 
i i, y a Vs 7 -~ : Say 
f 5 — ' as 
a Fe. ag 
a E eer is : 
ee: , 
ie — gel ath 
> Py Jeg R : earn 
ti : , j Sa oe ite 
Y | SS Sn # Sie is 
Se ES ply Re ER a 
Sha) cote Sumenanente a >, eae ea ae 
Bead, pa ve a et ‘ae Bet er ey gare 
Pe ee. ae as Bee hes ih 
YY Coe rene et a eos eee ne, Tyg ne ee es. ney? wees seis 
apart | eae remem. emma OS Sy cars - pReed Ret) 3172 Sateen Bio 
ai ee ks aa ; y r i. ay i yes ae eae San Fae ~~ Fria 
4 1s au ‘eae k =) is a ee Ps a 
Sig nalts ar ong ; we pe bite : ieee eee 
=< and DipeNen ee Se : ; ae PENS tha pan ae Ae 
“er Spiral Th" x nor he An! i, . pe Be se ne 4 aay: 
Be” ghd sa cient bah a whee ein’ 
ee pee ote ee > oe eee wees a ae 3 eee ae oe 
: eee i Rte hy ee si, Sos aS he 
aa PR ga a ok A Rt poe ie 7 . ao Sis ere = eae 
eR ae eras ae sae Sap at ii , § chs ea Be an Ss F . ae re 
eo ’ — ee oF 
| ‘ ‘ * ‘ i ‘ . . : ‘ a : od a 
4 = ; ees S tf; hag Ot 
i ci wae Grey mcm peices et a eae : . 
‘ Pei eR. Oe ck A ee ee tenia i - > ee 
a” . Bis" ee ae. Ge . ieee si . 7 
‘ Fes ag eae MER LAPSE TE i jon a oe is 
STAB A caliaaia eialie oe Se tol Biron se ihe Bn Si ee 
# Beaty te er eo es pee eae tip an hte A TAL on vA Pera ye ee 
\ ») ager ess cc. eepedews fe oer ea ak tee iM Bie 
Dp as Fue oe oe Beers Roa ig P oten eet he Rg ae ee aM a (aS) es 
ee igh ey, Sees OG a oy a ea eee “rhea ; : % 
© ee Age eee oe ee ele eee y — 
rt Rica gee cay eee peer tT 8 hae des nae en 
i ME RC a ha eck ne et Te. ae hs ae pate 
} CE ee ocean ae tee i oc RN a ue “ tp ieee Oe: ou 
; Fo GS Gabe SE? RR ee | come To 1 pe . ee cae a sees 
{ ee ee cc ae hae ev = tes an ae oe a pile 
| a8 CGN earn a anergy  e BESS AS ieee ek ad a 
“Tt SN AE 5 a = fet det : “8 eee eos oe 
ee ae ef | ob) eS es o 
aes +l ipa ane ou, me ete, © or Fey ip od aan ra ; ree Te 
ES Re a ‘ es vad nF er ES ae Nee Se ais 
ce pes Siete oe a gS nN ; , een Re eh eae Bi 
TOS 2 a ea Ve Sarg! tm as a eee re ee ES sae 
imagens : Agena scree hy) eae Py Sees | Sores snes Fe bh ei; ane me ar eae at ee ae he es a ae oe: ae a 
= ee ee eG NE, SSRIS he Na Sem Ag Rt a emcee tee ae 4 cz ae oe “st ian 
= hes a bs ae = Ee a pe ie by AR ne eS ae ihe hein. hee an a = ‘ ni we F "; ae ae 
ane PAG sah a. int ee SS a, ae Celtis Samy foe er aie ay ah eva sR stn Bea pee rel te i es ae A Pb a 
ee Re aie Ae yd ile Stee nme. eee Met aa Ne NS ret ee oe ae ert See if ai % ae 
oe ae ee ee ee ert Uae tan ae TS oR a a Beas - i ce 
! es ee ees OO ee ete es eee te Ny iy ee ee) eat a 3 Pe 
St — ESD. inet — ab enna Oe ee ol ge Os “ae BAY Re Oe ea Se a ae ON Boe) 1 ee, a 
a es, eae ee eee ee $e a Second i. ee an eicoe S ene < ee 7 =. oe Res 
We so eer Se ee een oa a ena ee 
| pied AB, bi at bate . <a ave ta a ae Sts i aa ee. sath ae Re —_ 
ns i one fle dear <i a er ae fe ap 2h ae ad. i ae : 
Ne aes eee SP Mee eke we Se a eee : 
bial ie Se i ASS A emai ie at i Dich OO ea Came ee cree . heal iy henge 
} : : ; a 65 re Be ee be Nia es vi od oe - pe Re Boe ¥ ‘Sa ee Loe eae Ri eG ae 
Sc toe ee PENNE Cae SiRe and ener ie ae 2 a ee a en a CN ee er es : 
pooltasie (areca 4 Bie] ee eae a De Bas, spats te, BG at ea ate) id a ay 2h 0 Wh lees Moai tte ae. : 
Tera Leet Cte aes ae, a eens A ee EO EISEN eke le a nS ee = en eee te ae: ee eee ee ie: 
sepa gar Se ee a aie eRe ae ae ae Na Ages See een ae em eM aot Bi ig arse Male ceca br tee ee bo See eens ae aes 
pa ) es See : Sha ise 
| Pee iy 
See 
: | eae 
| Set 
wal oid 
- ne ee ia a : ; 2 oye 
j ‘ gene a : nes tae Hye 
7 i Re 7 r a z . 1 
nn) Pe: on se Ba MN ee eT ie ow reel 3 
ma Ca oy ear esagen Oe er Randa pee Bet he an ee fae ae i i eee 
eo ne TENE Pere Lc OPIS Se Ph sce ead et Pailin ot Ra a 2 en on en a a, : a oo 5 Sea 
ge Awe v0 ates ee Te rerceeret oe ps ut lon pein : mee Bi ete cee nee. Bee i 2h 7 ES a: oe a Qe ee 4 ove ah athe foe egy I amelie “aa fe Paes oY sah Tn mie sam oa 
TAS a Talis Bo ea ne an ee ree a Cat a ee 2 Sone BGG ary PR REE oe Vag ait Se Oo 1 pI Na gy Ne ome a eevee 2. < ee Hiatt Be eta ae giao en yas ee eat a ie St weet 
sts Maran ae teal ehie te Nak Sah Pee se Te Se Eis RE = ee) ee he to eee eae eo ES ve PE ING SE ORRN Oe eae i ae ea ee Oe iM ck An Oe Ble segs 
ue ie : eae i ak Ry a area Vp ne a Peet) eee ‘ 4 pe cee pi (ca 8 ines Sh ROE tS tee Seg ee, eee Ss eS ery ae ees nL Ae ieee ee ee Si ee Werke 
ee Re oS oS ’ ; DEG BUN Tas 2 ee nN eae ie ra on ele, eRe ae Loa ee Rg es A AE 
* 3 7 Ya a: bee ae tae ee wee. ay ee 


“walls 


Imperial Oil Offers 
Mortgages to Fight 
Natural Gas Inroads 


Vancouver, B. C., Sept. 22—Im-| 
perial Oil of Canada, needled by | 


the competition of natural gas for | 


house heating, is offering second- | ince last week 


pays on his first mortgage but will 
not be less than 6%. Interest rates 
on conventional first mortgages in 
this area now run between 6%% 
and 74%%. 


s By way of background, J. R. 
White, president of Imperial Oil, 
was quoted in the Vancouver Prov- 
: “Natural gas is pro- 


mortgage money to new house! viding strong competition for our 


owners in British Columbia who 
agree to use Imperial furnace oil. 

The offer is at interest rates be- 
low those prevailing in the current 
tight money market, but Imperial 
limits to $1,200 the amount that it 
will lend to any one house owner. 

This is the proposal: Imperial 
will make a second mortgage for 
seven years for a purchaser of a 


new house which has any make of | 


automatic oil furnace, has storage 
of 250 gals. or more, and whose 
owner agrees to buy Imperial fur- 


nace oil during the life of the sec- | 


ond mortgage. The interest charged | 


will be the same for Imperial’s sec- agency specializing 
ond mortgage as the house owner | 


|product, and our aim is to see that 
all installations are not taken over 
by natural gas. . . We just want to 
preserve our share of the market.” 

The proposal is not unique, he 
said, adding, ‘““‘We’ve been doing the 
same thing in Quebec for some 
time.” # 


L. A. Agency Changes Name 
Robinson, Jensen, Fenwick & 
Haynes, Los Angeles, has changed 


Lancton Given Top Media 
Post at Product Services 
Wallace H. Lancton, formerly 
media supervisor at Product Serv- 
ices, New York, has been appointed 
a vp and member of the board of 
directors of the agency. Mr. Lanc- 
ton will be in charge of all media 
operations and also will handle 
certain internal agency adminis- 
trative matters. Doris Gould, who 
had been head time buyer at the 
agency, has been named media di- 
rector, assuming many of the du- 
ties formerly held by Mr. Lancton. 


Shulton Buys Tecnique 

Shulton Inc., Clifton, N. J., has 
entered the hair coloring field with 
the cash purchase of Tecnique Inc., 
Minneapolis, manufacturer and 
distributor of hair coloring prod- 
ucts. Sig Pass will continue as 


its name to Robinson, Fenwick &| president of Tecnique Inc., now a 
Haynes. The change of name re-!subsidiary of Shulton. There are 


flects the resignation of Melvin 
Jensen a year ago, to form his own 
in financial 
accounts. 


ino advertising 


|Campbell-Mithun, 
|handles Tecnique. 


changes contem- 
plated at present, Shulton reported. 
Minneapolis, 


It’s true that people make markets, BUT they do not become 


customers until 


Saxe 


they are REACHED and SOLD 


only he BEACON 
JOURNAL 


can do the job! 


Here are the facts about 
the Akron Beacon Journal 
Area of Influence. 


A()() million 


DOLLAR MARKET 


POPULATION ... 745,660 
FAMILIES eee eee 220,734 


TOTAL BEACON JOURNAL CIRCULATION: 


DAILY 
165,373 


Plan your sales promotions in Akron’s ONLY daily and 
Sunday newspaper and be sure your messages go home. It 
costs but 40c per line with spot or full ROP color available 


in all issues. 


SUNDAY 
175,773 


*Source 1959 Sales Management Survey of Buying Power. 


AKRON BEACON JOURNAL 


JOHN S$. KNIGHT, Publisher 


“Ohio's Most Complete Newspaper” 


calor 


and Black 


2 Colors 
and Black 


Oo 


nd 
Full 


Color 


D 
available 
in all 


Daity 


> 


issues 


Represented by Story, Brooks & Finley 
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Drive to Push 
New Haig & Haig 
5 Star Package 


Vat 69 Also Remodels 
Bottles to Provide 
‘Light’ Appearance 


New YorRK, Sept. 22—Two ma- 
jor brands of scotch—Haig & 
Haig Five Star and Vat 69—are 
being marketed in new bottles. 

In both cases, the change is to 
tall, slim bottles. The contents 
have not been tampered with, but 
a major aim of the two redesigns 
is to give the impression of a 
lighter scotch. 

Renfield Importers, distribu- 
tor of Haig & Haig, will announce 
its new package in a major ad- 
vertising campaign breaking the 
week of Sept. 28. 

Renfield will use newspapers in 
the large scotch markets and col- 
or pages in Ebony, Esquire, For- 
tune, Holiday, Life, The New 
Yorker, Outdoor Life, Sports 
Afield, Sports Illustrated, Time, 
Town & Country, True and U. S. 
News & World Report. 

In addition, outdoor will be 
used, and dealers are being of- 
fered a revolving counter display 
featuring Haig & Haig Five Star 
and Haig & Haig pinch. Pre-cam- 
paign advertising already has be- 
gun in liquor publications. 


a The new Five Star bottle is 
taller and thinner. It is made of 
a clear flint glass that gives the 
scotch its lighter look. Another 
major innovation is the elimina- 
tion of the large paste-on label 
that covers up a good part of the 
old bottle. In the new bottle, the 
brand name is enameled on the 
glass. There is only a small label 
pasted on the shoulder of the bot- 
tle. 

In addition, the new Haig & 
Haig bottle has vertical grooves 
running along the two sides to 
allow a firmer grip. It also fea- 
tures a screw-on top that doubles 
as a jigger and enables the bottle 
to be opened sans knife or cutting 
instrument. 

As a result, Haig & Haig Five 


|Star now bears a closer resem- 


blance to the famous Haig & Haig 
pinch bottle—and this resemblance 
will be the theme of the ad cam- 
paign. 

Ads will feature both the Five 
Star and pinch bottles with the 
headlines: “Quality runs in the 
family” and “A new look in a dis- 
tinguished Scots family.” 

Reach, McClinton & Co. 
agency. 


is the 


s National Distillers has tested its 
new Vat 69 bottle in the North- 
west and Texas and is now bring- 
ing it into national distribution. 

The tall, slim shape—called an 
“attenuated version’—does away 
with the well-known squat Vat 
69 bottle that has been featured in 
ads. Aside from giving the ap- 
pearance of a lighter drink, the 
new shape has the advantages of 
taking up less shelf space and of 
fitting into bar wells. 

National probably will be show 
ing the new bottle in its future 
ads, but no special introductory 
campaign is planned. 

Fletcher Richards, Calkins & 
Holden is the agency for the 
brand. # 


Beaumont, Heller Adds One 
Textile Machine Works, head- 
ing, Pa., has appointed Beaumont, 
Heller & Sperling, Reading, to 
handle Prizer-Ware consumer and 
trade advertising, direct mail, tv, 
marketing, publicity and public 


relations. 


Steers Heads ABC Unit 


Audit Bureau of Circulations, 
| Chicago, has appointed a new 
ABC marketing services commit- 
tee, composed of ABC directors 
representing all media and buyer 
member divisions, as well as each 
of the standing committees of the 
ABC board. Chairman of the new 
committee is William E. Steers, 
president, Doherty, Clifford, Steers 
& Shenfield. Committee members 
include W. E. Boberg, The Farmer; 
Robert W. Boggs, Union Carbide 
Corp.; Sidney W. Dean Jr., 
McCann-Erickson; Thomas _ B, 
Haire, Haire Publishing Co.; John 
R. Miller, Hearst Magazines; John 
H. Platt, Kraft Foods Co.; John C. 
Preston, Expositor, Brantford, 
Ont., and Richard C. Steele, Tele- 
gram-Gazette, Worcester, Mass. 


LaRoche Names 2 VPs 

Philip A. Cleland and Jerome 
V. Roscoe, both account supervisors 
with C. J. LaRoche & Co., New 
York, have been elected vps of the 
agency. 
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Ideal Toy Believes ‘Open Circuit’ Telecast 
Quadrupled Sales Meeting’s Effect on Sales 


NEw York, Sept. 22—Ideal Toy | expenditure to what it would cost 
Corp. has increased its estimate of | to hold a sales meeting for several 
the extra Christmas business it | thousand dealers at a hotel. “Doz- 
hoped to generate through an ens and dozens” of orders came in 
“open circuit” television  sales|the day after the telecast, he added, 
meeting, and now anticipates “up-|and as a result Ideal has revised 
wards of $1,000,000” in extra sales.|its original estimate of $250,000 

The telecast took place Sept. 13/ in extra business to the new figure. 
on WOR-TV from 9 to 10 p.m.| The company’s 1959 national 
and, according to the company, budget is reported in excess of 
was the “first time in television | $500,000, all in television, with 
history that regular air time has| about 20% of it in the local area. 
been used by a company to reach | Here, the company is participating 
its retail and wholesale distribu-|in 26 shows on five channels. Na- 
tors.” tionally, it has bought tv in about 

The program got “eight times 120 cities. Retailers in various 
its normal rating,’’ according to areas have indicated they will 
Mel Helitzer, advertising and pub-| back up the tv drive with news- 
lic relations director, and is be- | paper advertising. 
lieved to have had an audience of! Grey Advertising Agency is 
about 350,000, including consum- Ideal’s agency. 
ers and competitors, as well as 


Ideal dealers. he Elsewhere in the toy business, 


Louis Marx & Co. was getting 
= “We spent under $10,000,” Mr.|ready for its first intensive na- 
Helitzer reported, likening this| tional advertising campaign, start- 


87 
jing Sept. 28 in New York and Howard P. Abrahams, vp, Tele- | will be adapted for tv by the 
|running through Dec. 12. Trade vision Bureau of Advertising, writ-| author and his brother Stuart. The 
|promotion already has begun. ing in the Haire publication, sug- | P&G order was placed through 
| Marx will spend an estimated $1,- gested that the daytime hours are | Benton & Bowles. 
| 000,000 during this period on six|the best bargain for toy mer- 
network television shows covering | chants, because they are less ex-| SC] Appoints Three 
some 280 markets, plus a heavy pensive and reach a large women’s 
one-minute spot tv schedule. jana children’s audience. # 

The network shows are “How- 
dy Doody” (NBC); “Captain Kan-| Sincjair, P&G Sponsor 


garoo” a ag deckle”’ | Specials on NBC-TV ager of Pepperidge Farm, a mar- 
(CBS) an wn rm n, OC y| Sinclair Refining Co., New York keting executive on Coca-Cola. 


& His Friends” and “Paul Win-| | = 
Sel” (ABC). Seven space Marc sited one, an he ee a ge 
toys will be plugged in all con-| Special, “Shubert Alley” on NBC-| 


+ 
sumer advertising, ranging from a|TV, Friday, Nov. 13, at 10 p.m.,| a a rity iad ast a — 
$3.98 Marx-Man ricochet carbine |=ST. The program, starring Andy | Salt ns ree «fh Se oe — - 
to a $24.98 MarxMobile battery | Williams, Doretta Morrow and | (7 are rien yn ee Pe 
powered auto. Alfred Drake, will include high-| ' ©2COF se! oug . — 

Ted Bates & Co. is the Marx |lights from some of Broadway’s | ‘UT€ = & ae na Life 
agency. outstanding musical comedies. The | W@8 with Cosmopolitan an fe. 
Sinclair order was placed through 
Geyer, Morey, Madden & Ballard. 


Sales Communication Inc., New 
York, affiliate of McCann-Erick- 
son, has appointed John McMath, 
| formerly national promotion man- 


Y&R Names Standart, Darrow 

Procter & Gamble will sponsor Young & Rubicam has named 
both parts of NBC-TV’s “What| Joseph G. Standart Jr. and Jer- 
Makes Sammy Run?,” to be pre- ome G. Darrow, both of the Detroit 
sented in two one-hour telecasts, | office, vps. Mr. Standart is super- 
the first scheduled for Sept. 27 at} visor of the Ghrysler and Imperial 
8 p.m., EDT. The dramas, based} accounts and Mr. Darrow is ex- 
on a novel by Budd Schulberg,| ecutive copy director of the office. 


s Emphasizing the tv trend among 
toy advertisers, Toys & Novelties 
reports that in 1958 $3,826,568 was 
spent to promote toys on televi- 
sion and “by the close of 1959, toy 
industry expenditures for tv ad- 
vertising are expected to reach a 
| new high.” 
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Editor & Publisher 


oP COLOR 
AWARDS 


presented to: 


ain Diego Union 


@ FULL COLOR for outstanding printed reproduction of a 
food subject in three colors and black by a newspaper with 
circulation under 100,000 


@ ONE COLOR for outstanding reproduction of a food sub- 
ject in one color and black by a newspaper with circulation 
under 100,000 


AWARD WINNING COLOR SELLS MERCHANDISE 


The San Diego Union | AVENING TRIBUNE 


“The Ring Cy of Truth” 


COPLEY NEWSPAPERS 


15 Hometown Newspapers covering San Diego, California—Spring- 
field, Illinois — Northern Illinois—and Greater Los Angeles. Served by 
the COPLEY Washington Bureau and the COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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New York 


Circulation 
93,602 ABC 


Represented nationally by 
TEXAS HARTE-HANKS 
NEWSPAPERS 
Notional City Bidg., Dallas 


Atlanta 


Chicago 


No waste 
motion 


When you test in 
the Tip of Texas 


NN 


Over 95% of the Cgller-Times circulation is 
concentrated in the 23-county area between 
the Gulf and the Rio Grande. When you test 
here, your advertising goes INSIDE the market 
—where it counts. Full R.O.P. color. Write for 
complete market data. 


corRPVUSs 
CHRIST! 


Advertising Age, September 28, 1959 


NEw York, Sept. 22—New York 
Life Insurance Co. has finally got- 
ten around to the advertising busi- 

| ness. 

The company’s well known pub- 


tunities began running in 1953. 
The first one was: 
Be a Doctor?” 

This week the company is run- 
ining No. 38 in the series: 
“Should Your Child Go into Ad- 
| vertising?” 
| Authored by Paul B. West, pres- 
|ident of the Assn. of National Ad- 
vertisers, the editorial-style ad 
advises that advertising is “a seri- 
ous, sober business’ and “seldom 


|as ‘glamorous’ as it has often been 
portrayed in novels, movies and 
tv shows.” 

Mr. West says salaries are good 
—“‘A gifted young man ten years 
out of college can often make $20,- 


In Philadelphia nearly everybody reads The Bulletin 


The Evening and Sunday Bulletin, Philadelphia 


Apvertisinc Orrices: Philadelphia * New York * Chicago 


Representatives: Sawyer Ferguson Walker Company in Detroit * Atlanta * Los Angeles * San Francisco 


FLoniva Resonts: The Leonard Company * Miami Beach 


‘Adman’s Life Is Rewarding, Demanding, 
Uncertain, Says West in N. Y. Life Copy 


lic service ads on career oppor-| 
| know recently rose through ad- 
“Should You | 


Oe ee 


000 a year’’—and advancement can 
be rapid—“In no other business is 
talent recognized so quickly.” 


# An adman also may go quite 
far, Mr. West says: “A man I 


vertising to become president of 
one of the nation’s leading corpo- 
rations and then Secretary of 
Defense,” he points out, without 
identifying Neil McElroy, the pres- 
ent defense secretary and ex- 
Procter & Gamble president. 

Job prospects are good, accord- 
ing to Mr. West; 150,000 persons 
are now working in the field, he 
reports. “In another ten years the 
number should be 250,000. This 
means that advertising will con- 
tinue indefinitely to need many 
new people. It is estimated that a 
minimum of 15,000 jobs must be 
filled each year.” 

Mr. West warns that “the hours 
are long, the demands many, and 
the pressures great.” 

Also: “It is no occupation for 
the man solely concerned with 
finding security. Men quite often 
move from one job to another.” 


® A college education will help, 
Mr. West says, and aspirants 
“would be wise to take liberal arts 
courses, with emphasis on English 
literature, history and sociology. 
Plus some classes in advertising, 
marketing and economics.” 

The New York Life ad, which 
ran in the Sept. 21 ADVERTISING 
Ace, Sept. 18 Printers’ Ink and 
Sept. 26 Saturday Evening Post, is 
scheduled for the October Madison 
Avenue, Oct. 19 Life, Oct. 21 
Scholastic Magazine and Oct. 27 
Look. 

Compton Advertising is the 
agency. # 


Holtcamp Named PR Head 
Robert J. Holtcamp, formerly 
with the educational training de- 
partment of public relations for 
Wyandotte Chemicals Corp., Wy- 
andotte, Mich., has been appointed 
manager of public relations and 
communications. Mr. Holtcamp 
succeeds John Worrell, who was 
transferred to Wyandotte’s re- 
search division. 


G.E. Boosts O'Neill 

James P. O’Neill has been named 
director of sales training for Gen- 
eral Electric’s sales and distribu- 
tion department, major appliance 
division, New England district. He 
was formerly a major appliance 
and tv sales counsel for the dis- 
trict’s Boston and North Shore 
areas. 


‘Holiday’ Names Narvell 

C. J. Narvell has been appointed 
manager of the Holiday advertis- 
ing office in Atlanta, succeeding 
Scott Kenyon, who was recently 
named manager of the Atlanta of- 
fice of The Saturday Evening Post. 
Mr. Narvell has been a sales rep- 
resentative in Holiday’s New York 
office. 


Raytheon Names Arkin 

Shepard M. Arkin has been 
named to the newly created post 
of marketing manager of the mis- 
sile systems division of Raytheon 
Co., Waltham, Mass. Mr. Arkin, 
most recently manager of the divi- 
sion’s Sparrow III program, joined 
the company in 1956. 


Selwyn Moves Offices 

Lawrence Selwyn Associates, 
Hartford, Conn., has moved from 
119 Ann St. to larger quarters at 
221 Sisson Ave. 


Pike & Becker Moves Oftices 
Pike & Becker, New York, has 

moved from 519 Madison Ave. to 

new and larger quarters at 147 E, 


50th St. 
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one LOOK at this shows why you 
put more LIFE in a Nebraska campaign 
when you POST a schedule in 

The Omaha World-Herald. 


In Nebraska, 205,812 unduplicated 
families read The World-Herald daily. 

: This coverage is unmatched by any 
other single medium. Even the 
combined Nebraska circulation* of 
three magazine giants—Look, Life and 
the Post—falls short of our undupli- 
cated coverage by 51,944. 


Many great newspapers give you 
comparable coverage. Next time, take 
a look at what newspapers can 

do for you! 


*As published in an advertisement compar- 
ing combined circulation of Life, Look and 
Post with circulation of largest daily news- 
paper in each state. 


maha 


. : - t F 
O'MARA & ORMSBEE, INC., National Representatives Wo va a — 


New York ¢ Chicago e¢ Detroit ¢ Los Angeles e¢ San Francisco 


Herald 


The Basic Advertising Medium 
in Nebraska and Western Iowa 
Circulation according to ABC Audit: 
247,655 Daily—260,511 Sunday. 
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2nd highest in retail sales per 
United States.* 


CONSUMER SPENDABLE INCOME 
RETAIL SALES. .......-+.-+--- 


ROCHESTER 
(Olmsted County) 
THE NEWEST 


MARKET * 


Circulation over 24,500 daily 


*Sales Management, May 10, 
Where people have more money to buy 
products advertised in the POST BULLETIN 


The Outstanding Test Market in the Upper Midwest 


ROCHESTER POST-BULLETIN 


See your John Budd man for more details 


ROCHESTER, MINNESOTA 


On a per household basis, Rochester families rank 


household in the 


Per Household 
$6160 
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AND BUSIEST METROPOLITAN 


1959 


A 39,000 population city with a 200,000 population 
skyline. The 52nd largest airport in the U.S. with 
110,000 passengers yearly. 


COLOR AVAILABLE! 


Advertising Age, September 28, 1959 


\L. A.’s Stamp Dike 
Bursting; Blue Chip 
Slates January Push 


Los ANGELES, Sept. 22—Food 
‘and drug chains here with total 
annual sales in excess of $2 billion 
annually that have, until now, 
held out against trading stamps, 
| will enter the field with their own 
| stamps the first of the year. 
| The stamp operation will be 
through the Blue Chip Stamp Co., 
organized here in 1956 by a major 


grocery chain with the expressed | 


objective of being ready with a 
full-scale program whenever trad- 
ing stamps became a major factor 
in the food industry. 

| The plan was then extended to 
the Bay Area in Northern-Cali- 
fornia. Competitive conditions 
|eaused the launching of the plan 
in northern California almost 
three years ago and it has been in 
‘operation there ever since. The 


YRCESTER’S 


fF illion 
Dollar 


(E. B. 1.) 
is 


ee 


Teli and Seil 


with fuli color at its best—on the 


am-Gazette reaching — 


DAILY 156,215 
SUNDAY 102,957 


nem ce ot (7+ Audit Dee, 5, 2968 


The Worcester 


TELEGRAM ano GAZETTE 


WORCESTER, MASSACHUSETTS 
MOLONEY, REGAN & SCHMITT, Inc. 


Notional Representatives 


' - : . . * = 
OWNERS OF RADIO STATION WTAG AND WTAG-FM 
ee a8 = iia cate: De a A aa te es a te: ata. oe ~~ 


ss Se 


You Can't Cover Massachusetts without The Worcester Telegram-Gazette 


Ay wea 


| existence of the organization is 
|eredited with having served to 
|prevent widespread use of stamps 
}in Southern California until now. 
Retails sales volume of partici- 
|pating stores in the Bay Area is 
in excess of $687,000,000. 


|@ The decision to use Blue Chip 
stamps here followed inroads of 
|Sperry & Hutchinson’s Green 
Stamps with three chains here, the 
increasing use of stamps in the 
nearby Riverside area and the sec- 
tion of Alpha Beta food markets 
which began to use Frontier sav- 
|ings stamps last week. 

The principal members of the 
Blue Chip company are: Alexan- 
der Market, Lucky Stores, Vons 
Market, Shopping Bag Markets, 
Shoppers Market, Thrifty Mart 
Stores, Ralph’s Grocery Market 
|Basket, Safeway Stores and 
| Thrifty Drug Stores. There will be 
/no restriction of exclusivity in the 
j/use of the stamps. Any retailer 
may participate. It es 
|that one or more gasOMme com- 
| panies will join up. 
| According to A. J. Watson Jr., 
president of Blue Chip and vp- 
| secretary of Market Basket, the 
|plan will be announced Sunday, 
| Jan. 3, and the distribution of 
| Stamps begun Monday, Jan. 4. Ne- 
gotiations are now under way for 
the lease of 30 to 35 redemption 
stores and 150,000 to 200,000 
square foot warehouse. The 
|Southern California operations 
will cover six counties: Los An- 
geles, Orange, San Bernardino, 
Riverside, Kearn and Ventura. 


|@ Donald A. Koeppel, vp and gen- 
eral manager who has headed the 
plan in the Bay Area, is now here 
setting up the necessary organiza- 
| tion. 

| He told Apvertisinc AcE that 
‘Blue Chip will spend at least 
| $500,000, for advertising in the 
| first six months of 1960. A major 
part of this will be spent in the 
first thirty days for a saturation 
campaign in all media. Thereafter 
the ad budget will be based on 
10¢ per pad of five thousand 
stamps issued. 

Member stores are also ex- 
pected to advertise their partici- 
pation. However, to avoid any 
|chance of dominating the plan 
in the mind of the public, no store 
ad for the plan may exceed 20% 
of a page. This is the maximum 
allowable space regardless of how 
large the ad may be. Also, issuing 
of double stamps is prohibited. 

Although a number of Los An- 
geles agencies have been seeking 
the account, Gerth, Brown, Clark 
& Elkus, which has been the Blue 
Chip agency since it started in the 
Bay Area three years ago, will 
also handle advertising here. # 


Kroger, Westinghouse Open 
Annual Junior Cook Contest _ 
Kroger Co., Cincinnati, and 
Westinghouse Electric Corp., 
Pittsburgh, will sponsor the sec- 
ond annual “Junior Cook of the 
Year Contest,” running Sept. 21 
through Nov. 21. Other companies 
cooperating with Kroger are Elgin 
Watch Co., Oneida Silversmiths, 
Mercury Record Corp., and Air 
France. Prizes will include a grand 
prize of $5,000 and an Air France 
trip to Europe for three, $2,000 
for first prize, $1,000 for second 
prize and $100 for each finalist. 
The contest is open to boys and 
girls between the ages of 12 and 
20. The contest will be supported 
by newspaper, radio and tv adver- 


tising. Campbell-Mithun is the 
agency. 

Two Join ‘SEP’ 

Charles M. Leiber, formerly 


with Foster & Kleiser Co., has 
joined the Chicago sales staff of 
The Saturday Evening Post. 
Charles E. Kevis, previously with 
The American Weekly, has joined 
the Post’s New York sales staff. 
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Uf youre going to use ROP COLOR 


i 


ZA "We dont like 
to brag, but... 


in Baltimore, you really should use us! 


Why? Well, we’re the only Baltimore news- 
paper with ROP full-color facilities, for one thing. 
And such color you’ve never seen before! Rich, 
vibrant, lively color that gives your advertise- 
ments new dimension ... dynamic, attention- 
grasping impact! 


And, of course, we’re the only Baltimore news- 
paper with over 30 years of ROP color experience 
tucked under our belts, too! 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE INC. ss OFFICES IN 15 PRINCIPAL CITIES 


Any wonder, then, that retail and national ad- 
vertisers, alike, have consistently made The Bal- 
timore News-Post their overwhelming choice for 
ROP color advertising! If you’re going to use 
color, do as so many others are doing ... use it 
wisely, use it profitably ... in the pages of 


Baltimore gs News-Post 
SUNDAY AMERICAN 
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THE DYNAMIC NEW DIMENSION IN SOUND 


) 


345 MANUFACTURING FIRMS 


in many different fields have 
plants located in El Paso. 


Further proof that El Paso 
is still on the GROW 


The Zl Paso Cimes 


Morning and Sunday 


E] Paso Herald-Post 


Evening 


EL PASO~ 


CAPITAL CITY 2 hae 
i | 


WOR Ue RECORD CUMPORANIOR 8 tar Bene Os nee 


‘Mercury Records to 
Use Magazines for 


The Fabuhus Southwest 


Quality Image Push 


Cuicaco, Sept. 23—Mercury appearance in the campaign are 
Records will go into magazines|Gentlemen’s Quarterly, High Fi- 
_|delity. Saturday Review and 


Sales Slips 
? are longer in 
Kalamazoo... 


the sales leader of the 
entire East North Central Region! 


rer 


Booming Kalamazoo is still growing in popula- 
tion and in buying power. 


Retail Sales: In the so-called recession year of 
1958, retail sales in the Metropolitan Area 
were up 15% and reached an all-time high. 
1959 sales are currently running 10% ahead 
of 1958! 


Buying power: Effective buying income in 
Kalamazoo has now reached a_ prosperous 
$6,608. 


Sales forecasts: Sales Management’s ranking of 
best retail markets again forecasts Kalamazoo’s 
retail sales gain to lead the entire East North 
Central region! 


The Booth representative now has a bulging 
file of Kalamazoo growth facts . . . and the 
reasons why you can best reach this lush 
market in the Kalamazoo Gazette. 


‘sane "The daily newspaper is the total selling medium” 


NATIONAL REPRESENTATIVES: A. H. Kuch, 110 E. 42nd Street, New York 17, MUrray Hill 2-4760 @ Sheldon 
B. Newman, 435 N. Michigan Ave., Chicago 11, SUperior 7-4680 @ Brice McQuillin, 785 Market St., 
San Francisco 3, SUtter 1-340] e@ William Shurtliff, 1612 Ford Bidg., Detroit 26, WOodward 1-0972. 


A Booth Michigan Newspaper 


BIG BANG—This is 
the Mercury Rec- 
ords page-plus- 
f acing-column 
which appears in 
a schedule of Oc- 
tober magazine 
issues. 


next month to begin a three-month 
quality image-building program. 

Color pages plus adjacent col- 
umns will appear in October issues 
of Esquire, Playboy, The New 
Yorker and Time. Slated for later 


Schwann’s, plus the New York 
| Times. 
| The new image push is a follow- 
jup of the extensive coupon cam- 
|paign Mercury waged this past 
|summer in Life and newspapers in 
|27 markets. These ads carried 
|coupons redeemable on purchases 
| of Mercury records (AA, June 8). 

Mort Small, Mercury’s ad man- 
|ager, termed that promotion “most 
|gratifying’ and noted that an 
| independent survey group reported 
Mercury’s sales during that cam- 
paign period were 2% times nor- 
mal. 

John W. Shaw Advertising, Chi- 
cago, is Mercury’s agency. # 


Freeman and Oliver 
Get New Posts at 
FC&B in Canada 


TorRONTO, Sept. 22—A. F. P. 
“Pat” Freeman and C. Burt Oliver, 
top officers of Foote, Cone & Beld- 
ing Canada, Toronto, have ac- 
quired new titles. 

Mr. Freeman, who has been vp 
and general manager of the agen- 
cy in Toronto, has been elected 
president and Mr. Oliver, who has 
been vp in charge of the agency, 


C. Burt Oliver 


Pat Freeman 


has been elected managing direc- 
tor. 

Mr. Freeman joined FC&B Can- 
ada in 1956 following service as 
general manager of the Canadian 
Assn. of Advertising Agencies. 
Earlier he was sales and research 
director for the Canadian Assn. 
of Radio and Television Broad- 
casters. 

Mr. Oliver joined the agency in 
1958 as vp in charge of FC&B’s 
Canadian operations. Before that 
he was in managerial positions in 
FC&B’s Hollywood and Houston 
offices. # 


Gartield, Hoffman Adds NYK 
Garfield, Hoffman & Conner, 
San Francisco, has been appointed 
to handle advertising for the NYK 
Line (Nippon Yusen Kaisha), a 
worldwide shipping company. 


Sylvania Names Simon © 

David H. Simon has been pro- 
moted to advertising and merchan- 
dising manager of special tube op- 
erations at Sylvania Electric Prod- 
ucts, Mountain View, Cal. 
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Buy Bost 


the way 
Boston 


Department Stores 


Do 


The BOSTON HERALD-TRAVELER 


Boston’s home-delivered newspaper 


Represented nationally by SAWYER-FERGUSON-WALKER CO. 


Special travel and resort representative: HAL WINTER CO., Miami Beach 


Who knows best — in any city — how to 
get people to buy? 

The department stores, sure. 

In Boston the department stores know 
they get more action from the Herald- 
Traveler. Almost two million more lines 
daily leadership over the second paper. 

With the Herald-Traveler you reach more 
people than with any other standard-sized 
paper... among them more of the ‘‘Upper 
Two-Thirds’’, the middle and upper income 
families who buy more of almost everything 
from cereals to outboards. 

For 27 years — leadership in total retail 
linage. For 31 years — leadership in national 
linage. 

Linage figures from 1958 Media Records. 


gives you the 


"Upper 
Two-Thirds’ 


- Philadelphia - Detroit - Chicago - Atlanta 
Los Angeles - San Francisco 


CANADA — E. A. WILLIAMS, Toronto and Montreal — 
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Versatile Adman ... John Bleasdale 


At the Devon Horse Show last | would have to go with it. 
spring “Bubbles,” a favorite clown His extra-curricular work, while 
in Philadelphia and its environs, | time consuming, is also time-filling 
cavorted to the for Mr. Bleasdale. Single, he lives 
delight of young in center city and has spare time 
and old. He other suburbanite admen use for 
shows up fre- & travel. 
quently before @ At nine he was already a profes- 
tv cameras, | sional. He had his own hill-billy @ 
blowing bub- | show on old station WOAX, Tren- 
bles from a ton, N. J. (now WTNJ). His first 
small bubble ' |sponsor was an antiseptic manufac- 
machine. At turer whose name he does not now 
special benefits recall. He also had an agent book- °° two other B leasdale charac- 
‘for crippled or ing him (mainly in speakeasies, teTizations—the mad jailer in 
blind children, during the Prohibition era) as the “Ben Franklin Story” (above) 
the clown and John Bleasdale “singing newsboy.” # and “Bubbles,” the jolly clown. 
the bubble ma- 
chine generally work overtime. 

Actually “Bubbles” is not a pro- 
fessional clown. He is John Bleas- 
dale, manager of radio and televi- 
sion production of Lewis & Gilman. 

Playing character parts is a hob- 
by of long standing for Mr. Bleas- 
dale, who at 38 is a veteran of 
Thespian media ranging from the 
old speakeasy to modern tv tape. 

Last February, when WCAU-TV 
was seeking someone who could 
portray George Washington, Mr. 
Bleasdale was asked to take the 
role. 

On an earlier tv show sponsored 
by the Bulletin Forum he played 
the part of Stalin and was hailed 
by critics for his portrayal. 


CRAZY, MAN—In sharp contrast 


@ These talents, plus his back- 
ground as a radio announcer, song 
writer, hillbilly singer and actor, 
have made him especially useful 
to Lewis & Gilman clients. He has 
been writing jingles for Keebler’s, 
Ortleib’s beer and Breyer’s ice 
cream, among others. 

On one occasion, he wrote a sing- 
ing commercial for Breyer’s and 
taped the commercial on the office 
machine to use as a sample. The 
client bought the jingle, but speci- 
fied that Mr. Bleasdale’s voice 


CAPTAIN, GENERAL—With the greatest 
of ease adman-actor Bleasdale as- 
sumed the roles of a Scottish sea 
captain (at left, top) and George 
Washington. 
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‘SI’ Splits Diesen ‘Newsprint Facts’ Published edition of the committee’s pocket} Francisco, has been appointed to 


“Newspaper & Newsprint Facts | 4irectory of data on the newspaper | direct advertising and promotion 


Sales Organization at a Glance 1959-1960” has been | 89d newsprint industries. for U. S. Leasing Corp., San Fran- 
i " published by the. Newsprint In- cisco. Hal Marquis Jr. has been 
into Five Groups formation Committee, 150 E. 42nd |U. S. Leasing to Hoefer named the agency account execu- 


St., New York. It is the second Hoefer, Dieterich & Brown, San' tive. 


rR. ©. 2 


New York, Sept. 22—Sports IIl- 

lustrated has split its ad sales or- 

plant: new, ew, larger, taiter = ganization into five eo eo 
ee better ; Automotive, liquor, travel an 

“presses a bigger, men’s wear and retail. 

In charge of automotive adver- 
tising—under L. L. (Pete) Calla- 
way Jr., ad director—will be John 
B. (Pete) Ross and John H. Nor- 
wood. Mr. Ross, manager of the 
magazine’s Detroit operation, will 


handle domestic accounts, while 

Mr. Norwood, associate ad manager M AT ay 

overseas, will be in charge of for- 

eign car business. ° os 
In addition, Sports Illustrated Deepmolded, clear-cut R.O.P. mats molded to individ- 

ae we =, 1g Sng ual newspaper specifications, utilizing Certified Dry 
w Jr. to ma q - e ° ° 

vertising; James A. Kridel to travel Mat Corporation’s special R.O.P. Blue Ribbon flongs. 


ad manager, and Edward F. Miles 
to manager of men’s wear advertis- 
ing. All three have been on Sports v 
Illustrated’s sales staff since before at SERVICE 
publication. AS 

In charge of retail advertising is 
Thomas (Mac) Johnson, who has 
been on the magazine’s sales staff 
since 1957. 

Mr. Callaway said the four class- 
ifications were set up to “give ad- 
vertisers maximum service.” + 


WAbash 2-1204 


Aeqgresswe 


MATRIX COMPANY 


DAY ANo 


‘Represented fine g by j 
LEAGUE, o 
the m At Princip Cities | Reigler Elected to Board 


| Lyle B. Reigler, vp and general 517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 


| manager of the Utica, N. Y., office 
of the Rumrill Co., Rochester, has 
been elected to the board of direc- 
tors. 
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Inside 
The New York 
Times 


ts 


The New York Times 
Magazine 
ia , “THE INDIFFERENT New York 


waiter’s attitude is eloquently limned 
in a story now making the rounds. 
‘Could you give me the date of the 
month?’ a diner asked a waiter. ‘I 
don’t know,’ the waiter replied. “This 
ain’t my table.’ ”’ Story on manners 
around the world, The New York 
Times Magazine, August 9. 


“THIS IS THE STREET... . where 
Polly Adler sent Dr. Kinsey the first 
copy of ‘A House Is Not a Home’ and 
inscribed it, ‘From one researcher to 
another.’. .. This is the area where you 
go to meet a movie producer, sell a 
car, vent a villa, buy a diamond, drool 
over a celebrity. This is the street of 
the world’s most blasé poodles, and 
where American tourists’ jackets are 
lined with travelers’ checks. This is 
where a sad-eyed singer used to stroll 
until the police caught him one day 
peddling cocaine out of his guitar.” 
Story on Rome’s Via Veneto, The New 
York Times Magazine, July 19. 


“WE FIND The New York Times 
most helpful to us in our day-to-day 
operation. Its advertising columns 
keep us in touch with the market. So 
much so, that our buyers ‘shop’ The 
Times and The Times Magazine con- 
stantly for items that are new and 
interesting.” Robert H. Levi, presi- 
dent, The Hecht Co. department store, 
Washington, D.C. 


WHAT’S INSIDE The New York 


Times Magazine for you? Good read- 
ing. Powerful retai] impact, great 
results. It’s distributed exclusively 
every Sunday with The New York 
Times, America’s biggest Sunday 
newspaper salesman, into 1,300,000 
homes and stores the country over. 
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The Star and Citizen are 


2nd TO NONE in ROP COLOR LINAGE 


in the Arizona Market 


1s 6 MONTHS OF 1959 | 
774,127* Lines of ROP color| UP 84% over 1958 


*Sunday Star—Weekday Citizen 


The Arizona Buily Star Tucson Daily Citizen 
ET Teapeen nas Me epee 
Represented Nationally by Cresmer & Woodward, Inc. 


Advertising Age, September 28, 1959 


Full Text of TV Code Review Board's 
Personal Product Advertising Report 


WASHINGTON, Sept. 22—lIn last 
week’s issue ADVERTISING AGE pre- 
sented a detailed story summariz- 
ing the findings of an important 
report about personal product ad- 
vertising on television. 

The report was issued by the 
National Assn. of Broadcasters, 
and was prepared by a special 
sub-committee of the NAB’s tele- 
vision code review board. 

Because of the importance of 
this personal product advertising 
report to advertisers and agencies 
—as well as to broadcasters—AA 
herewith submits the complete 
text of the 10-page document: 


The Television Code Review Board is 
a continuing committee of five practic- 
ing commercial broadcasters. They serve 
voluntarily and are charged with the 
responsibility of administering the tele- 
vision code of the National Assn. of 
Broadcasters which sets forth minimum 


me Metropolitan Dallas is 
PN. 1,000,000 big! 


a BUT... 


NOW ...put Metropolitan Dallas on your “over a million” schedules! 
Population passed the million mark with the Bureau of the Budget’s addi- 


tion of three counties to the Dallas Standard Metropolitan Area. 


But put your schedules in The Dallas News because The News has 
60.1% larger circulation than Dallas’ second paper in these three additional 
counties ...and because only The News sells both Metropolitan Dallas 
and the larger, richer surrounding market that accounts for 21.5% of the 


Metropolitan Area’s retail volume! 
S.M., May 10, 1959 @ 


TEXAS' LARGEST NEWSPAPER. . . LOWEST MILLINE RATE! 


THE DALLAS 
MORNING 


Represented Nationally by CRESMER & WOODWARD, INC. 


A.B.C. Audit, Mar. 30, 1959 


NEWS 


New York @ Chicago @ Detroit e Atlanta e Los Angeles @ San Francisco 


| language it states that 


program and cial standards 
which broadcasters themselves have de- 
veloped and subscribe to under the 
philosophy of voluntary self-regulation. 

On March 15, 1959, a special sub- 
committee of the board was appointed 
to study and report on a subject of 
increasing concern to the industry: The 
advertising techniques used in presenting 


“sensitive” or ‘‘personal’’ products on 
television. 
Mr. E. K. Hartenbower, KCMO-TV, 


Kansas City, Mo., was named chairman 
of the committee; Mr. Donald H. Mc- 
Gannon, Westinghouse Broadcasting Co., 
and Mr. Gaines Kelley, WFMY-TV, 
Greensboro, N.C., serve with him. 

This report summarizes the initial 
findings of the conimittee based upon 
a lengthy review of television commer- 
cials now on the air for the following 
“‘sensitive’’ product categories: Laxatives, 
deodorants, depilatories, toilet tissue, 
corn and callous removers, cold and 
headache remedies and foundation gar- 
ments. It will be distributed as widely 
as possible to broadeasters, to advertisers, 
to their agencies and to allied organiza- 
tions. It is vital to all that advertising 
presented on this powerful yet intimate 
medium be compelling and effective and, 
at the same time, welcome in the 
living room of any home in America. 


Should We Be Concerned? 


@ Is there cause for concern over taste 
and propriety in specific television com- 
mercials? 

The code review board sponsored a 
special national survey on audience at- 
titudes toward advertising late in 1958. 
Exact details of the survey are con- 
fidential, but it revealed negative opin- 
ions of the viewing public that should 
be of great interest to responsible ad- 
vertisers, their agencies and to broad- 
casters. 

There has been a steady increase of 
challenging comment’ from the viewing 
audience writing to networks and sta- 
tions, as well as to the code review 
board. Audience mail may not neces- 
sarily be regarded as an over-riding 
criterion, but it must be accepted as 
significant. 

Comment within the broadcasting in- 
dustry has been frank and often disturb- 
ing. Questions or criticisms about individ- 
ual personal product commercials reach 
the code board staff from code subscrib- 
ers regularly. 


ew A prominent station operator spoke 
recently of “the progressive deteriora- 
tion of our commercial standards... a 
deterioration that in certain areas has 
reached almost scandalous proportions.” 
And, he continued, “even more danger- 
ous, it seems to me, is the prospect of 
the loss of respect of our viewers for 
our medium. Once gone it will be dif- 
ficult to regain ... can’t we clean this 
up now?” 

Comment in the trade and general 
press has questioned the propriety of 
personal product advertising on televi- 
sion. While the factor of competitive 
media such as the general press and 
magazines, must not be excluded as a 
possible stimulant to adverse review, 
the industry must consider any reason- 
able evaluation. 

Clearly, the need for self-examination 
of television advertising through the 
television code review board not only 
is proper but is urgent. 


How Does the Code Operate? 


How does the television code itself 


| deal with the problems of personal prod- 


uct advertising? In broad, common-sense 
“the advertising 
products which 


of intimately personal 


| are generally regarded as unsuitable con- 


versational topics in mixed social groups 
is not acceptable.” 

Interpretation No. 4 of the television 
code, adopted unanimously in 1956 by 
the television code review board and 
reaffirmed unanimously by every suc- 
ceeding board since then, defines prod- 
ucts for the treatment of hemorrhoids and 
for use in connection with feminine hy- 
giene as “intimately personal.’’ Obvious- 
ly, other product categories could be cor- 
respondingly classed. If and when such 
products are suggested for advertising on 
television, the board will review each in- 
dividual product and commercial. 


g The code states that ‘“‘because all prod- 
ucts of a personal nature create special 
problems, such products when accepted, 
should be treated with especial emphasis 
on ethics and the canons of good taste. 
Such advertising of personal products 
as is accepted must be presented in a 
restrained and obviously inoffensive 
manner.” It also cautions the broad- 
caster against the acceptance of adver- 
tising material which in his opinion of- 
fensively describes or dramatizes distress 
or morbid situations involving ailments, 
by spoken word, sound or visual effects. 

The distinction in the code between 
“personal” and “intimately personal” is 
completely understandable. The average 
American adult or child is accustomed 
to seeing toilet tissue, deodorants and 
laxatives on open display. No attempt 
is made to hide or disguise these prod- 
ucts, while sanitary napkins and other 
feminine hygiene products are customari- 
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ly wrapped in plain paper. Rectal suppo- 
Sitories or applicators are generally con- 
cealed from public display. 

In print media, advertising of intimate- 
ly personal products usually is set in 
agate type surrounded by other copy or 
art on the inside pages. In television, 
the only thing available is the “full page” 
if you will, “the front page,” with noth- 
ing competing for eye attraction. All 
presentations must be treated with spe- 
cial care. 


Who Defines Good Taste? 


w Is it possible to arrive at a strict def- 
inition of as elusive and subjective an 
entity as good taste? Obviously, age, 
sophistication, education, geography, in- 
dividual preferences and many other fac- 
tors influence one’s reaction to a com- 
mercial presentation. However, after 
viewing a great number of current 
television commercials the committee 
compiled a set of common-sense guide- 
posts, each formulated in unanimous 
agreement. 

These basic guideposts are digested be- 
low as techniques to avoid and those to 
seek. Of course, they cannot cover every 
commercial technique. The committee 
recognizes the need for flexibility in its 
analyses and recommendations. It offers 
them as a general guide to those who 
create and produce television commer- 
cials. 


LAXATIVES 

Avoid: Techniques which over-drama- | 

tize the discomfort of one requiring a 

laxative, which emphasize the speed or | 

efficiency of the laxative, which dupli- 

cate the mechanics of elimination by 
charts or props. 


Seek: Techniques which demonstrate 
the pleasant after effects of the product, 
and dramatic settings connected with 
places other than the family bathroom. | 


| 
DEODORANTS 

Avoid: Graphic words like “‘sweat”’ and 
“odor,”” camera shots which show the/| 
arm pit or the actual application of the | 
deodorant, those which demonstrate the | 
deleterious effects of perspiration on | 
clothing, settings connected with un- | 
pleasant odors. 


Seek: Clinical words like ‘‘perspira- 
tion,"’ visual devices like the ‘“‘silhouette” 
technique which lend an impersonal air, | 
techniques which imply cleanliness and | 
good grooming after use of the product. | 


DEPILATORIES 
(Including body lotions, 
women’s razors and 
electric shavers.) 


Avoid: Wording or camera shots which 
depict axillary or body hair as “un- 
sightly"” or “bristly,’’ camera emphasis 
on the arm-pit area, scenes which show 
the actual process of hair removal from 
legs or face, settings or costuming over- 
emphasizing sexual attraction. | 

Seek: Situations, settings and descrip- | 
tions which dwell on high fashion or 
good grooming, which are _ associated 
with the purchase or after effects of 
the product. } 


TOILET TISSUE 

This category seems the most 
tive’ of the seven product 
in the study. With rare exception most 
television advertising’ for toilet tissue 
was found to be in excellent taste, un- 
doubtedly because of the need of special | 
decorum and delicacy in treating the | 
product. 


“‘sensi- 
categories 


Avoid: More blunt terms for the prod- | 
uct such as “‘toilet paper,”’ direct descrip- | 
tions and demonstrations of its softness, 
strength or tearing qualities, settings as- | 
sociated with its actual use. | 


Seek: Techniques which have a fan- 
tasy or fictional air, settings associated | 
with the purchase or storage of the | 
product, devices which describe or com- | 
pare the tissue indirectly. | 


COLD & HEADACHE REMEDIES) 
The committee studied commercials | 
| 


| 


Too Busy to Keep Up 


With Your Reading ? 


Press Clippings can solve your prob- 
lem if there simply aren't enough 
hours in the day to permit you to 
read the trade papers, magazines and 
newspapers you know you should. 
Many busy men have us spot and 
send them information on subjects 
of interest to them. 


Est. 1888 
PRESS CLIPPING BUREAU 


165 Church St., New York 7, N. Y. 
Phone BArclay 7-5371 
1868 Columbia Rd. NW, Wash. 9, D.C.—CO 5-1757 
Magee Bidg., Pittsburgh 22, Pa. ya 4 i 1h 
14 E. Jackson Bivd., Chicago 4, Ill.— 
1456 N. Crescent Heights Bivd., Los ane <6 
Calif.—Phone OLdfield 6-0304 
One Operations Office (Livingston, N. J.) 


NEWSPAPERS + MAGAZINES + TRADE PAPERS 


and 


for the popular analgesic headache rem- | 
edies, nasal sprays and decongestants. | 
In its opinion most unfavorable reaction 
from the viewing audience comes from | 
annoyance after repeated exposure rath- 
er from any offense to good taste. 


Avoid: The overuse of visual devices 
of the circulatory, digestive or nasal 
systems, sound effects or copy which 
describe discomforts morbidly. 


Seek: Audio and _ video 
which show the pleasant 


techniques 
after-effects 
relief gained from the product, 
visual demonstrations which rely on the 
abstract rather than graphic. 


CORN & CALLOUS REMEDIES 
(Including athlete’s foot 
preparations and foot powders) 


parison and techniques which show the 
product as an adjunct to good grooming 


| or well-being. 


FOUNDATION GARMENTS 

Problems of taste in the six preceding 
categories have centered on techniques 
which might tend to disgust or repel 
the viewer. Commercials for foundation 
garments, bras and girdles, because of 
their real or implied association with sex, 
can create problems of offense to pro- 
priety or decency. The committee em- 
phasizes the need for special care on the 
part of the advertiser in creating the 
commercial and great caution on the 
part of the broadcaster in scheduling it. 


Avoid: The use of “live” models un- 
less fully clothed, copy appeals or camera 
shots emphasizing sexual allurement, 
copy appeals to teenagers, demonstra- 
tion with the human hand, overuse of 


| negative elements. 


than the body. 


Any self-examination must contain 
The committee 
emphasizes that it is among the strongest 
proponents of commercial television. It 
believes without question that television 
is ideally suited for the advertising of 
most personal products. It has found 
that the great majority of these products 
are presented tastefully and effectively 

. are indeed, welcomed into the home. 
The committee's prime object is to en- 
courage such television advertising. 

To do so requires the ingenuity and 
cooperation of advertiser, agency and 
broadcaster ... an unbeatable combina- 
tion working together and moving to- 
ward the same objectives. # 


Colgate Sets Research Unit 
Colgate-Palmolive Co., New 


re- | 
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| Brunswick, N. J. The two-story 
center, designed to accommodate 
about 375 persons, is scheduled for 
completion by late 1961. 


Spoetz] Names Jack Cable 

Jack Cable & Associates, Hous- 
ton, Tex., has been appointed to 
handle advertising and public re- 
lations for Spoetz] Brewery, Shin- 
er, Tex. 


ADVERTISING CIGARETTES 
Entire cigarette package 
features your ad message. 
Cigarettes imprinted with 
trade name or ad message. 


Avoid: Words like “itching” and | close-ups. York, will establish a multi-million G. A. GEORGOPULO & CO., Inc 
“burning,” visual dramatizations of foot| Seek: Copy a of ~~ and fash-| dollar center for basic and applied | Cigarette Manutacturers Since 1905 
discomfort, presentations showing the|ion, the use of “dummies’’ or visual - : : New York 4 
product in actual use. devices like the “ectoplasm” technique research adjacent to Rutgers Uni- S ene &.. 

Seek: Means of demonstration by com-! which demonstrate the garment rather! versity science campus at New 


one newspaper . 


and a million and more prosdeeie! 


You can now cover one of the nation’s top 
three test markets (and the Number One test 
market in New England) thoroughly and more 


economically than ever with The 


Providence 


Journal-Bulletin. New Journal-Bulletin package 
plans—explained at right—make it easy. 

And you'll like what The Providence Journal- 
Bulletin delivers. This one medium is the strong- 
est selling force throughout New England's sec- 


ond largest market . . 


a million-plus interstate 


population center where buying power is BIG... 


bigger than ever, as 


Sales Management shows. 


In ABC Providence alone, The Journal-Bul- 
letin gives you 100%-plus coverage of over 500,- 
000. In the CITY-STATE area, you get more 


than 80% coverage. 


Isolated from other major markets... 


repre- 


sentative and well-balanced between urban and 


suburban . . . cosmopolitan in composition... 


bustling Providence 


the 
market offers you the ideal 


testing grounds for new products, new packaging, 
or sales promotion ideas. 


| 

sleuwe suessetrent ; 
Cet epere en 
+ 


Lew Cest Gra 
This Week Maga 


$.44 a line, 


equal to the gravure, and 
calendar week.) We make pilates, no 


day Journal not sold in combination. 


New Journal-Bulletin Package Pians 


vure Opportunity— Your 
zine or locally-edited R Ish 

pted for Journal-Bulletin combination, 

Min. b&w size 


Job-tailored Combinations—You have a choice of combinations 
to fit your campaign program and budget: 

Combination: * Circulation Line Rate 
Sunday JOUFMGl .. 6.666. cece eee serene +» 188499 a 
Sunday and Morning eocccces 7 
Sunday ond Evening ....... *" 
Sunday, Monrning, E ° $1.04 

(ABC circulation, March 31, 1959) 

*Daily copy may run morning and evening or evening and morn. 
ing. Sunday daily combinations may start preceding Thurs- 
day A.M., to be completed with Tuesday P.M. editions. Holl- 


ravure advertising in 
jander be 


may 

block and white, at 
to be at least 
eted in same 


charge. Ask about it. 


Write for full market data or Package Plan information 
to Frank S. Rook, Manager, General Advertising, The 
Providence Journal-Bulletin, Providence 2, Rhode Island. 


PROVIDENCE JOURNAL-BULLETIN 


Represented Nationally by Ward-Griffith Co., Inc., New York, Boston, Detroit, Chicago, 
Philadelphia, San Francisco, Atlanta, Miami, Charlotte, Portiand, Ore. 
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KNX Names Tom Thornton 

Tom Thornton, merchandising 
manager of Housewives Protective 
League on KNX, Los Angeles, has 
been named national sales coordi- 
nator of KNX and CBS Radio Pa- 
cific Network. He succeeds Jack 
Loughmiller, recently appointed 
eastern sales representative. 


Oil Heat Unit to Schoonmaker 

Oil Heat Information Council, 
composed of 55 fuel oil distribu- 
tors in Grand Rapids, Muskegon 
and Kalamazoo, Mich., has ap- 
pointed Schoonmaker, Williams & 
Moss, Kalamazoo, as its advertising 
agency. 


Sawyer Joins Benson 

Arthur W. Sawyer has resigned 
as media director of Johnson & 
Lewis Advertising, San Francisco. 
Mr. Sawyer will become a partner 
in Marty Benson & Associates, 
weekly newspaper publishers’ re- 
presentative which has offices in 
San Francisco and Los Angeles. 


Henderson Names Walker 

Fred C. Walker has been named 
account supervisor of the Hender- 
son Advertising Agency, Green- 
ville, S.C. Mr. Walker has been an 
account executive with Henderson 
for the past five years. 


Local and 


CAPTURING 
=} CROWDS with 


= COLOR 


national advertisers in the great 


Western New York market have adopted 
NEWS COLOR with enthusiasm! In a year 
R. O. P. color advertising in the Buffalo Even- 
ing News has grown from zero to 845,360 
lines, total for the 12 months, September 1958 
thru August 1959. In the first 8 months of 1959 
The NEWS, a six day newspaper, has pub- 
lished over 61.6% of all R.O. P. color linage in 


a the Buffalo daily and Sunday newspapers. In 


the Buffalo market, New York State’s second 
largest, only The NEWS offers FULL color 
...FULL coverage... 


FULL six days per week. 


BUFFALO EVENING NEWS 


KELLY-SMITH CO. —Neti 


WESTERN NEW YORK’'S GREAT NEWSPAPER 


Advertising Age, September 28, 1959 


Per Capita Personal Income 


By States—1950 vs. 1958 


National Industrial Conference Board 


1950 
Cc IND sctisattnetnnssicscnne $1,908 
ee On 2,153 
District of Columbia ............ 2,198 
SIUM, seiciciiinticticsespinemianvaics 1,883 
I. siictnedicdidiessicoiiilindaodshecion 1,938 

1,848 

1,792 

1,827 

1,662 

1,588 

1,614 
Washington 1,671 
Pennsylvania 1,566 
IIE Gane astdinivieaiiecigsassocen 1,684 
IIT nrcnsintatiasonesratieinamesdes 1,629 
IN spistdehintbisisssismeenseosead 1,446 
IED pidhavendstiehtesnntnsdnsaisusee 1,443 
III sicadsacenudiivensscotubssnasvens 1,602 
SI alcdserecbcchbasss duicidnicnipinlacse 1,374 
I eacchadicachndsosiisscopeteerons 1,521 
RN TINIE iccsiniixasssosiavnsvnes 1,644 
eee 1,467 
PIIIN - prtis tab hibetila Sisteweessnsenitets 1,297 
PIII ctnantiinsasasrionessansanocees 1,606 
a 1,397 


Per Cent Per Cent 
Change Change 
1958 1950-1958 1950 1958 1950-1958 
$2,817 47.6 IIR cissuiaithitantionrenencaens 1,468 1,894 29.0 
2,760 28.2 New Hampshire 1,314 1,885 43.5 
2,634 19.8 NEN Sloe ivecsinsmasceiennnass 1,288 1,876 45.7 
2,585 37.3 lowa 1,447 1,863 28.7 
2,569 32.6 Hawaii 1,403 1,852 32.0 
2,559 38.5 New Mexi: 1,163 1,838 58.0 
2,521 40.7 Texas 1,340 1,814 35.4 
2,435 33.3 Utah 1,283 1,753 36.6 
2,394 44.0 Vermont 1,185 1,745 47.3 
2,221 39.9 Oklahomo 1,133 1,740 53.6 
2,184 35.3 Maine 1,188 1,704 43.4 
2,160 29.3 Idaho i 1,279 1,701 33.0 
2,127 35.8 SEN SINUS scciinicinntsnenions 1,260 1,697 34.7 
2,099 24.6 NIN i cnlatiseknisineasasicanprensesen 1,222 1,674 37.0 
2,088 28.2 ON RII. cciticviccocsneeeseacs 1,213 1,641 35.3 
2,047 416 Lovisi 1,089 1,576 447 
2,037 41.2 I IID iciccsinsctanasensesns 1,095 1,509 37.8 
2,006 25.2 I sinntiscianiatianteisevenieonee 1,016 1,487 46.4 
2,001 45.6 Tennessee ........... 995 1,439 4464 
1,990 30.8 RII soctntihanernsntnsesvinsonssss 958 1,397 45.8 
1,966 19.6 North Carolina ...............00 1,009 1,384 37.2 
1,936 32.0 Alab EEE OM ee 867 1,359 56.7 
1,932 49.0 0 LES a Ee 805 1,228 52.5 
1,920 19.6 South Carolina .........ccc 881 1,218 38.3 
1,916 37.2 TD sass sevinnsiocievevtinbeses 729 1,053 44.4 


Ripple Names MacNamara 

John F. MacNamara, formerly 
publisher of Shoe & Leather Re- 
porter, Boston, 
has been named 
director of ad- 
vertising and 
public relations 
of Ripple Sole 
Corp., Detroit, 
a new position. 

In his new po- 
sition, Mr. Mac- 
Namara will 
work with Reil- 
ly, Brown & 
Tapply, Boston, 
agency for Rip- 
ple soles, which have been in 
volume production for the shoe 
industry only a short time. Mr. 
MacNamara also has been with 
Hearst Corp. 


John F. MacNamara 


McDonough Joins Breskin 

Thomas O. McDonough has 
joined the sales staff of Breskin 
Publications Inc., New York, as 
representative of Modern Packag- 
ing and Modern Plastics in Chicago 
and the Midwest. 


‘Family Weekly’ Opens Office 

Family Weekly has opened a new 
West Coast advertising office at 235 
Montgomery St., San Francisco. 
Lee T. Weston will be in charge of 
the office. 


Our superior color reproduc- 
tion is the result of know- 
how and teamwork 
mechanical departments — 
plus plenty of experience in 
full color editorial art. 


in the 


Among the 
nation’s leaders in 
color lineage 

last year 


By reaching 9 out of 10 city zone families—7 out 
of 10 in Lane County—The Eugene Register- 
Guard can sell Oregon's 2nd market for you . . . 
and with the extra impact of color. 


Full color, page size just $140 additional. Full 
color ads also available in Sunday comics. 


The EUGENE REGISTER-GUARD 


Represented Nationally by Sawyer-Ferguson-Walker Co. 


Management Magazines 
Names Mortell, Murray 

Thomas F. Mortell has joined 
Management Magazines, Green- 
wich, Conn., as director of sales de- 
velopment, and Arthur W. Murray 
has joined the company as adver- 
tising space representative. Mr. 
Mortell was formerly space repre- 
sentative for Newsweek and will 
operate out of the company’s New 
York offices. Mr. Murray, formerly 
space salesman for Geyer-McAllis- 
ter Publications, will headquarter 
in the Chicago office. 


Hallock Opens Consultancy 
Ted Hallock has opened his own 
public relations consultancy with 
offices in the Executive Bldg., Port- 
land, Ore. Mr. Hallock was former- 
ly state coordinator for the Oregon 
Centennial Commission. 


Plate Agency Moves Office 
Harry V. Plate, advertising and 
pr agency, has moved its offices 
from San Mateo to 24 California 
St., San Francisco. The new tele- 
phone number is SUtter 1-4179. 


THE NEW 
FORT ¥ 


AREA 


TARRANT 
COUNTY 


FORT WORTH 


JOHNSON 
COUNTY 


VSOOMSEC 


METROPOLITAN 


Covered Thoroughly 
Everyday by the 


Fort WORTH STAR-TELEGRAM 


The Fort Worth Metropolitan Area 


POPULATION 618,000 
EFFECTIVE BUYING INCOME  $1,093,684,000 
TOTAL RETAIL SALES $715,707,000 


*Sales M g * now includ 


Worth Metropolitan Area. 


AMON G. CARTER, Jr., 
LARGEST 


the 2-county area of 
Tarrant and Johnson Counties as the Standard Fort 


FORT WORTH STAR-TELEGE 


President and Nationa! Advertising Dirdc 
CIRCULATION IN 


without the use of schemes, premiums or contests 
“Just @ good newspoper” 


39th in the Nation in Population! 
41st in the Nation in Effective Buying Income! 
40th in the Nation in Total Retail Sales! 
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“Time dijo” “ 


Benson has... Betancourt is...Brandt will... 


Executives and officials throughout Latin America have an 

urgent need for full, up-to-date international news reports 
. with emphasis on U.S. activities and personalities. 
Week after week, to fill the need, they read TIME. So 


when Latin American leaders get together to talk about the The ae : 
, . talked about P 

world events that might affect their plans, they frequently nontpany 

start with the words “TIME dijo” —“TIME said”. Latin America 


TIME Latin America is published weekly in English. It consists of the editorial content of the 
U.S. Edition plus additional Latin American news and advertising directed to its special audience. 
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Tight Grip on Inventory Helps Zenith 
Maintain ‘Quality’ Image, Says Truesdell 


Cuicaco, Sept. 
“Marketing Man of the Year” 
stood in the unsteady glare of 
popping flashbulbs, holding a 
plaque signifying the honor be- 
stowed upon him. 


and then everything comes at 
once.” 

Leonard C. Truesdell, exec vp 
in charge of marketing at Zenith 
Radio Corp., was referring to the 
fact that this was the second such 
honor he had received in recent 
months. Last May the Nationaf 
Sales Executives dubbed him 


and only 
ONE can 
give you 
TOTAL 
Coverage 
in the 
PONTIAC 


AREA 


98% of the homes in 
Pontiac take The Press. 
74%, of Press readers 
take no other daily 
newspaper. 88°, take 
no other evening paper. 
Total Selling needs 
Total Coverage. In 
Pontiac, Total Selling 
Means The Press. 


THE 
PONTIAC PRESS 


PONTIAC « MICHIGAN 
Scolaro, Meeker & Scott, New York, 
Philadelphia, Chicago and Detroit 
Doyle & Hawley, 

San Francisco and Los Angeles 


22—Chicago’s “Sales Executive of the Year” 


(AA, June 1). And now the Chi- 
cago chapter of the American 
Marketing Assn. added the “‘Mar- 
keting Man of the Year” mantle 


| (AA, Sept. 21). 

“It’s funny,” he remarked to no| 
one in particular, “you’re in this} 
business for more than 30 years, | 


He has been at Zenith for ten 
years and has had top sales re- 
sponsibility since 1955. Through- 
out the entire period, Zenith has 
been considered a model of good 
marketing management. 


es Why, then, this sudden flurry 
of recognition? It can be traced 
to the recession year of 1958, 
when Zenith stood out in bold re- 
lief in an industry hard hit by 
falling sales. During that year, 
sales in the radio-television in- 
dustry dropped 20%, while Zen- 
ith hit a new high—15% above 
the record of 1957. Zenith also 
moved to first place in tv receiver 
sales, increasing its industry share 
some 25% over the previous year. 


ALABAMA 
HAS 3 BIG 


MARKETS... 


-.. and they 
can’t be covered 
by 2 newspapers! 


If your Alabama media schedule 
includes only Birmingham and 
Mobile, you are just covering 
half of the market! Montgom- 
ery is a MUST on your schedule 
for these reasons: 


@ Montgomery leads all Ala- 
bama cities in S-M‘’s “30 
Best Markets” in 1958-59. 


@ Montgomery ranks EIGHTH 
IN THE NATION’S CITIES 
according to Rand-McNal- 
ly‘s most recent survey of 
economic stability. 


@ 25% of Alabama's retail 
sales are made in the area 
covered by The Montgom- 
ery Advertiser and Alabama 
Journal. 


Are your sales quotas and space 
aepeee now in line? If not, better 
cal 


KELLY-SMITH CO. 


CEM) RAL AND SOUTHEAST ALABAMA MARKET 


Chy Montgomery Advertiser 
ALABAMA — JOURNAL 


MING SUNDAY 
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MAN OF THE YEAR—Leonard C. Truesdell (left), exec vp for marketing, 
Zenith Radio Corp., receives a plaque from the Chicago 


the American Marketing Assn. 
naming him Marketing Man of the | 


Advertising Age, September 28, 1959 


field. 

Spreading out the large sheets 
/on his desk, the marketing vp 
|illustrated the system. He ran his 
|finger down one column of fig- 
}ures: “He’s got two weeks’ sup- 
ply on hand... he’s got one 
week’s supply two weeks 
... three weeks ...one week 

. »’ Conditions which might lead 
to “price dumping” sales can thus 
be spotted quickly and the situa- 
tion remedied. 


® The energetic Mr. Truesdell (he 
lists work as his hobby) has built 
up his staff to the point where he 
now says he works as hard as 
| ever during the day, “but my 
| nights are easier.” 

During his career, the general 
|stature of marketing in business 
|has improved, but Mr. Truesdell 
' notes an alarming trend. 
| The trend toward selling on 
price and price alone, he said, is 
taking business “down the road of 
no return, a road that can only 
lead to smaller profits, reduced 


Year (AA, Sept. 21). Al J. Kinard, | 
president of the AMA chapter and 
product research manager of Quak- | 


SOUTH BEND, 
Ind. MARKET 
y 


er Oats, makes the presentation. 


This year the rise continues, with 
Zenith increasing its share of 
market by some 30% to 40%. 
In any instance where a com- | 
pany does so well, the marketing | 
executiv’ can come in for a large 
share of the credit. In the case 
of Zenith, Mr. Truesdell probably 
deserves even more recognition. 
His responsibilities probably en- 
|compass more than those of any 
other marketing man in the in- 
dustry, and more than most in 
any company. In addition to con- 
trolling the advertising, merchan- 
|dising and selling functions, he is 
| deeply involved with the product 
| itself. 
| 
s In fact, Mr. Truesdell estimates 
| that he spends about four of every 
ten working hours working with 
{the engineers and designers in de- 
|veloping the products. He draws 


upon his long experience in sell- 


ing appliances and_ electronics, | 
plus his extensive knowledge of | 


|current trends, in determining | 


|what the company will offer for 
sale. 


duction, Mr. Truesdell and his 
staff then determine how many 
sets to make. They have both 
short-range and long-range pro- 
duction schedules, based on an- 
ticipated demand. 


= Len Truesdell’s background in- 
cludes many years of retail and 
wholesale selling. He once oper- 
ated three retail appliance stores 
j/in Kansas City. “And I’ve sold 
appliances in every city in the 
U. S. over 25,000 population,” he 
adds. 

He was with the Frigidaire di- 
vision of General Motors Corp. 
for 15 years before joining Ben- 
dix Aviation Corp. as manager of 
radio and television operations in 
1943. In ’46 he moved to Hotpoint 
Co. as marketing vp. He joined 
Zenith in ’49 as radio-tv sales 
manager, and was elected vp and 
director of sales in 1955. He was 
named a director of the company 
last January, and moved up to 
exec vp of marketing last April. 

Zenith strives for the “quality” 
image for its products, and Mr. 
Truesdell has developed means to 
achieve it. 

Radio-tv manufacturers strive 
to avoid price dumps by retailers 
—a situation usually brought on 
by oversupply and “remedied” by 
price cutting, which cheapens the 
product’s image. 

To prevent this, inventory is 
controlled all along the line, from 
plant to retailer. The crux of this 
system is a series of charts based 
on weekly sales reports from the 
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Model 4340 4-bottom moldboard plow designed and produced 
in the South Bend Plant of The Oliver Corporation. 


The Oliver Corporation of South Bend is a leading industry among 
the 248 manufacturers in South Bend’s Metropolitan Area. Producers 
of quality farming equipment, Oliver's is another South Bend industry 


that lends employment stability to this big, growing market. 


A wide diversity of industry and employment provides South Bend 
families with large, steady incomes. The 1958 household income was 
$7,187 . . . First in Indiana and 15th in the Nation! 


Cover South Bend With One Newspaper 


Over 92% of the families in South Bend’s Metro Area receive the 
South Bend Tribune. In addition to saturating this market, the Tribune 
offers many other services including: R.O.P. Color, daily and Sunday; 
new big bulk and frequency discounts; complete marketing service; 
special pages and promotions. For complete details ask for free mar- 


ket data book. 


— Che 
South Bend 


_ Oribune_ 


Franklin D. Schurz — Editor and Publisher 
Story, Brooks & Finley, Inc., National Representative 


The South Bend, Ind. Market 
Seven Counties, ovew ~ 
One-Half Million People 
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effectiveness of advertising and a 
lessening in the value of market- 
ing men. 

“The road of no return,” he 
said, “can lead us to the time 
when product values can no long- 
er be measured intelligently; lead 
us to the time when incentive for 
creating better products and new- 
er products is lost to creative en- 
gineers and production men.” 

The path Zenith has followed is, 
of course, Mr. Truesdell’s prime 
example of what shculd be done 
to correct these marketing ills. 

And the Zenith executive is 
confident of the radio-tv indus- 
try’s future potential, despite near 
saturation of tv receivers in U. S. 
homes. 


® “I don’t expect any major tech- 
nical breakthrough in tv sets for 
several years,” he said, “and we 
won’t need a breakthrough to 
keep selling sets. A growing pop- 
ulation, the replacement market 
and the growing number of second 
sets will continue to create a good 
market.” # 
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... Now available in the 
newspaper with the 2n 


largest evening circulation 
in Illinois 


e@ 5th largest newspaper market 
in Ilinois 

@ 5th largest in automotive sales 

7th largest in drug sales 

7th largest in food sales 


(these figures exclude Chicago) 


178,000 exceptionally prosper- 
ous people with incomes 20% 
above the national average live 
in this rich 7-county market. 
Retail sales totaled well over 
$233 million in 1958, and the 
future looks bright with the 
influx of new industry. 

And now you can get your 
share of this outstanding mar- 
ket with full color advertising 
in the Pantagraph ... the 
“hometown” newspaper that 
covers the Bloomington- 
Normal area. 


R.0.P. Spot Color—plus Full 
Color (black and 1, 2, or 3 colors 
available Daily and Sunday) 


Pantagraph 


Bloomington-Normal, Illinois 
Rep. by Gilman, Nicoll & Ruthman 


THE 
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N. Y. Sales Execs 
Group Examines 
Its NSE Ties 


| Quiz on Share of Dues 
| Going to National May 
| Reveal Members’ Views 


New York, Sept. 22—The Sales 
Executives Club of New York is 
polling its members on how they 
feel about cutting down on the 
dues the New York group pays to 
National Sales Executives. 

Yesterday morning 3,000 mem- 
bers of SEC received a question- 
naire from the club asking: 

1. Do you know a portion of, 
your dues goes to National Sales 
Executives? 
| % Did you know 
| was $15? 
| 3. Check NSE services you con- 
| sider most valuable. 
| 4. Do you think some sliding | 
| scale would be better, say $15 to 
|NSE for the first 1,000 SEC mem-_ 
bers, then a sliding scale of, say, | 
$5 for each additional member? 

5. Should we have a sliding 
scale to NSE, or keep as is? 


the portion 


= Currently 25% of SEC dues 
goes to NSE. In recent months 
there has been growing dissatis- 
faction with NSE among SEC 
members. The New York club is 
the largest membership group in 
NSE, which has a total member- 
ship of 28,000. 

Reasons for SEC members’ dis- 
satisfaction with NSE are varied. 
The most frequently heard are 
that SEC pays too much to the na- 
tional for what its members get; 
that NSE’s forthcoming publica- 
tion, Sales Week, to be launched in 
November (AA, Aug. 10), was 
“railroaded” by a clique in NSE 
despite opposition by the New 
| York chapter and others; and that 
| the new publication will cut into 
services and advertising revenue of 
the New York SEC Weekly. 

In addition, intra-organizational | 
| political matters are understood to | 
| have generated bad feeling among | 
| some members. However, it should | 
| be noted that dissatisfaction on the | 
| part of SEC members with NSE is | 

by no means unanimous. | 


e Nevertheless, members willing | 
to discuss the matter indicate there | 
is a very strong sentiment in the | 
club in favor of setting up a sliding | 
scale for NSE dues. Results of the | 
current poll are expected to be tab- 
ulated by the end of next week. 

If the poll should be in favor) 
of a sliding scale, SEC probably | 
would move to cut its contribu- | 
tion to NSE. This would force | 
NSE to take formal action and 
conceivably could lead to SEC 
leaving NSE in protest, or of the | 
New York club being kicked out 
of the national. But a more likely 
development would be a series of 
|meetings by the officers of both | 
organizations to work out some 
reasonable solution. 

As a proponent of NSE explained, 
the SEC poll will merely be an ex- 
pression of club member sentiment 
on dues. The New York club holds 
a charter from NSE. Any change in 
dues would require an amendment 
of the club’s by-laws. 


@® NSE is composed of 28,000 
members, organized in 235 clubs. 
Each club contributes $15 of in- 
| dividual members’ dues to the 
| national, which in turn services 
members individually with printed 
material regularly. 

So far as could be learned, no 
other club has taken any action 
similar to that by SEC of New 
York. At NSE, an officer of the or- 
ganization said no comment could 
be made at this time. + 
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first-choice magazine of hospital 


BUYERS 


for 46 years first choice of 


SELLERS 


Since 1913 THe Mopern Hospirat has delivered to the 
BUYERS in the multi-billion dollar hospital market an independ- 


The Modern 


sate tgec Ns 


ent, competent, interesting journalistic service. 

THe Mopern Hospirat is wanted by more BUYERS — admin- 
istrators, administrative staff members and professional depart- 
ment heads — than any other hospital magazine. Every subscrip- 
tion sold on an entirely inducement-free basis — unique among 
hospital magazines. Covers more than 81% of the total market 
at the administrative staff level. 

BecausE THE Mopern Hosprirat has been wanted by more 
BUYERS, it has also been wanted by more SELLERS — for 46 
consecutive years more advertisers have invested more dollars in 
more pages of advertising than in any other hospital administra- 
tive magazine. 

HERE IS THE ADVERTISING RECORD of the three hospital admin- 


istrative magazines for the first eight months of 1958 and 1959: 


1958 1959 
(pages) (pages) 
THE MODERN HOSPITAL .......seeeeeeees 1137 1195 
Se OOD oct cbnteewenseeeen 949 1010 
Hospital Management. .......eeeeeeeeees 563 494 


The Modern Hospital Publishing Co., Inc. 


919 N. MICHIGAN AVENUE, CHICAGO 11, ILLINOIS 


File your hospital catalog here 


Since 1919 Hosprrat Purcuasinc Fie has served hospitals. 
Here your catalog of products hospitals use will be filed, 
indexed for easy reference, distributed to every hospital of 
twenty beds or more, and retained for reference when prod- 
ucts are being considered and purchases made. Hospitals 
come here to buy—and your catalog filed here makes it easy 
for hospitals to buy from you. 1960 Edition is now in prepa- 
ration. Ask for complete details, proof of use. 


Exclusive catalog sales representatives, The Modern Hospital Publishing Co., Inc. 
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CLEAN COPY—This magazine ad, ty-| 
ing in Sanitone’s promotion with a! 
Jonathan Logan dress, appears in| 


the October issue of Vogue. | 


rauff & Ryan for the preceding 16 | 
| years, took over the EWRR office 
land formed his own agency. One 
|reason for the switch in arrange- 
| ments was the desire of the Emery 
consumer division for stronger lo- 
cal facilities and service. Mr. Ma- 
gro’s agency presently is serving 
as correspondent agency for EWRR 
in Cincinnati. 

The Magro agency has a staff} 
of eight and services, in addition to | 
Sanitone, Kenton Pharmacal Co., 
Covington, Ky.; Joseph P. Day Co. 
(Cincinnati real estate); Steelcraft 
Mfg. Co.; Sperti Faraday Inc., 
Adrian, Mich. (signal systems); 
KLM Royal Dutch Airlines (lo- 
cally); the Netherland Hilton and 
Terrace Hilton hotels, and Candle 
Lite Inc. (candles). All are former 
EWRR accounts. 


EWRR SEEKS BACKING 


: Ctibdiealinn serves 


FRIENDLY PROCESS—Emery Industrie 
| Sanitone division uses this four- 


FOR DRY CLEANER PUSH |color page in the October Esquire 


Advertising Age, September 28, 1959 


| just approved by the National In- 
| stitute of Dry-Cleaning. 

EWRR has been retained to pre- 
pare public relations and publicity 
materials for the association, and 
plans also are under way to begin 
a national ad campaign in The Sat- 


urday Evening Post early next, 


year. 


s Under the plan, individual state 
groups will be asked to support the 
program. After meeting with the 
Virginia group next week, the 
EWRR representatives will confer 
with dry cleaners in 12 northeast- 
ern states, and eventually with 
groups elsewhere in the nation. 
Present plans call for a two-page 
ad using the Post’s Select-A-Mar- 
ket plan, to reach 15 states. One 


s’| page is to be in four colors, con- 


| taining a message seeking to build 
| public confidence in dry cleaning. 
The other page is to list members 


RicHMonD, Sept. 22—Represent- | to promote its dry cleaning process.| who are sponsoring the ad. 


atives of Erwin Wasey, Ruthrauff 


Frequency of insertions after the 


| & Ryan are due to appear here|ers about the new national adver- first ad will depend on support re- 


Armed with New 
Agency, Sanitone 
Sets Consumer Push 


CINCINNATI, Sept. 22—“A gar- 
ment is new only once, but it can | 
be renewed again and again.”’ This | 
theme will be featured promi- 
nently in the new fall campaign 
of the Sanitone division of Emery 
Industries, developer of the Sani- 
tone process, licensed to dry 
cleaners throughout the world. 

This year’s promotion plans, ac- | 
cording to L. E. Francis, advertis- | 
ing manager of Emery Industries, | 
are based on the phenomenon, 
brought out in research, that dry 
cleaning actually lengthens the life 
of garments. 

Four-color ads in Vogue and 
Esquire, plus newspaper coverage 


| 


| this week to tell Virginia dry clean-|tising and publications program | ceived from state groups. 


EWRR’s arrangement with the 
institute, which is located in Silver 
Spring, Md., provides for the prep- 
aration of a pr and publicity kit, 
which will be distributed to par- 
ticipating members. The associa- 
tion has about 8,500 members. One 
purpose of the program is to dispel 


‘public misconceptions about dry 


cleaning. Another purpose is to in- 
duce more of the nation’s 35,006 
dry cleaners to affiliate with the 
association. 


@ The program was originally se- 
cured for EWRR by Donald J. 
Wilkins, who has been vp in charge 
of the Washington office. With his 
resignation to become Washington 
representative for Advertising Fed- 
eration of America (AA, Sept. 14, 
21), the campaign will be ad- 
ministered from EWRR’s Philadel- 
phia office. Horace Nalle, EWRR 
vp in Philadelphia, will become ac- 
count supervisor and Karl Gauck, 
also in Philadelphia, account ex- 
ecutive. EWRR’s Washington office 
has been closed. # 


—tied in with Eagle Clothes and 
Jonathan Logan brand names— | 
are aimed at encouraging retail | 
outlets to advise customers to| 
“keep the fashion you buy” cicettn | 
quality dry cleaning. The cam- | 
paign stresses that the Sanitone| 
dry cleaner is the “best friend | 
that a garment ever had.” 


® The Sanitone program, accord- | 
ing to C. D. Easton, account execu- 
tive, John L. Magro Advertising, 
is one of the biggest color ad pro- 
grams in Sanitone’s history. Easton 
added that dealer mats, to be 
run over the signatures of Sani- 
tone dealers, will produce more | 
than $1,000,000 worth of licensee | 
tie-ins, based on the past year’s 
experience. 

The Sanitone account changed | 
hands last year when Mr. Magro, 
who as vp in charge of the Cincin- 
nati office of Erwin Wasey, Ruth- 


Indiana’s 


ONLY through # 


THE GARY POST-TRIBUNE 
THE HAMMOND TIMES 


REPRESENTED BY, BURKE, KUIPERS & MAHONEY, INC 


We are always happy to receive 
letters such as yours which point 


up the WGN, 


Inc. by-words— 


Quality and Integrity. 


Our strict adherence to the NAB 


Code and our 


dedication to the 


community which we serve, have 
resulted in ever increasing recogni- 
tion of our policy by agencies, 
advertisers, our audiences—yes, 
even our competitors. 


WGN-TV cuannet 9 


441 N. Michigan Ave. + Chicago 11, Illinois 
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Advertising Age, September 28, 1959 


Ads Pushing Passenger Bargains Give 
T&P Biggest Revenue Gain in lst Half 


Datias, Sept. 24—Bargains in 
railroad travel, promoted through 
a variety of advertising media, 
have enabled the Texas & Pacific 
Railway to show an increase in 
passenger ‘revenue for the first 
half of 1959 which is the highest 
in its class. 

Despite bargains that chopped 
the prices, Texas & Pacific officials 
reported a 15.7% increase for the 
first half of the year. And that’s 
the highest increase for any of the 
nation’s Class I railroads. Adver- 
tising had a lot to do with the suc- 
cess of the plan, according to J. B. 
Shores, director of employe and 
public relations. 

Instead of joining the crying 
towel brigade moaning over the 
gradual disappearance of passen- 
ger traffic, T&P offered the pub- 


lic five different kinds of bargains. 
Then they advertised them in a 
variety of ways. 


s The bargains: (1) Groups of 
five or more got one-way. fare for 
round trips between all points on 
the 1,800-mile system, that runs 
between Louisiana and Califor- 
nia; (2) coach tickets were honored 
in sleepers, making it necessary 
to buy only a Pullman fare and 
not, in addition, a first class fare; 
(3) when bedrooms were sold out, 
travelers could buy two roomettes 
for the price of a bedroom; (4) 
travelers were offered economy 
meals for $1 or less, in addition 
to the more expensive regular 
dining car services; and (5) the 
railroad installed a modified form 
of “Travel now, pay later” for 


tickets valued over $50. 

To promote these bargains in 
rail travel, Texas & Pacific ad- 
vertised them on a 6 p.m. news- 
cast twice weekly on WBAP-TV, 
which covers the heavily popu- 
lated Dallas-Fort Worth area, 
near the heart of the railroad’s 
system. 

Along the T&P route from New 
Orleans to El Paso the railroad 
placed small ads in the principal 
daily newspapers. Using the shot- 
gun technique rather than the 
rifle, the railroad scattered four 
to eight small ads throughout 
each edition, five days a week. 


s In the Dallas-Fort Worth heart- 
land of the route, the company 
advertised its passenger services 
on posters on the sides of its pick- 
up and delivery trucks. In the 
downtown area, where plenty of 
business men could study them 
and housewives would note them 
during their shopping tours, 47 
trucks carried the posters in Dal- 
las and 23 more in Fort Worth. 


In the Dallas-Fort Worth area 
outdoor boards also plugged the 
passenger service. This is worthy 
of note, since freight is the back- 
bone of railroad business, but 
T&P thought passenger revenues 
sufficiently important to warrant 
the advertising. 

Leaflets and placards also pro- 
moted passenger services—on 
trains, in stations and wherever 
else the railroad could place them. 

Better economic conditions af- 
fected the results of the campaign, 
Mr. Shores acknowledges, as did 
the discontinuance of competing 
service between Texas points and 
St. Louis. But the fact remains 
that T&P passenger business in- 
creased more than that of any 
other Class I railroad during the 
period of the bargain promotions 
and the accompanying campaign. 


es “There was an upsurge in trav- 
el between California and cities 
in Texas and Louisiana,” Mr. 
Shores said. “T&P revenues de- 
rived from California travel so 


a 


avi 1 


Mr. Ward L. Quaal, General Manager 
Television Station WGN-TV 

441 N. Michigan Avenue 

Chicago 11, Illinois 


Dear Mr. Quaal: Ee eee me eT 


Of the 235 television stations we now monitor, WGN-TV is one of those 
which always gives advertisers a well-scheduled, clean run for their 


money. 


broadcast advertisers reports, inc. 
750 third avenue, new york 17, n.y., yakon 6-8410 


July 27, 1959 


ik : * 


I suppose no one in the business knows this better than BAR 


since we've been monitoring stations all over the country for almost 


six years, 


Also, as you know, our agency subscribers have used BAR to determine 
“questionable station practices," and it seems to me that their atti- 
tude, if turned around, can be a considerable bonus for those stations 
which are automatically opposed to clipping, product conflicts, over- 
crowding, and all other forms of spot nonsense. 


Right now, with all the publicity that is developing on this, I think 
you ought to do a hard-hitting "look how clean WGN-TV is" promotion, 
It might pull more fall and wiater business for you than any other 
campaign theme. 


Almost every station on the air can come up with some kind of rating 
story but few can spotlight an operation as clean as yours and this 
is what the agencies will be looking for right now, 


PE/1£ 


Cordially, 


Phil Edwards 
Publisher 


T ADVERTISERS REPORTS, INC, 


2h. K 
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far in 1959 show an increase of 
42% over that of 1958. 

“The group rate reduction at- 
tracted considerable traffic from 
the highways,” Mr. Shores re- 
ported. 

Honoring coach tickets toward 
Pullman fares. boosted the earnings 
on conventional Pullmans, Mr. 
Shores said, with an appreciable 
decrease in revenue accruing in 
the lightweight sleepers. 

The economy meals (breakfast 
for 75¢ and 85¢, and $1 for lunches 
and dinners) have proved “very 
popular with our patrons,” Mr. 
Shores said. 

The “Travel now, pay later” 
plan is based upon a down pay- 
ment of 25%, payment in 10 
monthly instalments, and a 2% 
service charge. 


s The innovations are still being 
offered—and advertised—to the 
public, and railroad officials ex- 
pect the second half of 1959 to 
show an increase over the com- 
parable period of 1958, as did the 
first half. They’re now gunning 
to keep the No. 1 spot in passenger 
revenue increase in 1959’s second 
half. # 


‘TV Guide’ Names Two; 
Moves Boston Office 

Mel Sokolow has joined the 
New York metropolitan edition of 
TV Guide as promotion represen- 
tative and Bernard Johnston has 
joined the advertising sales staff 
of the Minneapolis edition of the 
publication. Mr. Sokolow was for- 
merly public relations director of 
Technical Tape Corp., New Ro- 
chelle, N. Y., and Mr. Johnston 
was formerly in sales work with 
the Chicago offices of Independ- 
ent TV Corp., CBS Film Sales and 
the R. H. Donnelley Corp. 

TV Guide has moved its New 
England headquarters in Boston 
from 739 Boylston St. to the Sa- 
lada Bldg., 330 Stuart St. 


Ives-Cameron Names Cawley 
John A. Cawley has been named 
president of Ives-Cameron Co., a 
division of American Home Prod- 
ucts Corp. Edwin F. Roberts has 
been named exec vp of the phar- 
maceutical manufacturer, which 
recently moved its administrative 
offices from Radnor, Pa., to 260 
Madison Ave., New York. Mr. 
Cawley was formerly assistant to 
Walter F. Silbersack, president of 
American Home Products. 


om mG 
Chicago’s 
new 40-story 
Advertising 
Headquarters — 


HOTEL IN HEART OF CHICAGO ADVERTISING 

@ close to agencies, radio-TV stations, 
newspapers, magazines, art, film and 
recording studios, representatives. 


UNIQUE FEATURES OF EXECUTIVE HOUSE 
© Drive-in Garage 

© Direct Dialing from Room Phone 
@ Private Sun Terrace 

© Free Stock Market Quotations 


Send for colorful brochure Heute 


Department A, 71 E. Wacker Drive, Chicago 1 
Financial 6-7100 - A. M. Quarles, General Manager 
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SERVATRON 


THE INSTRUMENT OF BUSY MORTALS 


You can point to only one electronic reservation system in hotel 
history, and Sheraton’s got it —- Reservatron. It gets you confirmed 
reservations in only 4 seconds at any of Sheraton’s 53 hotels. Saves 
you long-distance fees because you just phone your nearest 

Sheraton Hotel. We’d be happy (indeed 
ecstatic, since we’re testing this ad) to send 
you a FAT FREE BOOKLET — 96 pages 

stuffed with the inside dope on Sheraton 

Hotels in 41 cities. Address: Sheraton 
Corp., Ad Age Ad #6, 470 Atlantic Ave., 
Boston, Massachusetts. 
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Imbalance of Gender Is Remedied by 
Growth of Arndt, Preston N. Y. Office 


New York, Sept. 22—Agency 
growth usually results in a strange 
admixture of problems and pleas- 
ures. For James S. Crothers, man- 
ager of the burgeoning New York 
office of Arndt, Preston, Chapin, 
Lamb & Keen, one gratification 
is that the office staff no longer 
consists of one male (himself) sur- 
rounded by 13 pretty young la- 
dies. 

Although this 13-to-1 ratio 
made him the envy of Madison 
|Ave., Mr. Crothers maintains he 
| was “only too glad” when account 
|diversification brought an end to 
his harem days six months ago. 
Be | used to get kidded a great 
|deal about what a lucky guy I 
was—guys really seemed quite 
envious,” Mr. Crothers recalls. 
“But it was a banner day in my 


Bridal-Pax, the research-proven*, controlled sampling tech- 
nique, can put your product way out front in the race for 
brand loyalty in the young-family market, just as it now 
does for leading advertisers. 


Everything for the bride and groom . . . foods, drugs, cos- 
metics, promotional literature . . . all personally delivered 
in over Y2-million attractive Bridal-Pax kits annually. 


Product sampling the economical and flexible Bridal-Pax 


way enables you to pick your markets... regional or 
national distribution available. 


“York 12, N. Y. WAlker 5-9996. 


...whose products will they buy? 


For information about how to reserve this non-competitive 
sampling service for your product's 1960 marketing plans, 
write or call now: Bridal-Pax, Inc., 225 Lafayette St., New 


*Fact Finders, Inc. survey. 


BRIDAL-PAX 


PRODUCT SAMPLING 


life when we hired another man.” 

When pressed for a fuller ex- 
planation, Mr. Crothers allowed 
that women aren’t too happy in 
an all-girl situation: “There’s more 
tension, more concern with petty 
things if there aren’t enough men 
around to divert them. I used to 
complain about women forever 
crying in my office. 


s “IT still keep a lending library 
of handkerchiefs in my desk, but 
we have no more weeping women 
now that we have several men 
around to keep up the girls’ mo- 
rale and spirits,” he said. 

Although the New York office 
was founded in 1954, its real 
growth started two years ago. The 
|office then (in 1957) had six peo- 
|ple; today there are 17, and there 
are plans to hire eight more by 
| December, necessitating enlarge- 
ment of the agency’s new offices 
in the Seagram Bldg. 

This steady expansion is par- 
ticularly pleasing to Arndt, Pres- 
ton, because ‘we are one of the 
few Philadelphia agencies which 
heve been able to open a New 
York office successfully. Most of 
the others have had to buy an 
agency here to do it,” Mr. Croth- 
ers pointed out. 

Five years ago the New York 
office was billing at the rate of 
$300,000; today it handles the 
equivalent of $2,000,000 in billings. 
Combined billings of the New 
York office and the Philadelphia 
home office ran over $10,000,000 
last year, and the agency plans 
to increase its billings 50% by 
1963. Most of this increase is ex- 
pected to come from the New 
York office. 


| 


® Since January, 1958, the entire 
agency has added 16 accounts, 
with aggregate billings of $3,500,- 
000. Of these, five are handled—in 
whole or in part—in New York. 

Despite this growth, which in- 
evitably is accompanied by a more 
formal business routine, 
with memos, meetings planned in 
advance, etc., Mr. Crothers is de- 
termined to maintain a young, in- 
formal, friendly personality for the 
New York operation 

“It’s the best 
work to be done in, and it’s also 
the personality that our clients 
bought. We don’t want ito change 
it on them,” he said. 

The average ave in the office is 
31, keeping up the Arndt. policy 
of “blending the wisdom of age 
with the potential and stamina of 
youth” (AA, June 15). 

“Youth is no handicap here,” 
Mr. Crothers said, explaining that 
junior executives are hired on the 
premise that each will make his 
career with the agency and even- 
tually end up in top manage- 
ment. 


# As the youngest member of 
the agency’s “young management 
team,” Mr. Crothers proves his 
own point. Arndt, Preston is his 
first and only employer. While at- 
tending the University of Penn- 
sylvania, he worked at the agency 
during summer vacations. After 
graduation he served in Korea. In 
1954 he joined the agency fulltime. 

The New York staff has “liter- 
ally no turnover’—other than at- 
trition by marriage—as a result of 
the agency’s policy of careful in- 
terviewing to insure that each 
new staff member will “fit like a 
glove” into the organization. 

“Once we ascertain that a per- 
son has the qualifications for the 
| job, then it’s basically a question 
| of personality—hence most inter- 
| views are informal, friendly ses- 
| sions, usually over a cup of coffee 
;in some convenient restaurant. 
'And usually the applicant talks to 
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James Crothers 
six or seven Arndt people from) 
both the New York and Philadel-| 
phia offices,” Mr. Crothers said. 

“We definitely try to promote 
people from within. Our assistant 
account managers become our ac- 
count managers, who in turn be- 
come our account supervisors. 


a “We call them account manag- 
ers, not account execs, to get 
away from the ‘messenger boy’ 
tag. We feel these people need all 
the prestige, all the trappings, we 
can give them. After all, there’s 
no use going in humbly, bowing 
and scraping.” 

The agency’s advertising phi- 
losophy starts out with the belief 
that an ad pays off in direct pro- 
portion to the merchandising put 
behind it. “We try to stay away 
from the heroic image of an ad 
being responsible for a company’s 
success,” he said. 

“Instead, we believe that adver- 
tising is important, but only as 
part of an over-all campaign. Be- 
sides doing the ads, we want to 
help the company on research, 
package design, marketing plans 
(ranging from test marketing to 


specific retail promotions), pub- 
licity and promotion, and even 
territorial breakdown for  sales- 
men. 


“We feel we can only be success- 
ful if we face all the client’s prob- 
lems right along with him. The 
result is that it becomes very dif- 
ficult to find out just who or what 
is responsible for the ultimate 
success of a campaign.” 


s Mr. Crothers also has a salute 
for media representatives: “They 
are a tremendous help to us, and 
we rely on them heavily in plan- 
ning for our clients. To illustrate, 
he cited media aid in lining up 


COVER THE | 


MAYOR and MANAGER 
covers the 7,683 (BPA) 
men who do the buy- 
ing and planning for 
more than 6,000 U. S. 


LAW and ORDER covers 
the 7,415 (BPA) police 
executives who buy 
$24 billion worth of 
police equipment and 
supplies. An average 
total circulation of 
12,834 (BPA) makes it 
the most widely read | 
police publication! | 
{ Cover this vital group | 
made a sale in the at less than 142¢ per | 
giant $35 billion muni- contact. | 


cipal market. oa) | 


MAYOR and MANAGER. 
LAW and ORDER © 


72 W 45th St. ¢ New York 36, N. Y¥. ¢ MU 2-6606 


communities with 
populations 1,200 or 
over. Show them how 
your product or serv- 
ice can heip them do a 
better job and you've 
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fashion shows for Buster Brown 
shoes, as well as setting up model @ @@SSSCCCCOCOCHCCOCOCEECEESEEEEEE®E 
rooms across the country for 7 = 
Drexel furniture. e 
“The caliber of media repre-| @ 
sentatives has gone up tremend-| a e 
dously, just since I’ve been in the | ae e 
business,” he said, “and they are| @ * 
an important part of our Service | . ° ° e 
os dae aitieie* @ e Sell with the Financial Post. Here are your most important ; 
s 4 ° . 
Michigan Unit Names Alatalo | ‘ prospects in Canada: nearly 80% of all Post primary readers * 
Michigan Advertising Distribut- | . . . * 
ing Co., Detroit, has appointed & are in business, professions, government (Gruneau Research). ° 
Richard Alatalo as its sales repre- | 9 . . 
caine te caueieiens is ae Sell more to Canada's biggest buyers with e 
tion mailing. Mr. Alatalo formerly | e 
a eee 4 6 The Financial st 481 University Avenue, Toronto 2 
| 2 Po 1242 Peel Street, Montreal 2 e 
Hood Moves to W. B. Doner ate Canada’s foremost business newspaper 1030 W. Georgia St., Vancouver 5 ° 
Pag oc oe pilin oe West Coast representatives in the United States: Duncan A. Scott & Co., San Francisco and Los Angeles. e 
tice of W. B. Doner & Co. to han-| @ A MACLEAN-HUNTER PUBLICATION © 
dle its advertising. Pritchard, Dan- es 
iels & Dreher, Ardmore, is the ee@e@eeoeoeooeoeoeaoeeoeeee0ee@e0e@ee8ee @ee@e0ece0080 


previous agency of record. 
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Cift-Pax 


tribution offers regional or national market coverage in 
the U. S. and Canada. 


To reserve a place for your product in the select company 
of Gift-Pax products —all non-competitive — phone or write 
now to: Gift-Pax, Inc., 225 Lafayette Street, New York 12, 


N. Y. WAlker 5-9996. . 
PRODUCT 


[FT-PAX SAMPLING 


Gift-Pax product sample kits are personally delivered to 
over 3,000,000 new mothers yearly, right at the bedside 
in the hospital where their babies are born. 


Products distributed by Gift-Pax arrive just when new buy- 
ing needs arise, but before brand habits are established. 
The unique timing of Gift-Pax delivery makes a lasting 
impression .. . creates many new, repeat customers for 
products needed by young families. 


Prominent national advertisers have achieved remarkable 
sales results for eleven years with Gift-Pax. Flexible dis- 
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Who can print it? 

Your screen processor of course! 
He will even print your 
glass backwards! 

Put Punch in Point-of-Purchase 


Training Public to React to Ads ‘Like 
Animals’ Is Futile: De Kempenaer 


New York, Sept. 22—The pres- 
ident of the Netherlands Adver- 
tising Assn. questioned last week 
whether advertising may not be 
heading toward “the point of no 
return.” 

In a talk to the New York 


chapter of the International Ad- 


of superlatives in advertising. 
Mr. De Kempenaer, who is head 
of one of Europe’s largest print- 
ing houses, Joh. Enschede of 
Haarlem, said that in using such 
techniques as motivation research 
and subliminal communication ad- 
vertising may be headed for a vic- 


POINT OF PURCHASE COMMITTEE * SPPA 


motivation 


vertising Assn., 


Jonkheer W. Van tory that will mean its own defeat. 
Andringa De Kempenaer assailed 
research and the use|# What is the purpose, he asked, 


Papadopoulos 


De Kempenaer 


the world of Jim Leary 
...@ $5,000,000-a-year oil jobber 


(Is he spending for your products? ) 


Jim Leary is co-owner, vice president and sales manager of the Lamson 
Oil Corporation, a Richfield jobber in Providence, R. |. Jim has an active 
work-day. Here he is at Booth Bros., a Lamson subsidiary and the site of 
one of four Lamson-owned bulk plants. Booth Bros. specializes in fuel 
oil sales and service. (Equipment makers note: Booth Bros. made 2,800 


service calls last year.) 


Then, back to the office to discuss a message 
received by the office Teletype machine. Cler- 
ical work is an important part of the Lamson 
operation, with its annual sales of $5 million. 
(Office equipment manufacturers: Lamson 
owns $25,000 worth of office equipment.) e 
Now to the warehouse to check on stocks. 


pica evel 


Jim inspects a worn bearing found on a truck 
by one of his service station mechanics. To 
keep its customers’ cars rolling, Lamson main- 
tains extensive repair facilities in most of its 
Stations. (Repair equipment manufacturers: 
thousands of jobbers specify the repair equip- 


Lamson owns three warehouses with a total 
area of 18,000 sq. ft. So far Lamson has not 
entered the TBA business. (TBA makers: Here's 
where your products could be...on their way 
to customers. Many jobbers, like Lamson, 
haven't yet taken on TBA programs.) @ Lamson 
selis 20,000,000 gallons of fuel oil a year... 


"we RICH ELEUQII™ 


ment that goes into their stations.) e Next stop 
is one of four service stations currently being 
built by Lamson. (Service station equipment 
makers: Lamson specified all equipment for 
these stations.) e Alongside the main offices of 
the company is one of its service stations. In 


™“— 
ti. wel 


Jim LEARY is one of 16,000 U.S. 
jobbers ... one of the 10,000 
who do the bulk of independent 
oil wholesaling, and depend on 
NPN to help them. He’s typical 


BROS. Aa 


EF a 
( = a | 


and must also be able to supply rapid oil 
burner repair service. Although Lamson has 
had two-way radio facilities for several years, 
Jim just bought a new self-powered system. 
(Note to any manufacturer: Jim, like most 
jobbers, is always looking for new and better 
ways of doing things.) 


- Pe | 
addition to the 20 stations it owns, Lamson 
leases 30 and supplies another 200. Total vol- 
ume of gasoline and motor oil sold by Lamson: 
10,000,000 gallons. (Specialty manufacturers: 
the people at Lamson are always looking for 
products and ideas that increase sales.) 


Last stop for Jim is the loading yard 
to watch one of Lamson’s twenty 
trucks get a final check before it 
delivers oil to the customer. (Note 
to transportation equipment makers: 
if you could sell just 50% of the oil 
jobbers, your fortune would be made.) 


NATIONAL PETROLEUM NEWS: 
For Oil Marketing Management 


@an pad te) Audited Circulation 


A McGraw-Hill Publication 
330 West 42nd Street, New York 36, N.Y. 


of the oil marketers — both independent and major-company — who look 
to NPN for money-making ideas and information to put them ahead of 
competition. For fifty years NPN has been the authority on oil market- 
ing. (Advertisers note: at Lamson there are seven subscriptions to 
NPN — every key man at Lamson takes NPN.) For more information 
on the oil jobber, the market he represents, and how NPN serves it, 
write for our booklet, “‘The Almost Average Oil Jobber.” 


Kelly Tutching 


FROM ALL OVER—On hand for the season’s opening luncheon of the 


, New York chapter of the Interna- 
tional Advertising Assn. were 
Chris J. Papadopoulos, managing 
director of Hellenic Advertising, 
Athens; Jonkheer W. Van And- 
ringa De Kempenaer, the lunch- 
eon speaker; Elma Kelly, man- 
aging director of Cathay Adver- 
tising in Hong Kong, and Vincent 
Tutching of McCann-Erickson, 

president of the IAA. 


in getting consumers to behave 
“like well-trained animals?” 

He said the use of these new 
research methods raises the ques- 
tion, ‘“‘How far should we go too 
far?” 
| Mr. De Kempenaer indicated that 
he could see little difference be- 
| tween subliminal advertising and 
brain washing. 

Mr. De Kempenaer noted with 
approval that the British adver- 
tising agency association has pro- 
hibited its members from using 
! any form of subliminal advertising. 

The Dutch printing executive 
told the IAA members that the im- 
portant point to keep in mind is 
that consumers not be deprived of 
| the “right of freedom of choice.” 


e Mr. De Kempenaer also urged 
that advertising “strike a new 
note” by getting away from the 
| use of superlatives and _ false 
promises. He wondered whether 
| it wouldn’t be possible for tooth- 
| paste manufacturers to admit that 
| one toothpaste cleans teeth as well 
|}as another. 

He pointed out, in conclusion, 
that, “as you can see, I am more 
|of an advertising enthusiast than 
an advertising expert.” + 


Hamilton-Skotch Acquires 
Hampden Specialty Products 
Hamilton-Skotch Corp., New 
York, has acquired Hampden Spe- 
cialty Products, Easthampton, 
Mass., a 30-year-old maker of 
bridge chairs and tables, juvenile 
furniture and metal outdoor fur- 
niture. Hamilton-Skotch, maker 
of Skotch Kooler and Skotch picnic 
equipment, will operate Hampden 
}as a subsidiary. Combined sales 
of the two companies in 1959 is 
expected to be about $12,000,000. 
| Hamilton-Skotch President Nor- 
man B. Orent says it is planned 
“to keep the production, sales, mar- 
keting and other activities of both 
companies intact.”’ Each will main- 
tain its own sales force. Petrick, 
Amandolare & Doynow, New York, 
handles Hamilton-Skotch. Sackel 
Co., Boston, handles Hampden. 


Diners’ Club Flies Western 
Western Airlines has joined the 
‘group of services chargeable on 
Diners’ Club cards. The airline, 
which operates in the western part 
of the nation and as far south as 
Mexico City, will accept the credit 
cards at its ticket offices. The 
|eredit card is also good on travel 
charges contracted for through 
more than 100 travel agencies. 


| Stotts Joins Clarke, Dunagan 

, Billie Stotts has joined the art 
,department of Clarke, Dunagan 
& Huffhines, Dallas. Miss Stotts 
‘formerly worked for Pollock Pa- 
per Corp.’s folding box division, 
in Dallas. 
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Chicago Art Directors Club 
Sets Oct. 3 as Contest Deadline 


The Art Directors Club of Chi-| 
cago has set Oct. 3 as deadline for 


Leader in the Western 
Equestrian Field 
ya.) 104,516—june 30, 1958 
; ABC 


| 


1850 NORTH NEVADA AVENUE 
COLORADO SPRINGS COLORADO 


entries in its annual best-in-adver- 
tising contest. All print and tv 
work in the area bounded by Pitts- 
burgh in the East and the Rockies 
in the West—and published, print- 


ed or telecast over the past 12) 


/Philco Forms Philco Italiana 


months is eligible. Ralph Ecker- 
strom, Container Corp. of America, 
is exhibition chairman. 

The award winners will be 
shown at the club’s anunal awards 
dinner Nov. 23 at the Palmer 
House. Winners, plus other entries, 
will be on display in the Prudential 


| under 


Advertising Age, September 28, 1959 


Bldg. from Nov. 24 to Dec. 4, and; receivers, to be followed by an | d P ll 
will be reproduced in the “ADCC |frigerator manufacturing before | u nul u S 
1959 Annual of Mid-America Ad- | the end of the year. 

vertising Art,” which will be pub- | 


o 7. 

lished following the exhibition. | BofA Boosts Hildner, Solch F h 0 k 

| Bureau of Advertising, Ameri- as 10n uc on 
can Newspaper Publishers Assn.,| , ‘ . P . 

Philco Italiano S.p.A., with has appointed Charles M. Hildner, | I t t P] t 

headquarters in Milan, has been! formerly eastern sales manager, | rrl a 10n aln S 
formed to manufacture and dis- to director of national chain sales, | 
tribute Philco products in Italy'a new post. William J. Solch,| Morris Prarns, N. J., Sept. 23— 


license from Philco Corp.| formerly in the bureau’s national | Richard Hudnut has asked its out- 
S.A., Switzerland. Production will) sales department, succeeds Mr.|lets to withdraw the new Fashion 


|start with a complete line of tv|Hildner as eastern sales manager.! Quick home permanent, introduced 


59 


Editor & Publisher 
ROP COLOR 


AWARD 


presented to: 


THE HOUSTON POST 


g creative use of color 
ail advertising in a 
n 100,000 to 250,000 


for outstandin 
in newspaper ret 


newspaper with circulatio 


Neiman-Marcus 
Advertiser: eh kcciesss ete - 


foe a ae.” Lote — 

sont President and Editor, Editor & Publisher 

se a &. . % 
seco Chairman, ROP Color 


American Association Newspa 


Representatives 


AANR Color Awards Luncheon 


&P- 
Presented at the E ber 28, 1959 


New York City, on Septem 


(The Houston Post will soon install more presses 


to make more color available to its advertisers) 


TH E Hou STON POST Houston's largest daily newspaper 


W. P. Hobby, Chairman of the Board Oveta Culp Hobby, President and Editor 


a Represented nationally by Moloney, Regan & Schmitt | 


| 


two months ago, pending replace- 
ment of the shampoo neutralizer 
| contained in the package. 

The action is the result of letters 
received by the company complain- 
|}ing of eye irritation. A new neu- 
|tralizer is now in production and 
| will be substituted for the neutral- 
izer in the original carton “as rap- 
idly as possible.” 

Hudnut, a division of Warner- 
Lambert Pharmaceutical Co., re- 
ports that it is “working closely 
with the Food & Drug Administra- 
tion” on the problem. While the 
company said it was responsible 
for initiating the action, it has nev- 
ertheless kept the FDA apprised of 
its moves and has checked out its 
actions and the letters that went 
out to the trade last week with the 
governmental body. Outlets have 
been asked to “set aside” their 
stocks and retain them until the 
replacement is accomplished. 


# At this point there has been no 
cancelation of advertising, nor are 
jany changes expected; the com- 
pany said it was “playing it by 
ear,” meaning it may decide to 
make some changes in the future. 

The company emphasized that 
the “set aside” request does not ap- 
ply to Quick home permanent, 
| which has been on the market for 
many years without a shampoo 
neutralizer. 

The Fashion Quick package 
states that the neutralizer must be 
kept out of the eyes. In the trade 
letter, President George J. Abrams 
wrote: “Recently we started to get 
complaints of eye irritation, which, 
upon investigation, proved to arise 
from the fact that some users failed 


|to keep their eyes closed while 


rinsing their hair and inadvertently 
got the neutralizer in their eyes. 
“We are working as rapidly as 
possible to provide trade outlets 
with a revised and consumer-tested 
replacement neutralizer. This will 


| be accomplished just as promptly 


as our production and distribution 
facilities can handle this enormous 
task.” 

The company declined to say 
how many packages of Fashion 
Quick were involved in the 
changeover. + 


Egon Zehnder Leaves McCann, 
Joins Spencer Stuart 

Egon P. S. Zehnder has resigned 
as vp in charge of McCann-Erick- 
son’s new office in Geneva, Switz- 
erland, to become exec vp and 
director of Spencer Stuart Inter- 
national, subsidiary of Spencer 
Stuart & Associates, Chicago- 
based management consultant. 
Mr. Zehnder will open a Euro- 
pean office for Stuart in Zurich, 
specializing in executive recruit- 
ment and market development 


| Services for U.S. companies op- 


erating abroad. 

Mr. Zehnder, a native of Switz- 
erland, joined McCann in New 
York in 1956 after graduating 
from the Harvard Business School. 
He was sent to McCann’s Dussel- 
dorf office in Germany last year 
and was shifted to Geneva this 
spring. 


‘Courier-Post’ Boosts Goodman 

William H. Goodman has been 
promoted from retail advertising 
manager to director of advertising 
of the Courier-Post, Camden, N.J. 
Mr. Goodman, who has been with 
the Courier-Post 13 years, suc- 
ceeds Harold A. Stretch Jr., who 
resigned. 
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Catch em when 
heyre ready to buy! 


iii 
eal 
P * a : 
as aes 


The first rule for catching people when 

they’re ready to buy is: “Tell your sales 
story to people with money to spend.” 
\ Next rule: “Tell it in an atmosphere that 
\ creates enthusiastic response.” Better 
\| Homes and Gardens Idea Annuals at- 
. tract the kind of readers who can afford 
\\\ to spend and are ready to buy. And every 
| page is crammed with the kind of ideas 
that motivate sales! 


ay pe ow 


ee ae y 1960 ISSUE CLOSES 
re  NOV.16,1959 

ON SALE: JAN. 19, 1960 
RATE BASE: 165,000 | 


One-volume guide to home building and remodeling— 
especially timely this year when home building activity 
is again on the upswing. You reach active, immediate 
sales prospects in these pages. | 


_ — ea 
Better Homes & Gardens ae = 
HOME e | pirlbws Cant HONE KE) ) 
IMPROVEMENT | DALAT RY Ti avare 
IDEAS Doe) IDEAS 5.1560 


eertets Today ® 
yoqge 11¥iNG trend 


19BO oor seresteane news ‘ 


ymatenats tor your wats, floor ~ 
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| 
} 
1} 
1 
it 
\ 1] 
v 
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; . 
\-- eon bor OR SOUP ALE i 


ROSEREC ee 


Closes: June, 1960 


Closes: December 15, 1959 On Sale: August, 1960 Closes: July, 1960 
} On Sale: February 18, 1960 Rate Base: 165,000 On Sale: September, 1960 a ‘ 1080 
Closes: October 15, 1959 Rate Base: 135,000 Rate Base: 450,000 oses: August, 
On Sale: October, 1960 
On Sale: December 22, 1959 Rate Base: 550,000 
Rate Base: 225,000 ate Base: J 


MERED'TH OF DES MOINES... 


America’s biggest publisher 
of ideas for today’s living and tomorrow’s plans 
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RCA Service Names Tait 
William F. Tait has been ap- 


pointed manager, marketing, gov- 
ernment service of RCA Service 


Co., Camden, N. J. Mr. Tait was 
formerly administrator of field op- 
erations for the international divi- 
sion of Ford Motor Co. 


MANHATTAN’S DISTINGUISHED 
APARTMENT RESIDENCE 


‘aw THE AREA OF ACHIEVEMENT OFF THE UNITED WATIOWS PLAZA 


Norman LeVally, 54, 
Veteran Chicago 
Agency Man, Dies 


LaNp O’LAKES, Wis., Sept. 23— 


|Norman W. LeVally, 54, veteran) when he joined MacFarland, Ave- | 


Advertising Age, September 28, 1959 


headed up his agency until 1951,;the Community Coordinating 
when he dissolved it for reasons| Council and a current member of 
of health. The agency was billing | the Greater Tampa Chamber of 
| $4,500,000 at the time. Commerce. 

is Mr. LeVally stayed out of the JOSEPH E. McCMULLEN 


| agency field until April, 1952, MILWAUKEE, Sept. 22—Joseph E. 


| 
_MeMullen, 58, production manager 


| Chicago agency owner and execu- | yard & Co. He moved over to Wal-|of the Milwaukee Journal and a 


tive, died here last night. 


ker B. Sherrif Co. in June, 1953,|national authority on r.o.p. color, 


Born in Chicago, Mr. LeVally| and later served as president of | died Sept. 17 after being stricken 


Publishing Co. 
before joining 
Leo Burnett Co. 
in 1940. He left 


worked for Frigidaire and Curtis | this agency, which later changed its | with a heart attack at his home. 


name to Sherrif, LeVally Inc. The| Born in Dubuque County, Ia., 
Sherrif agency was dissolved two | he came to Milwaukee in 1921 and 
years ago and Mr. Sherrif joined | worked for the Journal, the old 
Roche, Rickerd & Cleary. | Wisconsin News and as mechanical 
returned to the| superintendent for the Milwaukee 
| Burnett agency in 1954 as an ac-| Sentinel before rejoining the Jour- 
count supervisor, was made a vp | nal as color press foreman in 1939. 
He became production manager 
the plans board in 1958. He was|in 1952 and a vp and a director of 


EAST 46th STREET / NOW RENTING 
20 Stories and Penthouse / 2 to 6 Rms. / Rental 
Office on the site/Open Daily and Sundays, 10:00 
A.M.to 7:00 P.M./MUrray Hill 2-0925/From $155 
Rental Agent: CHARLES H. GREENTHAL CO., INC. 
20 East 46th Street/MUrray Hill 7-7070 


for 


“60 TEU 


_ Kees 25 ; cask’ 


FACT FACES YOU 


PROOF: * 


In North Carolina’s biggest Metropolitan market, total 
retail sales within WSJS-Television’s Grade A Coverage 
area come to $1,396,079,000. Only WSJS-Television 
offers this strong signal strength in its industrially 
rich Piedmont market. 


WAT SS J S$ television 


Winston-Salem / Greensboro 
MST 


| The Journal Co. in 1955. 


= Mr. McMullen held many pat- 


Burnett in 1946 Mr. LeVally 

to found Shaw, 

|LeVally Ine. 

| with John W. |in 1956 and became a member of | 
Shaw, another 

| Burnett alum- a resident of Chicago. 

| nus, 

| In 1947'°the CLARK FARBER 

agency was TAMPA, Sept. 23—Clark Farber, 
| split into two Vall 49, circulation director of the Tam- 
|separate agen- eee er aey pa Times and the Tampa Tribune, 


|cies, John W. Shaw Advertising was killed by lightning Sept. 19 at 
and LeVally Inc. Mr. LeVally| Palma Ceia Country Club near 
a —- | here in a freak accident that also 
killed another person, Dr. John 
Gottsch, 36-year-old orthopedic 
surgeon, and dazed five others. 

Mr. Farber, a native of Goshen, 
Ind., had been circulation director 
of the Tribune Co. here since 1950. 

'He had held a similar position 
, with the Miami Daily News, after 
working for Atlanta newspapers 
for a number of years. 

He was co-editor of the “News- 
paper Carrier Handbook,” pub- 
lished by the Southern Circulation 
Managers Assn., of which he was 
a past president. He was also a 
board member of International Cir- 
culation Managers Assn. 

Active in civie affairs, Mr. Far- 
ber was president of the Tampa 
Kiwanis Club in 1958 and recently 
had been nominated as Kiwanis 
district governor in the Tampa 
area. He was a former president of 


ij 


ents in the graphic arts field, cov- 
ering a range of developments from 
ink pumps to tension controls on 
high speed presses. He was a past 
chairman of the American Newspa- 
per Publishers Assn. mechanical 
committee and the organization’s 
research institute and _ projects 
committee. He also had served as 
president of the Great Lakes News- 
paper Mechanical Conference. 


WILLIAM H. EICHHORN 

NEw York, Sept. 23—William H. 
Eichhorn, 63, account executive of 
Russell Kolburne Inc., died Sept. 
13 of cerebral hemorrhage at his 
home here. He had been with the 
Kolburne agency for the past six 
months. Previously he had been a 
vp and account executive with 
Grant & Wadsworth for 22 years. 

Born here, Mr. Eichhorn served 
in the 77th division in World War 
I and started his career in adver- 
tising immediately after the war, 
with Leddy & Johnson. He was ac- 
tive in the American Legion and 
the Veterans of Foreign Wars. 
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@ New Equipment Digest has an outstanding record 
of growth in acceptance and reader action. The 
average number of sales leads per page is now at 
an all-time high! 

That’s why your advertising in N.E.D. is the fast- 
est, most economical way to: 


1. Search for new applications for your 


| products. 


N.E.D. 


1O BUY. 


NEW EDITORIAL STUDY 


| 

| 

| 

| An up-to-the-minute picture of in- 
| dustry’s most active buying group. 
| Helpful information for all indus- 
| trial advertisers, including latest 
| data on N.E.D. market coverage, 
| readership and advertising results. 
| Write or call for your copy. 

' 


CHANNEL 12 
Headley-Reed, Reps. 


. _ % 


2. Contact new buying influences. 


3. Find important new customers in any 
industry. 


4. Maintain coverage of present customers 
and prospects in all industrial markets. 


helps you accomplish all these important 
marketing objectives by reaching industry’s most 
active buying group .. . 


when they’re READY 


A Publication, Penton Bidg., Cleveland 13, Ohio 


NOW OVER 83,500 COPIES (Total Distribution) IN OVER 44,000 INDUSTRIAL PLANTS 
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According to Revion management, “When 
a woman buys something to enhance her beauty, no 
matter what the price, it is a ‘considered purchase.’ 


“This puts a great deal of pressure on Revlon’s 
advertising media—and we don’t mind saying that 
LIFE has produced under the pressure. 


“LIFE’s format, size and flair for color give us a 
perfect setting for beauty. And LIFE’s proven abil- 
ity to deliver an audience of millions of women who 
recognize and buy quality is an excellent foundation 
for our national advertising and promotion efforts. 

“Our highly profitable association with LIFE be- 
gan back in 1949. Because of the results, it shows 
every sign of continuing indefinitely.” 

Beauty may not be your business, but getting 
your advertising in the most favorable setting is. 
It’s quite often the difference between dust-catching 
inventories and record-shattering sales. 

And what could be more beautiful than record- 
shattering sales? 


DRUGS & TOILETRIES 


MAGAZINE ADV. REVENUE 
I alkali rl dlals ald os $6,327,679 
Ladies’ Home Journal........................ 4,893,372 
Saturday Evening Post........................3,872,361 
McCall’s.................. i Sen 3,020,246 
RIE fii skcaciissvratl diseases addileamiadel 2,747,639 


Source: P.I.B. (Jan.-July, 1959) 


Effectiveness 
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Aetna Life Names Alspaugh 
Douglas J. Alspaugh has been/|Life Affiliated Companies, Hart-|ton Lawton have been named as-| 
sistant managers, information and | 


named assistant director of 


| advertising dc, ertment of Aetna 


the| ford, Conn. At the same time, 


ART STUDIO + TYPESETTING + LETTERPRESS + SILKSCREEN + BOX EASELS & BINDERS 


YOuR p 
TCH Wit og ENHAN 
CED 


with the line up 
of major league 
Art Directors, 
heads up 
production, 

and errorless 
teamwork at 
Rapid Art Service 
304 East 45th Street 
New York 17, N. Y. 
MU 3-8215 


ry - 


tura bitters, 


glass into second—drink! 


Place ice cubes in old fashioned 
glass. Pour in two dashes Angos- 
1 dash Peychaud 
bitters, 3 dashes simple syrup, 
one ounce rye whisky. Stir until 
thoroughly chilled. Coat inside 
of second old fashioned glass 
with one dash of absinthe sub- 
stitute. (Try tossing glass upward 
with a twist to coat glass thor- 
oughly.) Strain contents of first 


|James F. Goyette and H. Crans- 


education department, Aetna Life, 
Aetna Casualty & Surety Co. and 
Standard Fire Insurance Co. 


Small Store Survey Published 
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Prepared with a toss by Johnny Conrad at The Sazerac Bar in The Rowsevelt Hotel 


WWL-TYV. .. new 
NEW ORLEANS 
FAVORITE 


The New Orleans television trend is all in favor of WWL.-TV, 
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Advertising Age, September 28, 1959 


Network Radio's Top Advertisers* 


Based on Four Weeks Ending Aug. 9, 1959 


Copyright by A. C. Nielsen Co. 
Home Broadcasts 


“Departmental Merchandising Total 
Results in Small Department No. Home-B’dests 
Stores, 1956-58" has been pub- of Delivered 
lished by the Bureau of Business | gon Advertiser Bdests (000) 
| Research, School of Business Ad-| 1 R. J. Reynolds Tobacco (Four Nets) ......csccessssesseees 358 125,372 
ministration, University of Michi- 2 Liggett & Myers Tobacco (NBC) ..........cccccseeesenseees 377 118,950 
|gan, Ann Arbor. During 1954, the| 3 Time Inc. (NBC) 185 89,767 
'report notes, the stores anaivzed| 4 Midas Inc. (NBC) 169 86,998 
—in the north-central ™.S-—had| 5 General Foods Corp. (Four Nets) ........cc:cccccccsseseeees 171 79,027 
an operating loss of 0.5%, the) 6 — Ex-Lax imc. (Four Nets) ...ccccccssscssessectecssessecsesssesneenees 157 66,228 
first time this has happened since, 7 Rami PUR Si SIIOD sicccchcinotcondenasccocececnetsmnsascligie 124 60,344 
the 1930s. b American Telephone & Telegraph Co. (ABC, 
CE SERS ERA, a ee 237 58,504 
Aldern Returns to KOA | 9  Chevrelet-General Motors (CBS, MBS) ........ 136 43,619 
John Aldern has returned to| 10 Sacery MAGEE GU Ca. GIRS) ncisasessercssscccccssisonsessessnss 116 35,220 
KOA, Denver, - radio sales after W American Motors (Automotive) (NBC) ................0006 88 33,038 
a year’s absence. Mr. Aldern, who ; 
hoa rr , “ 12 General Mills Inc. (NBC) 88 33,038 
joined the station in 1953, resigned 9 32.392 
in 1958 to manage KZIX, Ft 13 Armour & Co. (NBC) SEES LR eR Te on 7 A 
Collins, Colo 14 Grove Div., Bristol-Myers (CBS, NBC) 88 31,161 
: - 15 Hudson Vitamin Products (ABC, MBS) 104 25,863 
a — i t(‘<‘i YS Sterling Drug Inc. (CBS, MBS, NBC) .............cc0cc0000 64 24,931 
17 SPE Ct Teed inieksnssescnnsesnesccnessveccrsssssszseee 80 24,581 
18 NEN Gs I Gasndesscsccnspsscansocsessiccrsaviznsessee 37 23,587 
19 CBS Electronics—CBS Inc. (CBS) ............c:ccccccesceenes 50 23,393 
20 Firestone Tire & Rubber (CBS) .............ccccccccseeeeeees 48 22,898 
Commercial Minutes 

No. Total 

Comm’! Comm'! 

Mins Min. Del’d 

Rank Advertiser Aired (000) 
i} Liggett & Myers Tobacco (NBC) ..............000 283 83,356 
2 R. J. Reynolds Tobacco (Four Nets) . 223 72,388 

3 ED ehccetintskisdsssactscnanocersivceisheckdavévermsaaleess 135 62,271 
4 I I I stn cccnsnseeeieeceiiliis sesikiatiilnastan 127 60,457 
5 A I Te aia iccancunapnsnvoienssuvenians 94 41,955 
| 6 Chevrolet-General Motors (CBS, MBS) .................6.. 122 40,943 
7 SN I, IID INI si cde ceinpvbepiuphiobeonsavenbent 101 39,931 
8 General Foods Corp. (Four Nets) ...........ccccceeeecee 81 36,694 
9 American Telephone & Telegraph Co. (ABC, 

A MEDD casnbsaniicacstsssvotechanbedabuninadsonssninuctuirevsesnesese 140 32,371 

10 United Motors-Genera!l Motors (CBS) ...........0.0006 68 32,192 
WW I I IE aiicicns dectecinenstcodiioinietneeedenmnsmnentonts 79 31,057 
12 IR I BE. a TE vsti dasnntsncssccccscccsnssisiessensens 60 28,932 
13 American Motors (Automotive) (NBC) ..................... 66 23,207 
\ 14 SD Be Bs CID. wisccndviedenceevecbssssesescconsencese 66 23,182 
15 CBS Electronice—CBS Inc. (CBS) .................ccccccees 50 22,058 
16 Bis hs NG GI i GED visi ccesciciceiscencccRicsecssssnene 67 21,632 
17 Pe Gi CED siesccccssesssnvessussccescisrsrcevessesscs 36 21,539 
18 Hudson Vitamin Products (ABC, MBS) .........cccc00 96 21,355 
19 Carter Products Inc. (MBS) ..........:.cccccceeseeeeeee 90 21,137 
20 Sterling Drug Inc. (CBS, MBS, NBC) 55 20,412 


on the local scene. 


You want a station that delivers the audience today and 
tomorrow— that’s WWL-TV. 


x WWL-TV Station B Station C 
* % % % 
Wy July Nielsen 6-9 p.m. 42 42 15 
fee 9-midnight 47 43 . 
x] 4 duly ARB 6-10 p.m. = 40.3 42.3 16.4 
“ 10-midnight 46.8 45.3 8.3 
J 
) 


4 Your Katz man will tell you about the New Orleans trend. 


| 


EKG NEW ORLEANS. 


“Ranked by total home broadcasts delivered and by total commercial minutes delivered 
for individual advertisers by all programs and participation on all radio networks used. 


SPREADING THE NEWS 
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REVERE PHOTOENGRAVING CO. |! 


WaAbash 2-8816 


712 FEDERAL STREET ¢ CHICAGO 5, ILLINOIS 


SINCE 1922 
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Advertising Age, September 28, 1959 


Murray E. Crain, 70, 
Associate Editor of 
Advertising Age, Dies 


Cuicaco, Sept. 24—Murray E. 
Crain, 70, the first managing editor 
of ADVERTISING AGE, died at Presby- 
terian St. Luke’s Hospital Sept. 20 
after a brief illness. He was an as- 
sociate editor of the publication 
at the time of his death, as well as 
a director of the company. 

Starting in Louisville on the staff 
of the Herald, Mr. Crain saw serv- 
ice on the New Orleans Times- 
Picayune and Cincinnati Commer- 
cial-Tribune before enlisting in the 
regular Army 
at the beginning 
of U.S.entry 
into World War 
I. He saw over- 
seas service 
with the Amer- 
ican Expedi- 
tionary Forces, 
participating in 
action at Cha- 
teau Thierry, 
the Argonne 
and Verdun. He 
was discharged 
as a first lieutenant in the Twenty- 
ninth division. He was a member 
of the Chicago Post of the Ameri- 
can Legion. 

Mr. Crain was editor of Ameri- 
can Paper Merchant for several 
years, and joined Advertising Pub- 
lications Inc. in 1925, serving ar 
managing editor of Industrial Mar- 
keting and its annual Market Data 
Book before taking the AA assign- 
ment in 1930. 

He is survived by his widow; two 
brothers—G. D. Crain Jr., publish- 
er of AA, and Kenneth C. Crain, a 
member of the New York staff— 
and by a sister, Mrs. H. H. Bar- 
bour. 

Funeral services were held Tues- 
day, with entombment at Memorial 
Park. 


Murray E. Crain 


Louis de Garmo, 


Founder of Agency, 
Is Dead at70 
RIVERSIDE, CONN., Sept. 23— 


Louis de Garmn, 70, chairman of 
de Garmo Inc., New York agency, 
died of a heart attack at his home 
here yesterday. 

Born in Milwaukee, Mr. de Gar- 
mo was graduated from New York 
Military Academy and the New 
Mexico College of Agricultural & 
Mechanical Arts. In 1915, he en- 
listed in the French air force and 
saw combat with the Lafayette 
Esquadrille in World War I. When 
the U. S. entered the war, Mr. de 
Garmo became an aviator in the 
U.S. Navy. 

He never gave up flying. At the 
time of his death he was a colonel 
in the Civil Air Patrol, and an ad- 
viser to its Connecticut wing. 


s Following World War I he en- 
tered the advertising business as 


Need to Analyze - 


Your Public Relations? 


Press Clippings can keep you fully 
informed on the results of your public 
relations program. You can see how many 
of your releases are published . . . what 
coverage is given to events you stage... 
what the editors of the nation are think- 
ing. This knowledge will help you plan 
and develop more effective public rela- 
tions programs. Interested in learning 
we can serve you? 


Est. 1888 
PRESS CLIPPING BUREAU 


165 Church St., New York 7, N. Y. 
Phone BArclay 7-5371 
1868 Columbia Rd. NW, Wash. 9, D.C.—CO 5-1757 
Magee Bidg., > 22, Pa. — COurt 1-5371 
14 E. Jackson Bivd., Chicago 4, IIl.—WA 2-5371 
1456 N. Crescent Heights Bivd., Los Angeles 46, 
Calif.—Phone Oldfield 6-0304 
One Operations Office (Livingston, N. J.) 


NEWSPAPERS + MAGAZINES + TRADE PAPERS 


a copywriter with Lord & Thomas 
in New York. Subsequently he 
was associated with several other 
agencies, including Frauk Seaman 
Co., Kudner Agency and Paris & 
Peart, as both copy man and ac- 
count executive. 

Ten years ago Mr. de Garmo re- 
signed from Paris & Peart and 
formed his own agency. 

Earlier in his career he was ac- 
tive in automobile racing and al- 
so became an amateur golfer of 
some distinction. In 1954 he pub- 
lished a book, “Play Golf ... and 
Enjoy It.” 

His son John is now president 
of the agency. 


HAROLD J. (DOC) COLTON 


MILWAUKEE, Sept. 22—Harold J. 
(Doc) Colton, 60, veteran adver- 
tising, marketing and sales execu- 
tive in the beer fieid, died Sept. 13 
of a heart attack. 

Mr. Colton was director of ad- 
vertising, sales promotion and mar- 
ket research for Blatz Brewing Co. 


from 1947 to 1949. He served as 
general sales manager of the West 
Coast operations of Pabst Brewing 
Co. from 1949 to 1954. 

In 1954 he returned to Blatz as 
vp in charge of sales, resigning the 
post in 1957. Later he joined Nor- 
man, Craig & Kummel, Chicago, 
and headed up merchandising on 
the Pabst account. 


LIAA Nominates Officers 

Life Insurance Advertisers 
Assn. has nominated the follow- 
ing slate of officers for 1959-60; 
Robert S. Keiffer, assistant vp for 
Metropolitan Life, nominated for 
LIAA president; John L. Briggs, 
director of public relations and 
advertising for Southland Life, for 
vp; George H. Kelley, exec as- 
sistant to vp in charge of market- 
ing of New York Life, for secre- 
tary; Stanley M. Richman, vp of 
advertising, sales promotion and 
public relations of General Amer- 
ican, for treasurer, and S. Alberta 
Stutsman, assistant ad manager 


for Massachusetts Mutual, for ed- 
itor of Life Advertiser, the LIAA 
journal. 


Publish Ad Collection 

“Those Were the Good Old 
Days,” a collection of American 
advertising from 1880 to 1930, has 
been published by Simon & 
Schuster, New York. The 448-page 
king-size volume contains more 
than 1,500 ads, all reprinted with- 
out any commentary. They were 
gathered by Edgar R. Jones, an 
executive with the employe rela- 
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tions department at General Elec- 
tric, Schenectady. The book sells 
for $8.50. 


ETVU’'s Two-City ID Okayed 

The Federal Communications 
Commission has approved tv sta- 
tion KTVU’s use of “San Fran- 
cisco-Oakland” to designate its 
location and service area. The 
station, owned and operated by 
San Francisco-Oakland Television 
Inc., Oakland, transmits from Mt. 
San Bruno. 


WHAT'S THE TREND IN TRENDS? 


Make your ads make a name for you. Read ART DIRECTION, The 
Magazine of Creative Advertising. Each exciting issue gives you 
new directions in art, layout, type, photography. Tremendous idea 
and art source. ART DIRECTION has been helping Art Directors and 
Advertising Managers since 1949. Subscriptions are only $6 for 
12 issues, $10.50 for 24. 


subscribe ART DIRECTION 


Al4, 19 W. 44th St., New York 36, N. Y. 


Network B 
Network C 
Network D 


Network B 
Network C 
Network D 
Other 


* ARB Coincidental 


Andy Williams. 


WGN-TV Sox-Cleveland/ 10th Inning 


Nearly 8 times the combined audience of 
the three network stations! !! 


@ Average Half Hour Rating 7:00-10:00 P.M. «« 
WGN-TV Sox-Cleveland 


More than double the combined audience of 
the three network stations in prime time! 


Rating 


36.5 


3.3 
1.1 
2.9 


40.5 


4.3 
7.5 
7.3 
0.1 


THE GREATEST AUDIENCES EVER 
RECORDED BY A LOCALLY ORIGINATED 
PROGRAM IN CHICAGO TV HISTORY!! 


Last Tuesday, September 22, WGN-TV originated the 
Chicago White Sox - Cleveland Indians game from 

Cleveland, Ohio from 7:00 P.M. - 10:00 P.M. 
Results overwhelmed network premieres and specials! * 


@ High Half Hour Rating - 9:30-10:30 P.M. 


Share 
89% 


5 
2 
5 


** Competition during the three hours included Dennis O'Keefe, Bronco, Laramie, To Tell the Truth, 
Wyatt Earp, Fibber McGee & Molly, Tightrope, Rifleman, Toast to Jerome Kern, Naked City, 


Proof again that WGN-TV gives Chicagoans the type of program- 
‘ming they want to see! 


WGN Television 


CHICAGO 
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Advertising Age, September 28, 1959 


The George Cohen 600 Group Limited 


invite Applications fer the Position of 


JUNIOR DEPUTY ASSISTANT CLERICAL OFFICER 
(MALE) GRADE ZZ 


The successful Applicant for this important Appointment at the Company's Head Office 
should be in the pre-angry, but long-trouser, age group (16 164) and should have had a 
minimum of 3 weeks experience in a similar post. He should possess diligence, initiative. 
vision, drive, discretion, intelligence, enthusiasm, integrity, acumen and poise Reading 
and writing are desirable and the ability to get sums ight would be advantageous. In 
his present employment. the Applicant should be in receipt of remuneration totalling at 
Jeast £5,000 per annum but must be prepared to wait a week or two before being considered 
for a Board Appointment. Possession of a Ph.D. dearee or Membership of one of the 
maior Engineering Institutions would not necessarily be a disqualification. A sound working 
knowledge of the operation and, if possible. the design. of Jones Mobile Cranes, 
Pinzon Tower Cranes. Excavators, Power and Process plant, Machine Tools, Hiab 
Lorry-loaders, Colchester Lathes, Richmond Machine Tools, Ki. Quality Controlled 
Stee! Castines, Gamet micron precision Bearings. and Plant and Machinery in general, 
together with some evidence of conceptual thought upon probicms of Ferrous and Non 
Ferious Scrapology. might well influence the Interviewing Committee in an Applicant's 
favour The 600 Group has companies all over the world and the responsibilities of the 
vacant post cannot adequately be discharged without fluency in at least hve European 
languages, plus Urdu and Sanskrit. 


Working conditions are congenial and provide ample opportunity for the exchange of 
badinage with Junior Deputy Assistant Clerical Officers (Female) Grade ZZ. The usual 
amenities of an appointment of this nature will be provided. including Comics and Bubbie- 
gum. Whistling in corridors is tolerated—experience having proved that it's got to be, 
There is a Skiffle Group and a Pensions Scheme 

Members of our own Staff are aware of this vacancy, 


Reply (quoting Reference ST/14937468/ZZ | D.A.C.O. 59°R) stating Age. Curriculum 
Vitae. number of Second Teeth, details of Academic Distinctions and Remuneration 
required. to 

THE SENIOR GAMES MASTER, 600, WOOD LANE, LONDON, W.12. 
Envelopes should be marked “ Office Boy” in the top left-hand corner, 


Top spot—British whimsy is still going strong. The George Cohen 
Group, leading industrial manufacturer in London, needed an office 
boy and advertised the opening with this classified ad in the Sept. 6 


-WANT MORE. oe 

: ? & Lenox to Boost New Line writers Club. Entries of material 
( yo Is OMERS IN = Lenox Inc., Trenton, N.J., is us- 49 be made in seven categories, 

f CHICAGO sees 


ing ads in House & Garden, House with the winners to be announced 
ad 


Beautiful, The New Yorker and in November. Information is avail- 
able from the club, 120 S. State 
St., Chicago. The deadline for en- 
tries is Sept. 30. 


Town & Country to spearhead a 
campaign promoting its new line 
of china giftware. Lighted island 
displays, newspaper mats, glossy 
prints and radio scripts are being Kenyon Names Persons 

made available to _ franchised The Robert T. Kenyon Co., New 
Lenox dealers for tie-in with the York, international publishers’ 
national campaign. D’Arcy Ad- representative, has appointed Per- 
vertising, New York, handles the sons Advertising, New York, to 


| account. handle its advertising. Kenyon 
} handles a number of leading Eu- 
| Copywriter Contest Opens ropean publications. A campaign 


The third annual contest to select for “The Economist will begin in 
ithe “Copywriter of the Year” has the October issues of Industrial 
been opened by the Chicago Copy- Marketing and Export Trade. 


Per cent of families reached. 


POST 9% 
LOOK 10% 
LIFE 12% 
READER'S DIGEST 19% 
PARADE 34% 


(COOK COUNTY) 


The things people of Chicago read about in the Chicago sun-times and 


PARADE On Sunday, move off the shelves on Monday and all week long! if 
SS ’ 
‘The Sunday Newepaper Magesine | J i 


Parade 


THE SUNDAY NEWSPAPER MAGAZINE 


WIAR-TV- CHANNEL 10. PROVIDENCE, R.|.- NBC - ABC - REPRESENTED BY EDWARD PETRY & CO., INC. 


Represented Nationally by Sawyer-Ferguson-Wdlker 
PARADE ...The Sunday Magazine section of more than 60 strong newspapers, reaching 9% million homes every week. 
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ig | Western Union § Survey Service} gathered the market facts I needed 
Ww i) 
i ”? 
: 7 and got them to me fast. 
ba Arm yourself with facts by having Western Union get them for you. Spot check of 
radio or TV audience reaction, traffic counts or survey of buying habits—trained 
personnel in over 1,625 cities gather the data. Simply provide the questions . . . 
INC. te leave the answers to us! 


WIRE US COLLECT for the complete story. Address: Western Union, Special Services 
Division, Dept. A-2, New York, New York. 
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PHOTO REVIEW] 


«@ i 3 

Berlin McNamara Deems 
HOSTS AND GUESTS—H. V. McNamara, president of National Tea Co., 
headed up a list of nearly 40 guests from the company at a Chicago 
luncheon hosted by Good Housekeeping. Richard E. Berlin is presi- 
dent of Hearst Corp., publisher of the magazine, and Richard E. 
Deems is exec vp of Hearst Magazines. Under discussion is the Na- 
tional Tea 60th anniversary promotion centered around the maga- 

zine’s November issue (AA, Aug. 3). 


Manning Christiansen 


BEST CAR CARD—This car card for Page paper towels, 
one of a series of four used by Fort Howard Paper 
Co. in a special saturation campaign in Milwaukee 
buses, was chosen by Milwaukee agency men as the 
National Assn. of Transportation Advertising “car 
card of the month” for September. Judges included 


Advertising Age, September 28, 1959 


Weinfurter Grabin 


Joseph F. Manning, C. A. Mathisson & Associates; 
Robert L. Christiansen, Cramer-Krasselt Co.; Joseph 
T. Weinfurter, Al Herr Advertising Agency; and 
George Grabin, Arthur Meyerhoff & Co. Clinton E. 
Frank Inc., Chicago, handled the campaign for the 


feel like a tiger... 
MARIN-DELLicious 


HAPPY TIGER—On this outside bus poster Marin-Dell 

Dairy, San Francisco, uses a happy tiger in a turtle- 

neck sweater to show the contentment gained from 
. 


the company’s buttermilk. Other animals will be 
tied with other Marin-Dell products in future ads. 
Hoefer, Dieterich & Brown, San Francisco, is the 


paper company. 


ae 


3 4 ne = a 

Gilbert Gascon McConnell 
THE FIRST—Foursome scanning first issue of Perspectives, new French- 
language edition of Canada’s Weekend Magazine, includes John G. 
McConnell, president of Weekend and Perspectives; Pierre Danse- 
reau, president of Le Nouvelliste, Three Rivers; Lt. Col. Oscar Gil- 
bert, publisher of Le Soleil, Quebec City; and Pierre Gascon, editor 

of Perspectives. 


Dansereau 


Banks Lewis Ziegler Warner Stone Emerson 


DIRECT TALK—Chatting between sessions at the Direct Mail Advertising Assn. convention 
in Montreal (see story on Page 83) were Harold U. Banks, Sun Life Assurance Co. of 
Canada, Montreal; William W. Lewis Jr., Du Pont, Wilmington; Ferd Ziegler, McCann- 
Erickson, New York; John H. Warner, Aetna Life Insurance Co., Hartford; Robert 
Stone, National Research Bureau, Chicago; Andi Emerson, Eugene Stevens Inc., New 


Edwards Bringe Reed McGee Meyer Warner 


York; C. H. Edwards, Heath Co., Benton Harbor, Mich.; Paul Bringe, Paul F. Bringe 
Inc., Milwaukee; Orville Reed, direct mail consultant, Howell, Mich.; Joseph J. McGee 
Jr., Old American Life Insurance Co., Kansas City; Otto Meyer, Wall Street Journal, 


New York; and John H. Warner, director of the advertising department, Aetna Life In- 
surance Co., Hartford. 


Sacks Box Fritz Meyer Gerity 

BROADCAST LINEUP—The 11th annual convention of the Michigan Assn. of Broadcasters 
in Gaylord last week brought interested parties from Michigan and other states as well, 
including Allen Sacks, J. Walter Thompson Co., New York; John Box Jr., Balaban Sta- 
tions, St. Louis; Charles Fritz, John Blair Co., Detroit; Monte Meyer, WILS, Lansing; 
James Gerity Jr.. WNEM-TV, Bay City; Willard Schroeder, WOOD-TV, Grand Rapids; 


Schroeder lee Knopf Quello Pomeroy Ellerman DeGroot 
and Carl Lee, WKZO-TV, Kalamazoo. The new officers of the Michigan Assn. of 
Broadcasters include Elmer A. Knopf, WFDF, Flint, president; John Pomeroy, WILX- 
TV, Lansing, vp; Gene Ellerman, WWTV, Cadillac, new board member; and Don 


DeGroot, WWJ-TV, Detroit, new board member. James Quello, WJR, Detroit, is out- 
going president. 
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dison Electtic Institute 
charges Up 


with LIFE 


The Edison Electric Institute Promotes 


Better Living in LIFE 


The electric light and power companies of the 
Edison Electric Institute had two aims: to develop, 
nationally, an all-electric buying attitude among 
consumers and to support local selling programs. 


LIFE was the perfect outlet for them. Let the 
President of the Edison Electric Institute, Allen S. 
King, tell you why: 

-“T think the strongest proof of our faith in LIFE’s 
effectiveness is the 30-page ad we co-sponsored in 
LIFE not long ago. This is the largest, longest ad in 
the history of LIFE 


**We are offering consumers a more attractive way 
of living. LIFE offers a persuasive climate for this 
sort of sale. It also reaches a wide audience of read- 
ers who are alert and receptive to modern ideas... 
comfortably situated to be good prospects.” 

It’s easy, economical . . . smart to sell with LIFE. 
It lights up an average of 31% of all U.S. house- 
holds each week. 


HOUSEHOLD EQUIPMENT & SUPPLIES 


MAGAZINE ADV. REVENUE 
EE TS eee $4,338,862 
Saturday Evening Post......... 3,271,892 
Better Homes & Gardens...... 2,462,655 
Ladies’ Home Journal.......... 1,737,028 
Good Housekeeping............ 1,699,143 


Source: P.1.B. (Jan.-July, °59) 
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S) Housewares Festival @ 


Look for this seal = seg 


cao” 


another reason why 
HARDWARE RETAILER IS 


ON TOP 


This color spread in POST’s October 3 issue 
sparks the first nationwide housewares promo- 
tion in hardware stores. And dealers read about 
it... like other industry leadership activities... 
first in Hardware Retailer. 


Just one more reason to make Hardware Retailer 
your basic trade choice. 


HARUWARI 
RETAILER 


For fit, smart fashion and 
———_ - 


} 


perfection in protection... 
‘i ee 


er 


Advertising Age, September 28, 1959 


EVERYBODY GOES IN RAIN OR SNOW IN THE NEW, LIGHT, BRIGHT U.S. GAYTEES 


always buy the boots you can trust trademarked “U.S.”! 


“ 
/ ‘ a we 


WATERPROOF BOOTS—U.S. Rubber Co. will run this push. The company also will use Mademoiselle, Par- 
horizontal half-page spread in the October issue of ents’ Magazine, Seventeen and Vogue. Fletcher Rich- 
Ladies’ Home Journal as part of a major fall ad ards, Calkins & Holden is the agency. 
7 
August Sales of Chain Stores Tooker Named VP 
August % Gain 8 Months % Gain} Sterling T. Tooker has been 
1959 1958 or Loss 1959 1 or Loss| Mamed vp of Travelers Insurance 
VARIETY AND MISCELLANEOUS Companies, Hartford, Conn. Mr. 
‘American Stores . $ 64,976,070 $ 65,514,279 — 0.9 $ 355,635,367 $ 366,067,840 — 29| Tooker, who joined the company 
Butler Bros. 19,208,013 17,073,361 +12.5 119,765,180 102,952,363 +16.3) . 1935 ill ti . 
Edison Bros. 8,860,861 8,694,182 + 19 75,450,142 66,273,545 +13.8 | 1 ,» will continue as an of- 
Fishman, M. H. .. 1,317,162 1,514,414 —13.0 8,917,493 8,990,157 — 0.8|/ficer of the executive depart- 
Franklin Stores . 4,328,913 4,029,310 + 7.4 7,719,072 7,017,738 +10.0/ ment. 
Gamble-Skogmo Stores 13,940,942 11,019,567 +26.5 93,059,113 74,564,958 +24.8 
Grant, W. T. .... 37,241,964 36,156,218 + 3.0 265,002,765 234,485,124 +13.0 
‘Green, H. L. ... 10,731,513 11,320,156 — 5.2 69,987,992 69,063,100 + 1.3 
“Hartfield Stores . 2,304,626 1,910,093 +20.7 12,898,824 11,516,309 +12.0 
‘tinterstate Dept. 
Stores ........ 7,526,717 5,676,495 +32.6 44,562,658 34,022,576 431.0 
Kinney, G. R. ... 6,767,000 6,228,000 + 8.7 48,287,000 40,089,000 +20.5 
Kresge, S. S. ... 30,771,218 31,360,686 — 1.9 231,039,495 217,495,483 + 6.2 
Kress, S. H. .... 11,569,506 13,767,671 —16.0 88,788,454 90,042,857 — 1.4| 
Lane Bryant Inc. . 5,616,021 5,546,636 + 1.3 48,981,012 45,828,134 + 6.9) 
Lerner Stores .... 13,774,326 13,901,244 — 0.9 99,206,961 92,677,542 + 7.0| 
‘Mangel Stores .. 3,951,737 3,216,203 +22.9 25,875,226 20,335,507 427.2 
McCrory-McLellan 
aa 14,276,783 14,196,923 + 0.6 102,870,828 98,117,029 + 4.9 
Melville Stores ... 8,664,772 8,300,506 + 4.4 82,432,880 74,604,012 +10.5 
‘Mercantile Stores 
ie 12,708,000 12,680,000 + 0.2 83,102,000 78,037,000 + 6.5 
Murphy, G. C. ... 19,163,239 17,730,174 + 8.1 136,153,830 117,867,025 +15.5 
National Shirt Shops 1,588,822 1,487,111 + 6.8 12,114,113 - 11,212,060 + 8.0 
Neisner Bros. .... 5,316,488 5,588,094 — 4.9 39,809,430 38,373,559 + 3.7 
Newberry, J. J. .. 19,730,784 18,759,797 + 5.2 135,876,648 123,885,283 4+ 9.7 
Penney, J.C. ... 125,391,656 121,560,275 + 3.2 724,697,420 671,072,341 + 8.0 
4Sterchi Bros. ... 1,750,196 1,447,123 +20.9 9,317,401 8,243,140 +13.0 
Western Auto .... 24,883,000 21,800,000 +14.1 178,516,000 145,464,000 +22.7 
White Stores .... 5,002,247 4,442,065 +12.6 34,037,063 29,231,631 +16.4 
“Winn-Dixie ..... 52,911,195 48,412,271 + 9.3 104,567,013 95,641,604 + 9.3 
Group Total ... $ 534,273,771 $ 513,332,854 + 4.1 §$ 3,238,671,380 $2,973,170,917 + 8.9 
FOOD CHAINS 
Colonial Stores .. 33,389,023 32,411,238 + 3.0 296,267,017 289,062,648 + 2.5 
Grand Union ..... 5f 286,692 45,939,973 +22.5 307,655,656 234,612,975 +31.1 
Jewel Tea ....... 34,354,511 31,853,886 + 7.9 280,156,650 263,439,092 + 6.3 
Kroger Co. ...... 140,353,819  130.897,501 + 7.0 1,292,887,021 1,207,994,569 + 7.0 
OS eae 183,533,191 168,814,025 + 8.7 1,607,379,101 1,504,280 893 + 6.9 
Group Total ... $ 447,917,236 $ 409,916,623 + 9.3 $ 3,784,345,445 $3,499,340,177 + 8.1 
MAIL ORDER 
||“ err 9,431,234 8,291,190 +13.8 55,772,515 48,287,261 +15.5 
‘Sears, Roebuck .. 366,324,361 343,278,620 + 6.7  2,319,153,524 2,097,164,738 +10.6 
ee 14,457,033 11,112,247 +30.1 105,264,645 72,764,034 +45.5| 
‘Montgomery Ward 113,140,710 103,005,584 + 9.8 660,389,013 575,219,176 414.8 
Group Total ... $ 503,353,338 $ 465,687,641 + 8.1 $ 3,141,179,697 $2,793,435,209 412.4 
“ee number 
| Peoples ......... 6,966,120 6,219,767 +12.0 53,860,270 46,400,485 +16.1 
Walgreen ....... 24,822,942 22,874,864 + 8.5 183,174,214 166.380 203 410.1 
Group Total”... $ 31,789,062 $ 29,094,631 + 9.3 $ 237,034,484 $ 212,780,688 +11.4 


Combined Total 


$1,517,333,407 $1,418,031,749 + 7.0 $10,401,231,006 $9,478,726,991 + 9.7 


“8 Weeks. °2 Months. ©S Months. 46 Months. *7 Months. tAugust 1959 sales include sales of White 


Front Stores Inc., acquired April 1959. 


| Ad Council Aids Youth Meet 

| The Advertising Council will 
jaid the anti-juvenile delinquency 
White House Conference on Chil- 
dren & Youth next Magch by pre- 
paring and broadcasting special 
messages on radio and tv stations 
and networks. They will aim to 


The 


& 
as 
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%, 
3 : 
magazines 
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in your drug store market 


1 tes 
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Comparative figures on advertising in drug trade publications. (Jan.-Dec., 1958.) 


CHAIN STORE AGE ; 


Magazine @) LOST 74 pages 


GAINED 46 PAGES } Magazine © LOST 93 pages 


Magazine o LOST 142 pages 


(Above facts taken from Media Comparison Records.) 


CHAIN S'ORE AGE Drug Magazines ‘ud: “gy 


2 PARK AVENUE, NEW YORK 16, NEW YORK 
Boston ¢ 


Chicago ©¢ Los Angeles 


create broader public understand- 
ing of the conference and more 
active participation on preliminary 
state conferences, and to increase 
public understanding of juvenile 
problems. J. Walter Thompson Co 
is the volunteer agency for the 
campaign. 


WGN-TV Issues New Spot Card 

WGN-TV, Chicago, has issued a 
new rate card which increases its 
nighttime spot classifications from 


_|two to four—AA, A, B and C. 


Program classifications have been 
expanded from three to four—A 


|| to D. Basic rates for film or live 


programs in class A have been 
increased 24%, but the time peri- 
od has been cut to 90 minutes 
from 120 minutes. Class B rates 
are up about 15%. The station 
has also eliminated class A pro- 
gram time on Saturday and Sun- 
day. 


Adams Named Exec VP 

Russell S. Adams has joined 
ABW Enterprises, Cincinnati, as 
exec vp in charge of sales. Mr. 
Adams was formerly with U. S. 
Plywood Corp. ABW publishes a 
real estate yearbook and handles 
sales promotion, advertising and 
pr for a number of Cincinnati 
businesses. 


ARB Surveys in New Office 

ARB Surveys has moved its New 
York office to larger quarters at 
11 W. 42nd St. 


ONE 
magaz 
In your 
number 
ONE 
drug 
store 
market! 
CHAIN 
STORE 
AGE 
drug 
magazines 


Execatives and Managers Editions 
2 Park Avenue, New York 16, N.Y. 
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THE TWO BLIND MEN IN ROCKEFELLER PLAZA 


Here is a story we heard recently that we can’t get out 
of our minds. 


It was one of those sparkling days in May when every- 
thing seemed fresh and new again. The sky was a clear 
blue and the sun shining down on the flowers in Rocke- 
feller Center made as pretty a sight as you'd ever seen. 


You paused and enjoyed the view—then you saw him. He 
wore a sign that said “Blind” and he shook a tin cup that 
held only a few coins. 


Farther on down the street you saw another blind man. 
His cup was half full and the sign he wore said, “It’s 
Spring and I’m blind.” 


“It's Spring and I’m blind.” Five words that reached 
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right out and gripped you. 


The point is...when you make people see with their 
hearts as well as their minds you reach deeper, and you 
bring them so much closer. 


This is the magic of communications, the poetry of 
selling. 


It calls for an understanding of people, of knowing 
what makes them laugh and cry and yearn and buy. 
And it’s part of a large and fascinating process we at 
McCann-Erickson call The Personal Approach. 


It isn’t easy, but it is rewarding. You take all the knowl- 
edge and research you can get and then you make it 
live and breathe. 


THE PERSONAL APPROACH 
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From the pages of Bus/ness Week: smai/ industries fee/ pinch as stee/ strike goes 
n...ttallan fashion industry challenges Paris... high-alumina ceramics find new in- 
dustrial uses... psychiatry gets an assist from electronics... 


Newspapers, magazines, radio, television —all 
report events like these around the clock. But 
Business Week does more. It interprets the 
meaning of these events—and predicts the ef- 


Subscriptions to Business Week are solicited and accepted 
. only from management men in business and industry. C y 
and position must be indicated on ai// subscription orders. 


IDLE BOATS AND BUSY MODELS 
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fects they may have on business decisions. This is Business 
Week’s prime mission: to serve management—and manage- 
ment alone! Business Week’s incisive, business-only reporting 
makes it uniquely useful. It attracts the greatest management 
readership per advertising dollar of all general, general-busi- 
ness and news publications. 


BUSINESS WEEK 


A McGRAW HILL MAGAZINE 
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Picking Ten Out of Eleven... 


Feature Section 


Advertising Age 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING 


Figure Before You Merge: Groesbeck 


New Type of Retailer Cooperation 


Creative Man Pans Whisky Cliches 


Andy Pins His Leather Medal on Bank 


F airtax Cone Picks 10 Ads He Wishes He Had Done 
During the Past I] Years 


At the second annual Summer Workshop on Creativity in Advertising which Advertising Age sponsored in 
August, Fairfax M. Cone of Foote, Cone & Belding showed ten advertisements appearing over the past 1] years 
which he would have been proud to have created. His choices are detailed here, along with his reasons, and 
with some pungent comments on the basic job which advertising has to perform. 


By Fairfax M. Cone 
Chairman of the Executive Committee, 
Foote, Cone & Belding 


It is necessary, I think, to begin these 


remarks with a disclaimer. 

This is the sixth time in eleven years 
that I have been asked to more or less 
publicly review the current advertising 
scene, and choose a group of advertise- 
ments not the work of my company that 
I would like very much to have made. 

Somehow, in this more than a decade, 
a number of people may have got the idea 
that I am a self-appointed judge of the 
best in advertising in any given year. 

This is not the case. 

* * sd 

In October of 1949, the annual meeting 
of the Central Council of the Four A’s was 
held in Chicago. Earle Ludgin was its 
chairman. 

“Wouldn’t it be fun,” he said, “instead 
of a group of talks in generalities, to have 
a number of advertising practitioners 
choose a series of advertisements, made 
by others, that they would like to have 
produced, and tell why?” 

“I think it would,” I said. And I agreed 
to be one. 


a What happened was that I was the 
only one who accepted Earle Ludgin’s 
invitation. And so I got into this business 
of choosing. 

But let me tell you again that I am 
not trying to choose the “best” of any- 
thing. There must be a good many good 
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reasons for the appearance and appeal 
of any number of good advertising cam- 
paigns that I couldn’t possibly know. 

I can only look at those whose appeal 
seems to me to be perfectly clear; and 
see with what skill I think they have 
been composed. 

I can only look to see whether the mes- 
sage rises out of each advertisement to 
become an addition to my knowledge, or 
a welcome restatement of some important 
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phase of it; or whether some technique of 
advertising obscures that message; or ren- 
ders the whole effort unattractive. 


s Just so, the only thing I can possibly 
attempt here is personal opinion. 

And the only justification I can make 
for this opinion is the simple, though I 
hope not unintelligent, reason that I 
would like enormously to have done each 
one of these campaigns. 

a oo * 


For this selection I have looked back 
over eleven years to see which, if any, 
campaigns that I chose in 1949 and in 
subsequent years have survived the test 
of time with the advertisers concerned, 
and also survived my own changing 
tastes. 

In this way, today, I am going to dis- 
cuss briefly the ten magazine campaigns 
(other than any of our own) that have 
appeared during this period that I would 
like most to have had a hand in. 

Why I am quite willing to stick to 
printed advertising here, and even more 
particularly, to magazine advertising, 
when something more than half of my 
professional interest today is in television 
advertising, is twofold: 

In the first place, I think the basic 
elements must be the same in all good 
advertising; and, in the second place, I 
think every one of the campaigns I shall 
discuss could be done into television with 
ease. 


= Most television commercials, and some 
very good ones, could not be done into 
print at all. The hard thing is the print, 
where every element in the advertising 
must be fitted with every other one, to 
make the whole. 

In television advertising the picture on 
the little screen has no competition; in 
any given second that picture and the 
words that accompany it are the total ad- 
vertising experience. 

Properly planned television advertising 
is the easiest kind in the world to make 
and make work: the fact that every tele- 
vision audience is essentially a captive 
audience can hardly be denied, any more 
than we can deny that one of the simplest 
movements anywhere turns an unattrac- 
tive magazine or newspaper page—and 
leaves nothing in the way of advertising 


_impression or experience. 


th * * 

Well, quite apart from being noted at 
all, a successful advertisement must also 
be remembered. 

A successful campaign must have in 
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itself such lasting qualities that it can 
be maintained for whatever the neces- 
sary periods of time, without essential 
change. 

One of the chief aims of almost any ad- 
vertising campaign should be to make 
clear the personality of either the prod- 
uct advertised or the maker of that prod- 
uct or, most happily, both. 


s It has been said before, and I must 
say it again, that advertising is only 
something you do when you can’t send a 
person to explain your proposition; or— 
if you are dishonest—when to make your 
proposition clear through questions and 
answers, would kill it on the spot. 

This is the way with certain products 
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and a large number of courses in self- 
improvement and ways to make money 
by selling this and that, or by making 
something at home, that we all know 
about, and deplore. 

But I am talking about honest adver- 
tising, and this is in the same over- 
whelming ratio to dishonest advertising 
that honest people are to both down- 
right scamps and calculated fibbers. 


s The reason for establishing and main- 
taining personality in advertising should 
be obvious on two counts. The first is 
simply the fact that advertising is a sub- 
stitute for personal selling, and it should 
contain as many elements of personal 
salesmanship as it can. 

Everyone likes certain salesmen and 
reacts badly to others. Advertising should 
be made to be as welcome as the most 
welcome salesman. And the best adver- 
tising is. 

(Just here, let me say that surveys that 
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show some advertising campaigns in tele- 
vision to be heartily disliked, despite sales 
success for the products involved, give no 
indication whatever of what better re- 
ceived commercials might do in their 
place, 

(The agency for which I work adver- 
tises 26 different competitive products 
and services that stand in undisputed 
first place, and no single one is adver- 
tised either blatantly or unpleasantly or 
without a continuing conscious effort to 
be always welcome and worth the time 
it asks for, for reader or viewer consider- 
ation.) 


s The second reason why personality is 
important in advertising—and perhaps in 
this case it is vital—is because it just 
may be the only unique thing about the 
product or the service that is offered for 
sale. . - 

Very few products in mass distribution 
today are greatly or even noticeably dif- 
ferent from their principal competitors, 
either in planning or formulation or man- 
ufacturing—for very long. Research and 
discovery and new technology and the 
brains and the means to capitalize these 
are not cornered by anyone in any indus- 
try in America today. 

Advantages are the advantages of only 
a few months, or a few weeks. And so 
it is that the continuing agreeable, dyna- 
mic personality of most products, how 
the consumer feels about them, and the 
people who make them, become matters 
of utmost importance. 

In case you have heard this before, and 
I am sure that most of you have, more 
than once, let me tell you why I repeat it 
today. 

Advertising has a new responsibility 
to the manufacturing business in 1959 
and this will grow. And it may be suc- 
cessful, or it may not. It will depend on 
how advertising is made and how it 
makes people react emotionally as well 
as logically to the various products, or 
things, involved. 

It will depend upon making friends. 

If the aim is right, the right feeling will 
follow. The friends will be there. If they 
aren't, I think you must regard it as ex- 
tremely unlikely that either magazine ad- 
vertising or newspaper advertising or na- 
tional television advertising will be any- 
thing like as important in 1969 as these 
are today. 

aw * + 

One of the fantastic things about ad- 
vertising, quite aside from the lack of 
thought often brought to bear to make it, 
is the amazing fact that many of its users 
distrust it and wish they could do with- 
out it. Not only this, but they constantly 
do things to undermine it. 

So little confidtemre ‘have they in it that 
they actually set up activities that destroy 
its effect. I am sure this is unwitting. But 
I am equally sure that it is witless. 

Witness the contests, the sweepstakes, 
the premium offers that follow each other 
like a crazy parade in magazines and 


newspapers and 
product selling 


on the air in place of 


es Let me read you a group of head- 
lines from current “advertising” (and I 
quote “advertising” ) campaigns: 

“Win $10,000.” “Win $10,000 and a 
refrigerator.” “Win $50,000.” “Win your 
weight in gold.” “Win your height in 
dollars.” “Win a trip anywhere for two.” 
“Win a deluxe swimming pool.” “Win a 
Cadillac, Buick, Oldsmobile, Pontiac or 
Chevrolet.” “Win not one but two Stude- 
baker Larks.” “Win your next Rolls- 
Royce.” 

So it goes. And while I am perfectly 
aware that some contests have been high- 
ly and continuously effective, they have 
never been so as a substitute for product 
advertising. 

The Miss Rheingold elections through 
the years have rolled up votes in New 
York City alone, second only to the na- 
tional Presidential totals; and Dial’s oil 
well contests have had millions of en- 
trants—with every entry accompanied by 
one or two wrappers. The Lever sweep- 
stakes and the Pillsbury grand national 
bake-offs have been hugely successful. 
But each of these has been in addition 
to continuous product advertising, and 
not instead of it. 


s The run of mine contest, we are told, 
is not to get entries, but to get displays. 
And so are most sweepstakes and coupon 
deals. 

And 


if this is the point, and these 


things are major efforts in place of ad- 
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. 


‘C. F. Hathaway Co. 


_vertising, their success can only be tem- 


porary. And at the dealer’s mercy. Dis- 
play is in the storekeeper’s hands. He 
knows its value better than anyone. And 
only strong advertising for strong products 
can keep them in stock, and in compeé- 
tition against his own private labels, if 
he chooses to give his favorite brands the 
most important displays. 

There is no easier way. There is no 
cheaper way. In the long run, I think 
there is no other way. 


* a * 


Products in competition need steadfast 
friends. And to make these and keep 
them, against cut-price and cut-throat 
competition, and massed private brand 
displays, is the No. 1 job of advertising 


today. 
If it is not made thoughtfully and 
skilfully, and used consistently, then 


merchandising will be the order of the 
future. If it is, the strength of many na- 
tional brands will be only historical facts 
in a new world of distribution. Its work- 
ing will be in hands that already are 
itching and outstretchd. 

Wot to play into them sometimes is 
almost impossibly difficult. But every 
one of us should try each day. 

* * aa 


The ten campaigns that I have chosen 


to cite here, out of all that I have scanned 
during almost a dozen years, have three 
things in common. Every single one has 
the pride in it, that what it has to say 
should be welcome. 

It asks for no attention that is not, 
through its message, and by its manner, 
deserved. 

If it is humorous, as it is in two cases, 
then it has an understood humor, as be- 
tween two people; it is not comic for the 
sake of comedy. It is the message and 
not the humor that is the point. 


= Every one of these advertisements, as 
I have indicated, belongs to a campaign 
whose lasting qualities seem clear. 

Three of the campaigns are campaigns 
that I would like to have made first in 
1949; two came into being, or at least, 
into my range, in 1951. One was added 
in 1952; two appeared for the first time 
last year; one is a brand new campaign 
in 1959; and the tenth is one that, some- 
how, I have managed to overlook all 
through these years. 


s The second most important thing, to 
me, about each of these is that it is a 
copy of no other campaign. Tricks can 
be copied; and many ways of doing things. 
But when this is the case, personality is 
confused, and this, I think, is almost al- 
ways fatal. ‘ 


s Third most important is the clarity 
with which each of these advertisements 
delivers its message and makes its prom- 
ise. 

It is unnecessary to read the ads in 
any case save one, where there is only 
a single word headline and no illustrations 
in any of the advertisements of the series. 

In every other one, headlines lead from 
the illustrations or vice versa, to set up 
the promise for the text to explain. To- 
gether, they make the statement of the 
product offer. 

There is no confusion possible. 


= It is interesting, I think, that some of 
these advertisements have long copy. 
And some, very short copy. But in the 
first instance, the clarity comes out of 
length; and in the second, greater length 


“would only obscure and confuse the issue. 


The only rule I know is to use every 
word that is required, and to beware of 
a single ‘one more. 


® I shall make this point by a comparison 
between the initial advertisement in a 
campaign that I admired first in 1949, 
when it began; and one of the latest in 
this series that I saw only three weeks 
ago. 

This first of the magnificent series for 
Pillsbury mixes (at left) says as clearly 
as anyone could, “You can make a cake 
just like this.”” And it proves in only 96 
words that its promise is easily and 
quickly kept. 

That was for a pretty but relatively 
plain cake. And there have been a lot 
more since; plain cakes and fancy cakes. 
But the advertising has never changed 
in any essential of either its personality 
or the clearness of its promises. 

The latter is a vital point. Clarity. And 
this, as I said, determines the number 
of words. 

Here is a current Pillsbury mix ad- 
vertisement (at right). 

Popovers have long been notoriously 
hard to produce in their proper pomp 
and circumstance. Pillsbury realizes this 
and sensibly takes 392 words to tell how 
come these now can be made by any- 
one—with Pillsbury’s well kept former 
promises as an understated, understand- 
able guarantee. 

This is probably the series I would 
like most of all to have made. 


® But two others, chosen first in 1949 and 
continuing hale and hearty into 1959, per- 
haps because of their good humor and the 
confidence that is inherent in their com- 
plete lack of argument, always give me a 
feeling of warm affection in their pres- 
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ence. 

The first of these, alphabetically, is 
for the Ladies’ Home Journal; and the 
thing that I have admired about this 
series for 11 years is the chuckle that is 
in each advertisement, that we advertis- 
ing people share with the Journal; about 
this dame that we both know, and by 
slyly proposing it shrewdly confirm that 
hers is the smarter sex .. . and all that 
goes with this to make a case for the 
Journal against all comers. 


s The Life Savers campaign is another 
that across these eleven years (though, 
of course, it is older than this) joins with 
the reader in a continuing series of pat- 
ent exaggerations that lightly underscore 
a point that any heavier treatment could 
easily make ridiculous. 

How loud can you shout, how much 
can you claim for a five-cent candy? 
Life Savers, in my opinion, knows ex- 
actly. And I would like to think that I 
would know as well. 

Scores of advertisements in this 
sprightly campaign have maintained Life 
Savers’ own personality, without even a 
nod to any other confection. 


# In 1951, there appeared the first of a 
magazine series whose effect on all ad- 
vertising has remained both strong and 
constant, and good and bad. This was the 
initial insertion for Hathaway shirts in 
which the man with the eye-patch made 
his debut. 

It is unlikely that any other campaign, 
at least in our time, has been so widely 
copied in the seeking of a startling de- 
vice to break advertising monotony, and 
to borrow interest for products that in 
themselves are all too similar, or too 
prosaic despite even some sharp differ- 
ences. 

Most famous of all the descendants of 
the man with the eye-patch has been the 
tattooed man for Marlboro. What makes 
him notable is that he was not a copy. 
But rather, as I say, a descendant, and 
so legitimate. The others have been only 
imitations, and the effect of most of them 
has been bad because it has been nothing. 


s The very good effect, on a great deal 
of advertising, that has derived from the 
man in the Hathaway shirt has come 
from a realization in many advertising 
minds that you can write grown-up copy 
for grown-up products and that grown- 
up people will read it. 

This, it seems to me, was the real con- 
tribution of this page that I first saw in 
The New Yorker in 1951, and that has 
been followed by equally appealing and 
instructive pages ever since. 

The second among my choices for 1951 
that have continued to impress me all 
through the years, was the program ad- 
vertising for the Columbia Broadcasting 
System. 

It depended on simple, authoritative 
reporting of facts; and it continues to 
build for CBS a feeling of confidence in 
its way of saying and doing things that 
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Each year, American Home awards citations to 54 builders in 18 states 

for the “Best Homes For The Money” in their areas. To increase 

consumer demand for good design, better workmanship, and 

nationally advertised quality products, American Home shows its readers 
more merchant-built homes than all other mass magazines combined. 

Last year, on opening weekends, over 450,000 prospects turned out in 

39 major markets. Winning builders sold 2,000 duplicates of these homes, 
plus 8,000 more from other models on display. All of which proves 
American Home’s ability to create action. It’s 100% service... 100% sell. 
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A Curtis Magazine read by 
12,000,000 men and women 
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Jell-O in 1952... 


is important to all of us in advertising 
that is one of the hardest of all kinds t¢ 
make. 

The current single-column series in The 
New Yorker is only the latest consistent 
expression of institutional stature through 
specific instance. 


s “See? If you either had, or have, or 
were, or are a 12-year-old daughter, you 
have lived dangerously, and you can do it 
all over again by tuning in a captivating 
new series called ‘Peck’s Bad Girl’ Tues- 
day night at 9 on the CBS Television 
Network. 

“The title of the series has been bor- 
rowed from the 19th Century classic of 
mischievousness ‘Peck’s Bad Boy’ created 
by the late George Wilbur Peck, onetime 
Mayor of Milwaukee, Governor of Wis- 
consin, and one of the foremost humor- 
ists of his time. The gifted and experi- 
enced 13-year-old actress, Patty McCor- 
mack, plays the heroine of the present 
series, whose bewildering talent for 
creating havoc and inviting affection will 
be instantly recognized in every red- 
blooded American household.” 

The choice of adjectives alone would 
make these advertisements notable: Cap- 
tivating. Foremost. Gifted. Experienced. 
Bewildering. Red-blooded. Good words! 


@ In 1952, I added a sixth campaign 
that stands high in my list today. This 
was for Jell-O. 

And if the illustrations have changed 
through the years from molded gelatin 
desserts to salads to puddings like this 
one (at left); and from animals to hun- 
gry children to characters out of Ander- 
sen and Grimm; and back again to pud- 
dings and pie fillings. 

The personality has never changed. 
The confidence with which the various 
Jell-O promises have been made (and 
kept, I am sure) has never varied, Even 


Polaroid Corp. 
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with all the opportunities in more excit- 
ing foods, Jell-O advertising has been 
outstanding in its basic simplicity, and 
its objective of making and keeping 
friends. Here is the very latest example; 
this one from Whitney Darrow (at right). 


se In 1954, Jell-O, CBS, Life Savers, 
Pillsbury, Hathaway and the Journal 
were again among my ten. The other four 
campaigns that I liked so much that 
year either have run their course, or 
fallen on less happy days. And none re- 
main in my list today. On the other 
hand, two truly fine campaigns that made 
their first appearance here in 1958, stand 
out equally strong this year. 


s The first, my seventh series, is for 
Johnson & Johnson’s baby powder. And 


Johnson & Johnson 


if you have the slightest doubt about its 
excellence I urge you to compare this ad- 
vertising with that of its competitors 
ever since it first appeared. Compare it 
for the confidence that it inspires, both 
for the product and for its maker—to 
extend to all the things that bear that 
maker’s label. 


= The other campaign that began last 
year, my eighth in this group, was for 
Polaroid Land cameras. And I could show 
you any one of 20 or more advertise- 
ments, and wish that I might have made 
any one. ; 

This is an advertisement that has 
neither a headline nor a signature. So 
strong is its personality, so clear is its 
individualism and its character, that it 
needs neither one. Indeed, the only rule 
that is observed here is that good ad- 
vertising must be arresting and its prom- 
ise thereby, fulfilled. 

When it is, as it is here, I guess there 
are no other rules. 
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Kraft Foods 


Now, to my final two campaigns. 

The first is to a series that is new in 
1959; the only one I want to add from 
this year so far. As you can see, it is 
for Kraft jams and jellies. This particu- 
lar page is for peach preserves. And its 
combination of picture and words leaves 
nothing that I know to be desired in an 
advertisement. 

I only want some of those “peaches 
you see here, grown sweet and tender in 
the long summer sun .. . quick-cooked 
in (Kraft’s) very special way.” 


= My very last choice in these ten 
campaigns that I would choose, if I 
could, to have made, is one that has been 
running without any basic change for at 
least a dozen years. 

I honestly don’t know why I haven’t 
chosen it before. I should have, for it 
illustrates precisely, and with enormous 
variation, one of the cardinal principles 
of good advertising—namely, that a real- 
ly good approach need never be changed, 
but only varied. 

Armstrong linoleum advertising con- 
tinues through the years as fresh and 
appealing as I remember its first inser- 
tion. 

Like Pillsbury and Jell-O and Hatha- 
way, and the others here, Armstrong’s 
promise has never changed; however, it 
lies in a field of very special interest. 
It is what you can do in a house or a 
room or an attic or a basement, with 
imagination; and with Armstrong’s help. 

And as far as I am concerned it can go 


Agencies Ask Us... 


Armstrong 
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Armstrong Cork Co. 


on forever. It chooses its audience, of 
proud homeowners, as surely as any 
campaign I know. And there will always 
be a new one; new families coming into 
the market, needing the confidence 
Armstrong offers in sensible suggestions. 


* * * 


There your are. 

I am only sorry that I haven’t 20 
choices to make. 

For in other places I have pointed 
with relish to my competitors’ advertising 
for Betty Crocker and Cream of Wheat 
and Green Giant peas; to Birds Eye, 
Wesson Oil, Ritz crackers and the Cali- 
fornia cling peach people, for Ford and 
Chevrolet and Cadillac, and Hertz Drive- 
Ur-Self; for Marlboro and Philip Morris 
and Lucky Strike cigarets; for John 
Hancock, New York Life, State Farm, 
Allstate, and Employers Mutual insur- 
ance campaigns; for Bufferin; and Pepsi- 
Cola and Guinness stout; for Macy’s and 
Wallach’s and Hart Schaffner & Marx; 
for the Minneapolis Tribune and the 
New York Times and Puck—The Comic 
Weekly; for a number of the campaigns 
for The Advertising Council; and for the 
house promotion of Cunningham & Walsh, 
J. Walter Thompson, and Young & Rubi- 
cam. 


= And if I had 23 campaigns to talk 
about today, I would surely pick ten 
more out of the years from this group! 
Only, perhaps, adding two or three, out 
of sentiment, that I have had a hand in. # 


Do All Your Figuring Before You Merge 


By Kenneth Groesbeck 
Agency Consultant 


“We are taking preliminary steps to- 
wards a merger with an agency of about 
half our size,” writes a Wisconsin agency. 
“Would you please outline for us the mat- 
ters which should be settled in advance, 
to avoid later misun- 
derstandings? We don’t 
mean compatibility, 
which in this case is 
self-evident. Nor do we 
mean satisfactory bill- 
ings, and character of 
accounts as non-con- 
flicting. All these 
things we have ironed 
out. We mean what we 
may not have thought 
of. 

“By the way, the smaller outfit, now con- 
tributing a billing half the size of ours, 
wants eventually to arrive at equal own- 


Kenneth Groesbeck 


ership with us, and to this end they are 
willing to buy stock in the combined com- 
pany to equalize their holdings with ours. 
Thus their contribution to working capi- 
tal will offset their smaller billing. Or 
will it? Your help will be appreciated.” 


# That began to look nice and simple, 
until I came to the last sentences of 
your question about equal ownership as 
an eventual goal. With that in the pic- 
ture, your problem becomes a bit com- 
plicated. However, it can be solved. 

What you are contemplating is not only 
a merger, but an eventual sale to the 
smaller agency people of part of the 
combine. You evidently have complete 
confidence in them, or you would not be 
projecting an equal ownership and 50/50 
control to the smaller outfit. 


= Assuming -that this is what you want, 
and that you have good reason to believe 
that this is a desirable setup, your prob- 
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Dazzled visitors from other nations admire American women for their 
good looks, clothes, and self-reliance. Those who look deeper, respect 
American women as efficient housekeepers, experts in new home-making 
skills, and as well-informed citizens who play important parts in 
community and national affairs. The fact is that for more than half a 
century, American women have been stimulated, inspired, and 

informed by their own magazines .. . expertly edited to satisfy their 
interests. By enlightened service to readers, American women's 
magazines provide a matchless forum for advertising messages which are 
read, respected, and acted upon. Every worthy advertisement in a 
national woman's magazine has the added stature and selling power of 
long-established reader confidence in the editorial pages. 


Illustrator: Dorothy Mylrea, known for 


her work as fashion illustrator and teacher, 
and for editorial fashion features. 


For more than a quarter-century we atC M& H have 
served American advertisers, agencies, and pub- 
lishers with fine photoengraving for national ad- 
vertising. This advertisement is one of a series, 
illustrated by artists and photographers who are 
known for their work in magazines, which expresses 
our appreciation of America's national magazines 
as basic media in our free society. 


COLLINS, MILLER & HUTCHINGS, Inc. 


America's finest photoengraving plant 
for letterpress and gravure 
333 West Lake Street, Chicago 
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lem becomes one of valuation of the 
combine and the consequent cost of the 
stock which the smaller agency is plan- 
ning to buy, together with the time in 
which the purchase may be made. 

Since the smaller agency is to be al- 
lowed to acquire equality, the perquisites 
of this equality should prevail during the 
period in which the stock is being 
bought. That is to say, they should exer- 
cise voting rights on this stock during 
the purchase period. 

If this were not provided for, the larg- 
er outfit could make things very diffi- 
cult for the smaller one, if for example, 
tempers should change, as they have 
been known to do. 

In justice to the larger shop, however, 
the stock purchase should not only be 
guaranteed by the smaller agency. If a 
term of, say, five years is provided dur- 
ing which the stock may be bought, one- 
fifth of the cash should be forthcoming 
in every calendar year. Should this pay- 


ment not materialize, the entire stock 
deal is automatically canceled. Without 
this provision, the smaller outfit, with 


token payments only, could paralyze the 
entire operation, equality of control hav- 
ing been established. 


8s Now how much is the stock worth? 

That depends entirely upon the earn- 
ings, the profits after taxes, of the com- 
bination. To this valuation figure is 
added the net quick assets. 

Suppose a combined million dollar bill- 
ing, a profit after taxes of $10,000 (about 
the agency average). Suppose _ 60,000 
shares of stock issued. Agency valuation 
on this profit base $10,000 multiplied by 
4 (account retention expectancy) plus 

“het quick assets say $20,000; total $60,000 
or $1 per share. 

Fine for a starter. But suppose now in 
subsequent years the profits increase, 
with the stock value increasing accord- 
ingly? You meet this by allowing the 
valuation to be readjusted at the end of 


4 


Learning trom the Retail Ads .. 


each year of the purchasing period, com- 
ing out with a final price based on the 
average earnings for the five-year pe- 
riod. With increasing profits, salaries go 
up also, so the stock purchasers not only 
pay more for their holding: they have 
more money with which to pay. 

This sliding scale of stock values is 
infinitely superior to any price fixed in 
advance and based on what may be a 
temporary condition. Don’t evaluate on 
hopes or estimates. Our business is too 
uncertain for this. Evaluate only on past 
performances. 


es I can’t answer your question, “Does 
capital contribution offset inequality of 
billings?” That is too vague. It depends 
on how much you need money, whether 
or not you can readily raise it elsewhere, 
and how much it would cost you. In 
general, billings are far more important 
than capital contributions. Usually if you 
have profitable billings, it is not too dif- 
ficult to raise money with which to 
handle them. 

This being granted, what do we do in 
case the relative billing proportions of 
the two parties becomes even more un- 
equal? I think the only way you can 
meet this situation is by means of salary 
adjustments to the principals involved. 

You start off with equality of control 
predicated. What if the smaller outfit 
elects to block such salary adjustments, 
as of course they can? 


s The answer to this is, cover the salary 
arrangements in a separate paragraph 
of your initial agreement. In advance, pro- 
vide that salaries shall have a definite 
correlation with billing controlled. 


Yes, do all your figuring before you ~ 


merge. Provide in advance against all pos- 
sible contingencies. And make all your 
conclusions rest on actual performance, 
not on hopes on what will probably hap- 
pen. Because, usually, it doesn’t work out 
that way. # 


The ‘Almost 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 


This ad starts out to do a good job but 
before it gets through, it forgets that 
“all good selling is serving.” The display 
type (where there is type inversion, un- 
fortunately) starts out by saying, “At 
this low price, every homemaker can 
afford to shampoo her rugs.” This would 
make me think the ad was directed to 
women who not only have already had 
experience with rug “shampoo’ers,” but 
to women who have not had such ex- 
perience. 

Feeling a little weak and fragile the 
day I read this ad, I decided to imperson- 
ate a woman reader who knew little or 
nothing about rug shampoo’ers (the last 
part of this imitation was easy), and see 
if I could make up my mind to purchase 
from this ad. 

I found that like a great many other 
big store ads, this was prepared from the 
standpoint of an ad person and not the 
reader. 


® The ad talks about “foam control.” 
It says, “Just set it and forget it; right 
amount of shampoo is released.” Also, 
“Extra-long ‘ease-flex’ bristles reach deep 
into the fibers of the rug to clean 
thoroughly.” Also, “Leaves rugs bright, 
fluffy and new-looking.” 

So far so good, but questions begin to 
concern me. The copy covers some of 
the questions that come to mind. It says, 
“Here’s all you do to get professional re- 
sults time after time: fill tank with 
Glamorene shampoo solution, set ‘foam 


Complete’ Ad 


tee Momday migghot vill 9 pam. 


W they He peice, cree homemaker can attend 
te shaapow hes ruge time after time, 
with case ond profcsmonadt roadie 


GLAMORENE 


anes 


control’ dial for the right amount of 
shampoo foam needed for your rug and 
then guide the shampoo’er over carpet 
and see instant results. Oversize sponge 
roller and extra-long ‘ease-flex’ bristles 
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STRAIGHT BOURBON OR STRAI 


10) PROOF aye 


Nustin. Nichols ¢ 
ae vos 


», Tw 


We recommend that the following co 
ment for Wild Turkey bourbon, be cast 


THE RESPONSIBILITY 


to those privileged to enjoy it. 
Rightly proud of their position, 
be deeply aware of the responsibili 


all, and every, detail. It must stand 


quality cliché. 


For sooner or later, an account would 


agency man, would see this same copy 


collect dust on a library shelf. + 


The ‘Quality’ Cliche 


The Responsibility of 
ieee 


2 
Gcerek, 
Le AZ 


WILD TURKE 


There is always one best—a tribute to its producers, a recurrent delight 


‘ 
Every unit of their classic product must be the essence of perfection in 


and yet by itself should be so completely satisfying that the suggestion of 
making any comparison is never broached. 


Once cast in bronze, it should be transported about 12 miles to seaward and 
then dropped. For in every sentence, every phrase, this is the epitome of the 


Unfortunately, what we suggest would probably be a waste of good bronze. 


writer would rewrite this same deathless prose to save the account by salving 
the vanity of the client. Or the client himself, in the middle of the night, in 
the solid conviction he knows more about his product than any Madison Ave. 


to his secretary first thing in the morning—confident, as the sonorous lines 
fell from his lips, that his prose, like that of Elbert Hubbard, would some day 


est 


e ®. 
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py, reprinted from a recent advertise- 
in bronze: 


OF BEING THE BEST 


the proprietors of such a brand must 
ty. : 


comparison to the utmost if necessary, 


be in jeopardy and a desperate copy- 


on his bedroom ceiling and dictate it 


clean an average size rug in 20 minutes.” 

Being an imitation woman who has 
never used a rug shampoo’er, I now won- 
der what happens to the dirty water or 
foam and to the dirt. Does it run down 
into the base of the rug? The “leaves 
rugs bright, fluffy and new-looking” 
doesn’t quite jell with “here’s all you 
do . . . and see instant results.” 

The illustration doesn’t help. The fine 
type doesn't help. The Glamorene liquid 
portion of the ad doesn’t help. 


s So, switching my tenses (a woman’s 
privilege), I call the store’s Enterprise 
number and say I want information on 
the Glamorene rug shampoo’er. The store 


operator says, “Oh yes, we have a special 


deal at $4.95.” (The paper says $4.98.) 
I ask, “What happens to the dirt and 
water or foam? Do you have to rinse the 


rug or wipe off and soak up the soiled 
water and foam, or what?” 

The operator says, “Well, I suppose you 
have to wipe up the soiled foam and 
water. You do with most of these things.” 
I quote the ad saying, “Here’s all you 
do,” and she answers, “Well, I really 
don’t know anything about this. I just 
take orders for it.” 

“Very well,” I respond, “please connect 
me with the housewares department and 
I will ask someone there.” 

“T can’t connect. you. I only take orders. 
You can call EXbrook 2-5000.” So I call 
EXbrook 2-5000 and am connected with 
housewares. I ask for a Glamorene rug 
shampoo’er expert who can answer a few 
questions. “What do you want to know?,” 
asks the housewares woman. I say: “I 
am interested in finding out how the 
Glamorene rug shampoo’er works. What 
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You'll know it once you start your hard selling up where 
the pay-off comes big. What heads-up marketer won’t 
grasp quickly the strategy of concentrating salespower 
on this hub of process purchasing influence? Who will 
deny that CPI-Management’s profit-mindedness breeds 
razor-sharp awareness of the economies of more modern 
equipment, materials and services? Is there a CPI seller 
who doesn’t recognize: management’s power in all func- 
tions . . . from research to plant design to operations... 
from purchasing to sales to administration? 

Of course not! CPI advertisers well know the advan- 
tages of selling management. But not all know the one 
best place to do it is CHemicaLt Week. Here, and here 


and you can sell him in... 


YOUR MARKET IS A MANAGEMENT MAN 


alone, management gets the interpretive business news 
of the market, both technical and non-technical. Read, 
preferred and subscribed to independently by more man- 
agement men than any other “process” publication . . . 
with 29 full-time editors, over 41,000 all-paid circulation 
and 600-plus sellers who rate it top weekly in advertising 
pages. It’s CPI-Management’s own magazine . . . your 
magazine to sell CPI-Management! 


A McGRAW-HILL PUBLICATION 
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happens to the dirty water and foam that 
are released on the rug, and where does 
the dirt go? In the illustration the rug is 
made much cleanér. The dirt must go 
somewhere. Do you have to wipe it up, 
rinse the rug, go over it a second time 
with clear water, or dry mop, or what?” 

My telephone companion says, “You 
simply go over the rug as directed and all 
the dirt comes up to the surface.” 


s I look at the ad again and realize that 
if all the dirt comes to the surface the 
shampooed part of the rug should look 
dirtier than the unshampooed part, be- 
cause added to the surface dirt after the 
shampooing, would now be the imbedded 
dirt. 

But I say to the woman, “If all the 
dirt comes to the surface then the rugs 
are not left ‘bright, fluffy and new-look- 
ing’.” She says, “The dirt is all brought 
to the surface, you let the rug dry for 
about two hours, and then you vacuum- 
clean the dirt off the surface that the 
shampoo has brought to the surface.” 

I don’t know where that leaves the 
ad’s line about “All you do is guide the 
shampoo’er over the surface and see in- 


stant results.” Maybe the results are a 
lot of dirt brought up on top? 

I asked about the depth of pile that can 
be handled by this shampoo’er. Infor- 
mation on that was equally inconclusive. 
It will handle deep pile without loop pile, 
but not with loop pile, I am told. 

As a result of the phone conversation, 
this one “imitation woman” is more con- 
fused than when the phone call was 
made. 


s There is ample space in the ad to serve 
the reader with all of the information 
that is required to enable her to make up 
her mind. 

It is no answer on the part of the store 
to say, “We sold many of these sham- 
poo’ers with the ad as it is. Therefore, no 
further information is needed in the ad.” 

The best advertising skims off not only 
the easiest prospects to sell, but those 
the next level below, and those the next 
level below, and so on. Little department 
store advertising conforms to an intelli- 
gent set of specific standards that can 
assure at the same time, proper service 
for the customer and maximum profits 
for the store. # 


From an Art Director's Viewpoint... 


Innocents Abroad 


By Andy Armstrong 


The Annie K. Bunch medal—“for dis- 
tinctively tiresome use of tiresome sym- 
bolism when talking about foreign cities” 
—today goes to the First National Bank of 
Chicago. 

The decision was a 
close one, the jury 
pausing longest over an 
Oasis cigaret ad which 
featured a _ gondolier 
with the line, “Photo- 
graphed for Oasis in 
Venice.” What finally 
won the medal for 
First National was the 
fine irrelevancy of the 
sentry box, although the guardsmen at 
left-shoulder arms (was the picture cun- 
ningly reversed?) had an important sec- 
ondary influence on the verdict. 

In the 1,672 versions of this picture in 
former ads, the guardsmen have always 
appeared at right-shoulder arms, or port 
arms, or present arms. But the sentry box 
was the clincher. “We open in London,” in 
the jury’s majority opinion, takes on over- 
tones of meaning, under that sentry box. 
The last jury member to accept this view 
was disturbed by the omission of “‘Photo- 
graphed in London, England, for the First 
National Bank of Chicago,” but his col- 
leagues pointed out that this advertiser is 
a highly conservative institution and can- 
not risk a suit by the Crown. They rea- 
soned that it shows better thinking to 
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Autumn in Paris — 
less than 7 hours by Jet Clipper 
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' & The First National Bank of Chicago 


make the entire scene look faked—as in- 
deed it could be, since uniforms can be 
rented anywhere and the background is 
duplicated in many American cities. Par- 
ticularly Chicago. On N. Wells St., if any- 
one else is planning a London opening. 


# Notable among the rejected competitors 
for Annie K. Bunch’s prized trophy was 
the Pan Am page, also shown. Here the 
jury was at a loss to account for the ab- 
sence of the Eiffel Tower. After all, the ad 
talks of Paris. The bare upper lip of the 
waiter came in for special condemnation, 
since mustaches are compulsory on French 
waiters, and on practically all Frenchmen 
of whatever vocation, in advertising. An- 
other complaint was that no awning ap- 
pears with the legend “Cafe de la Paix.” 
Nor any posters in French. Nor any out- 
door artistes in berets. 

On the whole, the jury felt that Pan Am 
had violated every time-honored rule for 
Paris pictures, and criticism mounted even 
to a point where one member put forward 
a resolution to censure Pan Am for coor- 
dinating the picture too closely with the 
headline. The photo’s entire atmosphere, 
unforgivably, says “Autumn in Paris,” 
and Annie K. Bunch most certainly did 
not have this sort of thing in mind when 
she set up the award. Her medal, by the 
way, is a disk of bearskin. The inscription 
is burned into the hide on the back side— 
in keeping with her primary stipulation 
that a winner, beyond being conservative, 
should be insensitive. + 


Salesense in Advertising ... 


Advertising Age, September 28, 1959 


Three Precepts That Make Good Salesense 


By James D. Woolf 
Creative Consultant 


I am grateful to Thomas Erwin, presi- 
dent of the Advertising Workshop, Chica- 
go, for sending me a handsome wall chart, 
entitled “The Making of a Good Adver- 
tisement.” This chart sets forth David 
Ogilivy’s 20 precepts 
for the production of 
an effective advertise- 
ment. 

All 20 precepts make 
good salesense, but 
three of them appeal to 
me with special force: 

1. No advertisement 
should require more 
than a split second for 
the reader to identify 
the kind of product be- 
ing advertised. 

2. The brand name should be visible at 
a glance. 

3. The illustration should work hard at 
selling the product. 


James D. Woolf 


= I have never been able to understand 
the reasoning behind camouflaged ad- 
vertisements with irrelevant headlines 
and meaningless illustrations. In any 
publication you glance through you will 
note advertisements that deliberately 
hide the nature of the product, fail to 
display the brand name and/or package, 
and use illustrations that have nothing 
whatever to do with the product. I can 
think of no successful product that uses 
the camouflage technique. 

Imagine, if you can, a Campbell’s 
Soup advertisement that obscured the 
kind of product being advertised, that 
hid the brand name, and used an illus- 
tration that had nothing to do with soup! 

I believe that one of the great prin- 
ciples in advertising is relevancy. I be- 
lieve that the nature of the product and 
its brand name should be revealed im- 
mediately to the reader. If the product 
is, say, soap, the ad should say soap at 
once. And the illustration should portray 
a pertinent message with lightning speed. 
..I believe that billions of dollars are 
spent for branded advertised merchan- 
dise by people who seldom read the small 
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TOO GENERAL—“Specialized Business In- 
surance” is, I gather, the “product” adver- 
tised in this color page, but no hint of this 
is revealed by the headline. The illustra- 
tion is commonplace and has little or no 
relevancy to the subject. I believe firmly 
in ads that reach out and grab attention 
with a specific promised benefit to a spe- 
cific group of logical prospects. There is 
no class of advertising that is as vague and 
obscure and general as that of insurance. 


OBSERVES ALL THREE—This color page ob- 
serves the three precepts discussed in this 
article. No more than a split second is re- 
quired for the reader to identify the kind 
of product being advertised; the brand 
name is visible at a glance; the illustration 
works hard at selling the product. 


print. They read the promised benefit in 
the relevant headline, eye the illustration 
that works hard at selling, identify the 
brand name and/or the package—and 
that’s about as far as they go. Soon after 
a few such exposures they are familiar 
with the product; they know what it is 
and what it does. Psychologists tell us 
that we have great confidence in familiar 
things. 


# Note this observation by James Webb 
Young, J. Walter Thompson senior con- 
sultant, an admaker of tremendous abili- 
ty: “It seems that one of the deepest 
needs of the human being is for ‘at- 
homeness’ in his world. The oldest and 
most basic element in advertising caters 
to this need. It is designed merely to 
make something familiar to you, such as 
the name of a product. Just the name 
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GUESS WHAT—The product advertised here 
is tools: wrenches, screwdrivers, pliers, 
etc. But who would ever guess it? Certain- 
ly not the reader as he glances through his 
copy of Business Week. Let me repeat my 
conviction in the words of David Ogilvy: 
“No advertisement should require more 
than a split second for the reader to iden- 
tify the kind of product being advertised.” 
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Perhaps not so fast in the formative months. But 
now the average share of audience for ABC Daytime 
Television is really sprouting. In fact, the final Re- 
port for August was 24.1! ABC Daytime has added 
weight, too. The 770,000 homes delivered in October, 
1958, have more than doubled to 1,650,000. Good size 
for a growing network, but nowhere near full growth! 
(For good measure, the cost is only $7,200 per 
quarter hour, lowest in network television. No won- 
der sponsor buys have shot up, too!) 
d here doy 
pier, ABC * TELEVISION 
igh his Y 
2at { 
<n Source: National Nielsen Ratings, Average Share of Audience, Mon-Fri, 1-4 PM, All Rated Programs. “Average for |i August. **Includes “Day in Court” at 11 AM. 
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alone, repeated over and over. Or the 
name and the package, with no claims, 
no connotations, no imperatives to use 
the product—although these do, in prac- 
tice, often accompany it. If you will 
carefully observe yourself in certain ac- 
tions you will see how this familiariz- 
ing process often serves you.” 

Nothing I have said means that I dis- 
count the value of copy, the fine print 
Quite the contrary. I believe in copy 
copy that is fact-packed and informative 
But I don’t believe the readership ac- 
corded any given advertisement will be 
reduced one iota if the ad immediatels 
reveals the kind of product being adver- 
tised, displays the brand name at a 
glance, and uses an illustration that sells 
hard. I don’t believe that consumer 
benefits flashed in display type will have 
an adverse effect on readership. In fact, 
readership might be increased if the ad- 
vertisement revealed boldly at once what 
the product is and what it will do for the 
reader 


® People read only about things they are 


‘HOW TO’ SUGGESTED—The product here is 
Folex, a highly efficient defoliant which 
makes an acre of cotton lose its leaves at 
any time the farmer wants to pick. But 
you won't discover this unless you read 
the fine print. I have little faith in insti- 
tutional ads of this kind. “How to Make 
Cotton Plants Lose Their Leaves at Pick- 
ing Time” would, in my opinion, be a far 
better headline. 


On the Merchandising Front... 


1 4. Munley 


Tere ore other form of culture bewde phywoul sence 

end | add be profoundly worry to see Ihe tor? 

forgotten @r even to observe 0 london y ' starve reve 

lerory, oF Gemthetic, culture for the whe of mience ee teen a 


Grew! Idee of Wertern Man one of esere: CONTAINER CORPORATION OF AMERICA B 


VIOLATES ALL THREE, BUT—The Container 

Corp. campaign, I am told, is much ad- 

mired and for all 1 know it is creating a 

favorable “image” in behalf of the com- 

pany. But I wouldn’t recommend it as a 

model to be generally followed. It violates 
all three of the Ogilvy precepts. 


interested in. Nothing is gained by trick- 
ing them into reading about a product 
that has no relationship to their wants 
and needs. If I am interested in, say, 
shotguns, I will read about shotguns; if 
I am not, camouflaged copy will get 
nowhere. If I am interested in the wel- 
fare of my dog, an ad that is openly and 
frankly about dog food will capture my 
interest. 

And what goes for product advertising 
goes, in my book, for so-called institu- 
tional advertising. If the institutional 
message is worth saying, if it is cogent 
and worth the reader’s attention, what is 
gained by burying it under a mess of 
fancy writing and irrelevant folderol? = 

> 
Mr. Woolf’s articles are available 

in a handsomely-bound 383-page 

book for permanent reference. Price 

$5.95. Write Advertising Publica- 

tions, 200 E. Illinois St., Chicago 11, 

Ill., for “Salesense in Advertising,” 

available on five days’ approval. 


New Type Cooperation 
by Independent Retailers 


By E. B. Weiss 


The independent retailer has a remark- 
able vitality; despite the enormous growth 
of retail giants, the independent in most 
fields continues to exist, if not to flourish. 
And, of course, in the various types of 
voluntary and coopera- 
tive groups, especially 
in the food outlet, the 
independent retailer 
continues to put on a 
vigorous performance. 

However, as the re- 
tail corporate’ giants 
assume still more gi- 
gantic stature, the in- 
dependents will be 
compelled to develop 
still newer techniques for meeting the 
competition of the big rivals. A decidedly 


E. B. Weiss 


interesting example of what some of the 
newer techniques of the independent may 
involve is furnished by a recently-opened 
suburban operation sponsored by three of 
Manhattan’s famous specialty stores. 

The three specialty stores are: De Pin- 
na, high fashion’ specialty operation; 
Georg Jensen Inc., specializing in silver, 
china, crystal, furniture; F. A. O. Schwarz, 
billed as the world’s largest toy store. 


s These three merchants combined their 
forces when they ventured into suburban 
Westchester, N. Y. And they combined 
their forces in a highly unusual way. 
The three stores are housed, in West- 
chester, in a 64,000 square foot two-level 
building. Within the structure, the three 
merchants operate very much as might 
three families in a single dwelling. While 
each store has a separate entrance from 


the outside, on the interior they are inter- 
connected—there are no interior doors or 
gates separating them! This is-a real inno- 
vation. 

Moreover, all customer facilities, and 
all receiving and other merchandise 
handling facilities are used jointly by the 


three stores. This is another innovation. .- 


There is even a central switchboard 
serving the three stores! 

Within the building, each of the three 
stores maintains its distinctive identity. 
There is no loss of character. 

Yet, the merchandise groupings of the 
three stores have been subtly coordi- 
nated so as to complement one another. 
This, obviously, is still another innova- 
tion 


® Basically, the independent has survived 
by giving up various degrees of his inde- 
pendence. He may not like to face up to 
this reality, but surely it cannot be de- 
nied that, in a voluntary group, for ex- 
ample, the cooperating members have 
exchanged some degree of total inde- 
pendence for the security that comes from 
associated effort. 

This process, by which the independent 
gives up aspects of his independence, will 
continue. Certainly, if just a few years 
ago anyone had had the temerity to sug- 


Learning from the Retail Ads... 
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gest that three staunch individual opera- 
tions such as De Pinna, Jensen and 
Schwarz would ever merchandise in a 
single building in the manner I have 
sketched, he would have been termed a 
lunatic. Yet, today, these smart merchants 
have found a way to combine their in- 
vestment and their merchandising with- 
out sacrificing an iota of their distinctive 
characteristics. 


s The time really may not be far distant 
when that term “independent” may have 
to be changed—because it will have lost 
most aspects of its original meanings. 
The survival road of the independent is 
in cooperative activity with other inde- 
pendents, and this inevitably involves 
giving up more and more of the inde- 
pendent’s original total freedom of action. 

I believe this really brilliant series of 
innovations by De Pinna, Jensen and 
Schwarz will be followed by other equal- 
ly brilliant innovations by other inde- 
pendents, and this will not be limited to 
merchants operating on the same exclu- 
sive levels as these three. In time, it will 
really be hard to distinguish between the 
corporate chains on the one hand, and the 
various types of independent groups on 
the other hand—something that really ex- 
ists in fact right now in the food outlet. = 


The ‘Let's Confuse Us All’ Ad 


pen tomorrow wight watt 9 gant mene 900 te F hilndele 1200 0% 


... take 6 months to a year or more to pay... depending B 


upon your purchases ...with dumm’ exciting new ary 


e-x-t-e-n-d-e-d 


Sa char 


will be no service 


By Clyde Bedell 


(Mr. Bedell is a consultant in cre- 

ative advertising and advertising 

training.) 

This is an ad to sell jewelry. 

It is an ad to sell jewelry on an ex- 
tended charge account. 

No—the small type immediately under 
the big display and illustration, says: 

“purchase your wardrobe all at once, 
excitingly complete! 

“make small and diminishing monthly 
payments” . 


s But large type at the top keeps calling 
for some attention, so if we jumped to the 
top type in the ad we read: “buy your 
spring wardrobe and_ accessories at 
Blanks...take 6 months to a year or 
more to pay ... depending upon your pur- 
chases ...with Blank’s exciting new”... 

Wait a minute. 

Now there’s a “depending on” in the 
thing. And there are accessories. But why 
the repetition immediately above and 
below tne uisplay? The rest is equally a 
mixture of repetition and confusion. 


ge account 


© make wmol!, and deminishing monthly payments 


use yourSR@—> e-x-t-e-n-d-e-d charge account in two ways! 


1 pay approximately 1/6 of your balance due each month....with @ small service charge 
on the previous matth's batonce By poying more, you can of course reduce the service charges 


2. pay the “total due” ony month you wish, upon receipt of ptatement.... here 
dog. 


note! as your balance due goes down ...so do your payments 


‘Ask any selesperson ct MEME about this lefolly new and sensible buying pion! It's not necessary to visit the credit office! 


What is “exciting and new” in the year 
1959 about this kind of credit? And why 
an arm and jewelry to announce ‘ward- 
robe credit?” And why type inversion to 
make an already dull “exciting and new” 
story harder to get? 

Almost any store executive is aware 
that he has competition—except the ad- 
vertising executive. 

The advertising executive apparently 
often feels that anyone will do almost 
anything to prove his story out of an 
agglomeration of type and picture. He 
feels there is nothing else in the paper, 
in news or advertising columns, beckon- 
ing to the flitting eye and mind. So he 
creates an ad out of the kaleidoscopic 
potpourri of type and chance that an 
undisciplined mind permits an undisci- 
plined lead pencil to create. 

It just makes most ads cost 200 to 
500% per reader what any ad should cost, 
if I may use figures so loosely. Often the 
cost would be from 100% to 1,000%, I am 
sure. 

It is far more profitable to buy careful, 
considered FUSION of art, headline and 
copy, than confusion. # 
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So h [i 
Pare 6 million women customers took home Betty Crocker’s This is ACTIVISM, the unique way Family 


hat an . recipes in Family Circle—nearly 3 million went back to Circle gets action . . . action in the store where 
ndisci- buy the products General Mills was advertising! That’s it’s sold .. .in the home where its ideas are used 
} performance. Surprising? No. Not when you combine ...and back in the store where women buy 
‘ees Betty Crocker’s tremendous appeal with the way what Family Circle sells them. ACTIVISM 
age te Family Circle reaches homemakers eager for new ideas. works. And General Mills is putting Family 
>, 1 am Family Circle goes home every month with over 5 mil- Circle ACTIVISM to work again this December 

lion customers... who buy it in food stores. . . super- with the 1959 Holiday Almanac. We'd like to 
-areful, markets...drug stores... variety stores... newsstands. tell you more about this recipe for success. 


ne and ; 
(You'll see more examples of ACTIVISM-at-work in these pages soon.) 
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Enough of Betty Crocker’s ‘‘Wonderland Cookies” to reach from New York to Kansas City— pe Pe ibe 
that’s what cooks! Plus other holiday treats that women baked by the millions, when they read a FAM | LY Me 
the 10-page Holiday Almanac that General Mills bound into last December’s Family Circle. CIRCLE ‘ 


IS 
ACTIVISM! 


-.. the dynamic 
new concept of 
total magazine 
performance 
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MARKET FORECAST: | 
CLEAR SELLING 
AHEAD IN MEMPHIS 


by 
Bert Ferguson 

Exec. Vice-President, 
WDIA 


Fair and sunny—with ly rising 
sales and clear selling hoa 


That's the Memphis Negro Market 
forecast. And it’s one prediction you 
can count on—if you’re on WDIA! We 
at WDIA would like to share our suc- 
cess story with you, here in America’s 
10th largest wholesale market! 


America’s only 50,000 watt Negro 
Radio Station — that’s WDIA! Only 
50,000 watt station in the Memphis 
area—WDIA! First station in the coun- 
try to program exclusively to Negroes 
—again, ! 


How can WDIA’s success add up 
high volume sales and profits for you!’ 
It's this pmeee: Negroes make up over 
40% of the Memphis market! And you 
sell them only with WDIA! That's 
why, no matter what your budget is 
for the Memphis Market . . . no mat- 
ter what other media you're usin 
a big part of every advertising 
must go to WDIA! 


ollar 


More Than A Radio Station! 


Negro nowepepes and magazine read- 
ership is low. Television ownership is 
low. And, because he listens first and 
foremost to WDIA, you don’t sell the 
Memphis Negro with any other radio 
station! IN JUST 10 SHORT YEARS, 
WDIA HAS BECOME MORE THAN 
JUST A RADIO STATION—IT’S AN 
ADVERTISIN FORCE IN THE 
MEMPHIS MARKET! 


Yes, WDIA literally puts the Mem- 
ane Negro Market in the palm of your 

and! ere are several outstanding 
reasons why! 


WDIA's Negro entertainment staff 
commands the Memphis Negro’s loyal 
listenership through a unique combi- 
nation of personal appeal and high 

wered salesmanship. What's more, 

y active public service and civic 
leadership, WDIA has become such an 
integral part of its listeners’ daily lives 
that it’s known far and wide as the 


“Goodwill Station.” 

Does porscnolions selling plus 
“Goodwill” pay off in dollars and 
cents? You bet it does—in a big way! 


WDIA reaches 1,528,364 Negroes! 
That's the biggest market of its kind 
in the entire country! They have to- 
taled up earnings of $616,294,100 per | 
year. And spent, on the average, 80% | 
of this income on consumer goods! 


Buying Market! 


It's a big market. It’s a loyal market. 
And most important of all, it’s a buy- 
ing market! A few examples: Last 
year Negroes in the Memphis market 
area bought 47.9% of the sugar sold in 
Memphis . . . 78.4% of the packaged 
rice . . . 47.8% of the household waxes 
and polishes . . . 41.6% of the bread! 


In the past 10 years, national and 
local advertisers have invested 
$4,396,854.81 on WDIA. That's a lot of 
money. That's a lot of satisfied adver- 
tisers. And . . . WDIA consistently 
carries more local and national adver- 
Le oy than any other station in Mem- 
phis! 


The year-in, year-out list incl 
B.C. HEADACHE REMEDY . i 
WONDER BREAD .. . PROCTER & 
..» MeCORMICK TEA ... 
CIGARETTES ... BRER 
RABBIT SYRUP FOLGER'’S 
COFFEE. 


udes: 


| 

| 

| 

aed 

No matter what your line, we'd like | 

to share our success story with you! | 

Why not write us today? We'll send | 

you facts and figures pertaining to | 
your particular field. 


Top Rated by All Audience Surveys 
for Ten Years! 


WDIA is REPRESENTED 
NATIONALLY BY THE 
BOLLING COMPANY 


EGMONT SONDERLING, 
President 
ARCHIE S. GRINALDS, JR., 
Sales Manager 
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SEP SPECTACULAR—American Cyanamid Co. is using a four-color 
“Dutch door” spectacular in The Saturday Evening Post Sept. 26 to 
break its fall corporate advertising campaign. The ad consists of a 
spread encompassing six horizontal half-pages, each featuring a dif- 
ferent Cyanamid product. Other magazines on the fall schedule are 
Barron’s Weekly, Business Week, Chemical Engineering, Chemical & 
Engineering News, Chemical Week, U. S. News & World Report and 
the Wall Street Journal. Erwin Wasey, Ruthrauff & Ryan, New York, 
is the agency. 


| 
| 
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It’s the ripe red apple 


they go for every time— 


which is the reason knowing advertising men employ 
high powered creative talent to dress their convincing 
reason-why copy in the most desire-provoking physical 
“raiment” they can devise. . . . It's also a reason so many 
of them continuously insist on ROGERS’ photoengraving 
craftsmanship and understanding of advertising objec- 
tives. They've proved to be dependable insurance that 
the physical allure of their messages will be accurately 


reproduced inthe pagesof their chosenadvertising media. 


ROGERS 


engraving company 
2001 calumet avenue ¢ chicago 16 


Advertising Age, September 28, 1959 


Nielsen Network TV 
Two Weeks Ending Aug. 23, 1959 


Copyright by A 


. C. Nielsen Co. 


Nielsen Total Audience“ 
TOTAL HOMES REACHED 


Homes 
Rank Program (000) 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) 14,107 
2 All Star Football Game (Liggett & Myers, Std. Oil of Indiana, ABC) ........ 13,484 
3 Have Gun, Will Travel (Lever, Whitehall, CBS) 12,238 
4 Wagon Train (Ford, National Biscuit Co., NBC) 11,837 
5 The Rifleman (Miles Labs., Procter & Gamble, Ralston, ABC) .........:0-:0-++++ 11,303 
6 Ransom of Red Chief (Rexall, NBC) 11,259 
7 I've Got A Secret (R. J. Reynolds, CBS) 10,591 
8 U. S. Steel Hour (CBS) 10,324 
9 Best of Groucho (Lever, Tomi, NBC) .........cssessseesersreeesserensenesresenesnncsnnnensenses 10,324 
10 Peter Gunn (Bristol-Myers, NBC) 10,324 

PER CENT OF TV HOMES REACHEDT 
Homes 
Rank Program (%) 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) 32.5 
2 All Star Football Game (Liggett & Myers, Std. Oil of Indiana, ABC) ........ 31.2 
3 Have Gun, Will Travel (Lever, Whitehall, CBS) 28.0 
4 Wagon Train (Ford, National Biscuit Co., NBC) 27.0 
5 The Rifleman (Miles Labs., Procter & Gamble, Ralston, ABC) .............0+ 26.3 
6 Ransom of Red Chief (Rexall, NBC) .............ccccccccccessecrreeeeeseenes 25.7 
7 I've Got A Secret (R. J. Reymolds, CBS) .........:ccccsscessenssnseenseenenenrssenenesnesees 24.2 
8 OD. Be ined Biete CED  coccecccnnntscesescissencocisntickasastesesescsosincescignccsanne 24.1 
9 77 Sunset Strip (Several sponsors, ABC) .........:ccsseesseeeeenenreneee 23.9 
10 Alfred Hitchcock Presents (Bristol-Myers, CBS) .........:sccssscsereeeeeeseneres 23.8 

Nielsen Average Audience** 

TOTAL HOMES REACHED 

Homes 
Rank Program (000) 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ..........:ccssssseeeensereeeerenee 13,350 
2 Have Gun, Will Travel (Lever, Whitehall, CBS) .............cccccccscccceeererereseeserenes 11,348 
3 The Rifleman (Miles Labs., Procter & Gamble, Ralston, ABC) .. 10,413 
4 I've Got A Secret (R. J. Reynolds, CBS) ........:cccsccccsseessmeeseesseesenaeensasenereens 9,523 
5 Peter Gunn (Bristol-Myers, NBC) ........cc.ccscccsscsseeeesreerseessensepesenesnensennesensenens 9,434 
6 is i I I, TT i cccn csssisnvessonsessscsensssonecsoneteneessensseboutes 9,345 
7 Alfred Hitchcock Presents (Bristol-Myers, CBS) .........::cccccsscecseeeereeeeeenecsneenee 9,123 
8 Joseph Cotton Show (General Foods, CBS) ...........:ccccsssessceseneeeenetneceanennnes 8,722 
9 Pemstine Diciiei CRIT FR, GED. oi cecssevscosvcsecccccccssscocessnescesncscesecocesoserees 8,678 
10 Wyatt Earp (General Mills, Procter & Gamble, ABC) ...........sssesereeneeeees 8,589 

PER CENT OF TV HOMES REACHED} 
Homes 
Rank Program (%) 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ............ccccccescessensenseeeeeneees 30.8 
2 Have Gun, Will Travel (Lever, Whitehall, CBS) ..............:cccceee ss selicuaaaiats 26.0 
3 The Rifleman (Miles Labs., Procter & Gamble, Ralston, ABC) .................. 24.3 
4 ise Sie Ay GE Ge. F.C SOD cscssssscvssccorcescccasscossreccetesnesonscnsesconenee 21.7 
5 DU Sy, TPM, CIGD ccnsccesssenscccccccenssscasessnbsseperteciintosooneccnesonenes 21.5 
6 Best of Groucho (Lever, Toni, NBC) ...... 21.3 
7 Alfred Hitchcock Presents (Bristol-Myers, CBS) .......... 21.2 
8 Joseph Cotton Show (General Foods, CBS) ..........:..:cccscssesseseeseensseeceeneeesees 20.0 
9 Wyatt Earp (General Mills, Procter & Gamble, ABC) ............ccccccccceeeeeeesees 20.0 
| 10 Frontier Justice (General Foods, CBS) ............cccccceesseeees 19.8 


* Homes reached by all or any part of program, except for homes viewing only one to 


five minutes. 


** Homes reached during an average minute of the program. 
+ Percented ratings are based on tv homes within reach of station facilities used by each 


program. 


U.S. Printing, Diamond 
Gardner Ratify Merger Plan 

Stockholders of Diamond Gard- 
ner Corp. and U.S. Printing & 
Lithograph Co. have ratified a 
merger plan whereby Diamond 
Gardner will exchange 907,200 
shares of its stock, with a current 
market value of about $30,000,000, 
for U.S. Printing & Lithograph’s 
336,000 outstanding shares. The 
new company will be called Dia- 
mond National Corp. 


Diamond Gardner makes 


Is Editorial Opinion 


Favorable? . 


Press Clippings can keep you informed 
of popular misconceptions that need to 
be corrected . . . or can help you ride 
a wave of popular support. You can invest 
your public relations and institutional 
advertising dollars effectively and intelli- 
gently when you know what the editors 
of the nation are thinking and saying. 
Interested in learning how we can 
serve you? 


Y Est. 1888 
PRESS CLIPPING BUREAU 


165 Church St., New York 7, N. Y. 


Phone BArclay 7-5371 

| 1868 Columbia Rd. NW, Wash. 9, D.C.—CO 5-1757 

| Magee Bidg., Pittsburgh 22, Pa. — COurt 1-5371 
14 E. Jackson Bivd., Chicago 4, Il.—WA 2-5371 

| 1456 N. Crescent Heights Bivd., Los Angeles 46, 

} Calif.—Phone Oldfield 6-030¢ 

| One Operations Office (Livingston, N. J.) 


| master-eraftsmen of photo-engraving | NEWSPAPERS + MAGAZINES + TRADE PAPERS 


matches, woodenware and prod- 
ucts for the packaging field; U.S. 
Printing & Lithograph makes la- 
bels, cartons, posters, wrappers 
and other products. 


Carr Liggett Names Two 

M. F. Ranney, former vp of Full- 
er & Smith & Ross, and Harold 
Shoup, formerly with Babcock & 
Wilcox Co., have joined Carr Lig- 
gett Advertising as account exec- 
utives. Mr. Ranney has been serv- 
ing in a private capacity as mar- 
keting and sales promotion con- 
sultant for the past year. Packag- 


ing Corp. of America has named 
| Carr Liggett to handle its advertis- 
| ing. 


| F. H. Snow Launches Campaign 

F. H. Snow Canning Co., Pine 
Point, Me., has launched a national 
radio saturation campaign which 
will be climaxed by 3%-hour pro- 
grams of popular music on Satur- 
day nights. The campaign will be 
implemented by newspaper adver- 
tising and other media. Daniel F. 
Sullivan Co., Boston, is the agency. 


Willamette to Pacific National 
Willamette Valley Lumber Co., 
Dallas, Ore., producer, with affil- 
iated companies, of lumber, ply- 
wood and specialty panels, has ap- 
pointed Pacific National Advertis- 
ing Agency, Portland, to handle ad- 
vertising and public relations. 
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(Ask your wife...or 6,000,000 other women) 


Magazines edited specifically for women are do- 
ing better than ever before... but one magazine 
always does far and away the best. It’s because, 
if you ask a woman, Ladies’ Home Journal has the 
most and the best inside it. Look how Journal cir- 
culation has climbed, and 
keeps climbing. July cir- 
culation was a record of 
over 5,850,000. Reports 
for August and September 
indicate new all-time cl 
highs. Now, for the last ~ 
three months of 1959, 


Ladies’ Home Journal circulation will average 
over 6,000,000—the highest circulation of any 
magazine for women, ever. Women want the 
Journal for what’s in it. Advertisers want the 
Journal for what they get out of it. That’s why 
Ladies’ Home Journal~al- 
ways No. lin advertising 
revenue—has gained 52 
advertising pages (a 17% 
gain in revenue) so far 
over lastyear. Never under- 
estimate the power of the 
No.1 magazine for women, 


A CURTIS PUBLICATION 
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These Pools Aren't Fishy 


To the Editor: I am afraid we 
started a vogue some three years 
ago when we started offering our 
swimming pools as contest prizes 
both on television and in print me- 
dia. 

We noted with interest the short 
story on Page 2 of your Aug. 24 
edition about the swimming pool 
awarded to the lady contest win- 
ner in Great Falls, Mont., which 
in reality turne? out to be a 69¢ 
fish bowl. Recently, our clipping 
service picked up some rather ad- 
verse publicity about another pool 
manufacturer who offered a pool 
as a contest prize on a national 
television show. The winner was 
a little girl who lived in the Mid- 
west, and after winning the pool, 
was advised that it had to be 
erected on a’ plot of land in 
southern Florida. 

So that people do not get the 
idea that all pool prizes are phony, 
it might interest your readers to 
know that International has given 


away some sixty Supreme and/| 


Living pools as contest prizes dur- 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


ing the past three years. In cagh, 
this totals well over a quarter 
million dollars in merchandise. 
You might be interested to know 
that more than one half the win- 
ners have settled for cash rather 
than the actual pool, largely due 
to the fact that they did not have 
suitable yard space, or did not 
own their own home. 

We certainly sympathize with 
the woman in Great Falls and 
hope that if she wins her suit, she 
will wisely invest her $6,000 in 
an Esther Williams swimming pool. 

Incidentally, please -accept our 
wholehearted congratulations on 
your very fine efforts as a spokes- 
man for the communication in- 
dustry ... keep up the good work. 

David R. Lawson, 

Public Relations Manager, In- 

ternational Swimming Pool 

Corp., White Plains, N. Y. 


| 
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Nothing Like Cigarets 
(and Beer) on a Fishing Trip | 
| To the Editor: I was very much | 
‘interested in the criticism in the | 


Creative Man’s Corner, “Art 
That’s ‘Too Good’ Can Foul Up} 
the Advertising Message” (AA, 
Aug. 17). 

It was our privilege to carry 
this same copy in The Sporting 
News. 

When the copy was received, it 
made quite an impression on me, 
and along with it lingered in 
mind “The cigaret is Lucky Strike, 
The Taste is Unforgettable.” 

I have taken a lot of fishing 
trips and in my time consumed a) 
lot of beer on fishing trips, espe- 
cially beer in bars of all kinds 
and speakeasies during Prohibi- | 
tion. I always brought along ain | 
bottles of beer on trips out of 
town. When fishing I frequently | 
had a bag attached to a boat with | 
half dozen bottles of beer in it, | 
hoping that the water would keep | 
the beer cold. However, it is rath | 


ler a difficult thing to carry in a| Corner” in the Aug. 17 issue of 


boat when fishing, to have enough 
beer to satisfy two fishermen. | 
However, there is nothing like a 
cigaret while waiting for a bite. 
Incidentally this is the first 


letter of the kind I have ever 


PS 
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Delightful Deadline 


|advertiser wishes to set forth. I 


MAN 
ON THE 


\/ TOWN 


SUPERIOR ENGRAVING CO. 2/5 West Superior St. € Chicago 10, Ill. 


dN 


At five, this sharp ad man bids toil and 
turmoil adieu . . . to live like people live. 
Going steady with Superior Engraving 
means no more late dates with engravings. 
Night owl facilities result in early bird 
delivery . . . eagle-eyed craftsmanship even 
on the hottest jobs. For superior service 
and superior quality call SUperior 1-1070. 


CALL NIGHT OR DAY 


Chicago’s Foremost Photoengraving 
and Offset Platemaking Plant 
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‘The cigarette is Lucky Strike 
The taste is unforgettable. 
Get the honest taste of a LUCKY STRIKE 


« & hme eet Sle = a ww 
~— 


written and I am only prompted 
to do so expressing a difference 
of opinion. 
J. G. Taylor Spink, 
General Manager, The Sport- 
ing News, St. Louis. 
e 


To the Editor: I was very much 
disturbed by your “Creative Man’s 


ADVERTISING AGE. Here, your editor | 
takes issue with a Lucky Strike ad 
by charging that “Art That’s ‘Too | 
Good’ Can Foul Up the Advertis- 
ing Message.” 

I argue with so many points in 
this small statement, I hardly know | 
where to begin. To start some- | 


| where, how can anything be “too | 


good?” How can anything good 
“foul up” anything? 

Unfortunately, I never saw this 
advertisement in any publication 
but even in your reprint it re- 
sembles, to me at least, a lovely 
image of the lovely reason for | 


| -moking—and a refreshing change 
|from the nonsense-category rea- 


sons most cigaret advertising veers 
towards. It says, simply, that for 
the relaxation and the flavor of a 


| cigaret, smoke Lucky Strike. 


Then, too, any piece of art (pho- 
tography or otherwise) that has 
enough beauty and evocative qual- 
ity to captivate the eye, the heart 
and the mind, certainly is a plus 
selling factor for the message the 


did not find the brand image sec- 
ondary, in this ad. I did find it a 
new and delightful image for the | 
cigaret and trust thousands of | 
others were relieved to see a ciga- | 
ret advertised for what essentially | 
it is—a blissful, tension break 
Natalie Donay, 
Advertising and Publicity Di- 
rector, Charles of the Ritz, 
| New York. 


To the Editor: An advertising 
message that can “foul up” by the 
use of “too good” art ... deserves 
nothing else. 

Perhaps our Creative Man has 
been in that corner too long. 

Sam Greenbaum, 
Advertising Consultant, Phil- 
adelphia. 

7 

| To the Editor: If you would 

please trouble yourself to consider 

the good points more than you 

did, concerning the Lucky Strike 

ad in the Aug. 17 issue [The Crea- 

| tive Man’s Corner], I am sure 
you would find yourself: Wrong! 

John Erickson, 

Chelmsford, Mass. 

7 
| To the Editor: 
might like to know that Jon Ab- 
|bot took this photograph. Thanks 
|for your comment. (It is causing 

| quite a stir in N. Y.). 

| Tad Korval, 

(Jon’s Rep.), New York. 

| 


a ee e 
Food Is Food, Not Medicine 
To the Editor: The National Food 
Conference’s emblem with legend 
| of “Food Comes First” (AA, Aug. 
| 24) deserves a turn-down by food 
|advertisers who elect to stay in 


I thought you} 


| their field and sell food as food, 


first before ideals or that eating 
belongs before living, learning, 
doing. To them, full minds are 
more important than full stom- 
achs. And to homemakers who 
are obliged to spend a big slice of 
income for food, the phrase can 
be as irksome as the subject of 
taxes to business men. While to 
religious people there is some- 
thing to a hungering and thirsting 
after righteousness before bread 
and wine. And by any reasonable 
calculation of waking hours, food 
is last in importance to other nor- 
mal expectations and opportuni- 
ties. The phrase intones neces- 
sity, even gluttony. Food adver- 
tisers must pronounce delectable- 
ness. Why then present this false 
principle of life and living, of 
growing and gaining in power 
and personality? Youthpower and 
adultpower will be built as an en- 
lightened people know. And in the 
process, food will be taken in 
stride only, and not as something 
that’s first. 
Harold R. Gingrich, 
Oak Park, IIl. 


ee ee 
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LEADERSHIP 


Imitation Is Sincerest... 

To the Editor: Our ad for Sports 
Afield appeared in the April 21, 
1958, issue of ADVERTISING AGE. 

As we've said before, the sin- 


cerest form of flattery... 
Howard M. Roshkow, 
Copy Chief, E. A. Korchnoy 
Ltd., New York. 


Southern Comfort Amplification 

To the Editor: There was an er- 
ror in your news item on Southern 
Comfort in your Sept. 14 issue. The 
news release failed to include men- 
tion of the fact that the Southern 
Comfort 12-page color insert will 
also be in the December issues of 


;not as a medicine. Youth is not} Playboy and Esquire. 


‘going to allow that food comes 


This error was not yours. It was 
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mine. For convenience sake I had 
given TV Guide permission to issue 
the news release but failed to make 
sure that they would cover all the 
facts. They did not include mention 
of Playboy or Esquire in their re- 
lease. 

Even though the error was not 
that of ApvERTISING AcE it would 
be greatly appreciated if you could 
correct it in a subsequent issue .. . 

Ron Smillie, 

Account Executive, Krupnick 

& Associates, St. Louis. 

e © 


Reading AA in Germany Led 
to Translation of Erwin Book 

To the Editor: You may be inter- 
ested to hear another answer to 
the question “Does it pay to read 
ADVERTISING AGE as far away as in 
Germany?” 

My answer will definitely be 
“Yes.” This now is the third year 
I’m getting ADVERTISING AGE reg- 
ularly. Of course, mainly the fea- 
ture section in the back of the 
magazine is the most valuable 
over here as the news about the 
advertising industry in the U.S. 
are not as important over here. 
However, even the news section 
has given me quite an amount of 
new ideas and is helping to broad- 
en advertising knowledge in order 
to improve one’s abilities. 

But I have had an opportunity 
to prove for myself how valuable 
the news coverage AbVERTISING 
AcE is giving can be. 

The issue of March 17, 1958, 
carried a story about Mr. Thomas 
Erwin’s new book “Solicitation 
And Presentation Techniques.” Al- 
ways in search of new ideas and | 
helpful hints for my own work as | 
an advertising consultant, I thought | 
this book could be very valuable 
for me. And what’ is more, I had 
the idea that this book not only 
would be helpful for me but also 
for quite a number of German ad- 
men. I thought it possible to pub- | 
lish a German language edition 
with a potential market for about 
100 copies. 

So I propored a license agree- 
ment to Mr. Erwin, made a thor- | 
ough translation of the book and | 
published the German edition in 
April this year. With the help of | 
one pre-publication mailing the | 
first 100 copies of the German | 
edition were sold when they came | 
off the press. With two additional | 
mailings, in the meantime, nearly | 
all copies of a second printing of | 
100 have been sold. 

The German edition sells for. 
DM 460 [about $110] per copy | 
while the pre-publication price has | 
been DM 390 [about $93]. You see | 
the whole thing turned out to be a 
highly successful venture. | 

This all leads me to write this | 
letter to you and say a hearty | 
“thank you” to Ap AcE. If I) 
hadn’t read ADVERTISING AGE I) 
probably wouldn’t have heard | 
about this book up to now and | 
quite a few advertising .consult- 
ants and advertising agencies in | 
Germany wouldn’t own this very 
valuable book which they now do | 
appreciate very much... | 

Hubert Schnabel, | 

Dusseldorf am Rhein, Ger- 
many. | 
} 


Detends Columnists’ ‘Prey’ 

To the Editor: Hurrah for Andy 
Armstrong and James D. Woolf— | 
most of the time. | 

For their columns in the Aug. | 
10 AA I would take up the cud- | 
gels for their prey, at least to a | 
certain extent. | 

An automobile, especially one | 
valued as high as a fat mahara- | 
jah, is a mighty difficult product 
to advertise. When they are spilled 
from the production line like 
granules of coffee from a can} 
even the most realistic photogra- | 
phy would not make elegance, 
smartness and value—-believable. | 
And what of the Mercedes Benz | 
photo? What does it tell you of | 
the product? Is it a small, diesel ' 


powered taxicab? Is it a $12,000.00 | plied to another catalog. Precis is 


sedan? To be sure, it is a distin- 
guished radiator cap, but does this 
photo tell every New Yorker read- 
er what he wants to know about 
Mercedes-Benz? 

Mr. Woolf does not like off- 
beat ads, so no matter to whom 
the Springs Cotton Mills ad was 
directed he would find it inde- 
fensible. However, I doubt that 
the ad was directed to the millions 
of housewives who carefully invest 
their hard-earned money, unless 
they become Esquire subscribers. 

William S. Snyder, 
McMaster-Carr Supply Co., 
Chicago. 

* * . 
Gets Requests for ‘Precis’ 

To the Editor: Thanks very 
much for Kenneth Butler’s refer- 
ence to Precis (AA, Aug. 3). I'd 
guess that more than 50 people 
have written for a copy of Precis 
as a result of his article. 

I’m sorry that he didn’t tag 
Precis with the same “well estab- 
lished” description that he ap- 


used by six of the seven largest 
advertising agencies and by the 
three largest pr counsels. I think 
we get more business from these 
people than does any other cata- 
log. Our company accounts in- 
clude the largest corporations in 
the world. 
We’re only 18 months old, but 
we're very well established. 
Ronald N. Levy, 
Editor, Precis, New York. 


Washington News Is Usetul 

To the Editor: I’m not one to 
write fan letters to trade papers, 
but you have one feature in Ap- 
VERTISING AGE every week that is 
so useful to us here that I thought 
I’d tell you about it. 

It’s the column your Washing- 
ton correspondent Stanley E. Co- 
hen writes called, “This Week in 
Washington.” 

Because we are a_ specialized 
sales promotion and direct mail 
counseling and creative organiza- 


tion with clients in consumer, 
mail order, industrial, financial 
and publishing fields, it’s impor- 
tant that we get complete infor- 
mation on Post Office Department 
and Federal Trade Commission 
rulings. 

These appear in newspapers, 
trade journals and newsletters, 
but nowhere can I or our staff 
depend on getting information 
needed quickly and completely as 
in Mr. Cohen’s column. His inter- 
pretation of what rulings mean 
are invaluable for us in planning 
our clients’ programs. His fore- 
casts have been surprisingly ac- 
curate and his comments most 
helpful. 

We find this column one of the 
most useful features in the adver- 
tising trade press and frequently 
clip it for our files and make 
Thermo-Fax copies of items which 
we send to clients. 

Just thought you'd like to know. 

Renee Kaplan, 

Vice-President, William Stein- 

er Associates, New York. 


STORY 
BOARD 


WTRF-TV 


The young man had to 
rush his wife to the hospital 
in o terrible hurry. The race 
was swift and the occasion 
dramatic, but they didn't 

quite make it. The child was born on the 

lawn outside the hospital 
In time a bill came, and among the 
items was one which read: ‘Delivery Room, 
$35." 
The new father returned the bill indig- 
nantly, pointing out the injustice and de- 
ding a readjust t. The bill come 
back promptly, and the father was aston- 
ished to read the following revision made 
about the disputed item: “Greens Fee, 
$35." 

@ infiction has hit everything but the cost of 
reothing the 2 million people in the 36- 
county WTRF-TV area. They're happy, busy 
people in a region where industrial diversifi- 
cation is the key to their annual spendable 
income of $2'% billion. Let the George P. 
Hollingbery people show you how te reach 


them quickly, economically, profitably. 
CHANNEL WHEELING, 
SEVEN WEST VIRGINIA 


Advertisers and ad agencies have put much 
time and effort into finding out what happens 
when a magazine like PURCHASING reaches the 


desks of industrial buyers. 


One approach, editorial analysis, evaluates pub- 
lications in terms of their helpfulness and use- 
fulness to readers. On this score PURCHASING 


Magazine is tops. 


Another approach measures the amount of time 
purchasing agents spend with an average issue. . 
Independent studies show that PurRCHASING 


Magazine outstrips its field by far. 


A third technique is based on reader preference 


| want to know the readeration” 


The man knows that circulation can only take 
a magazine to a purchasing agent’s office. It’s 
what happens after it gets there that counts. 


studies. We never make these studies ourselves. 
But PurcHasinc Magazine comes out on top 
in every independent survey we’ve ever heard 
about, and we’ve seen a lot of them. Even sur- 
veys that include executives other than pur- 
chasing agents show that PurCcHASING ranks at 


or near the top among all business publications. 


ready for you. 


i 


nt 


A CONOVER-MAST PUBLICATION 


If you’re looking for “‘readeration” that sparks 
reader-action from your advertising, look over 
the evidence. Our nearest representative has it 


URCHASING macazine 


ona 


the news and methods magazine for industrial buyers 


205 East 42nd Street, New York 17, New York 
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September Pages and Linage in Farm Publications 


Current Figures for U. S. and Canadian Publications Reporting to Advertising Age 


KEY: (mon)-monthly; (sm)-semi-monthly; (bm)-bi-monthly; (bw)-bi-weekly; (w)-weekly; (d)-daily; (q)-quarterly. 


Commercial Dis- 
Commercial Dis- play Excluding 
play Excluding Poultry, Classified 
Poultry, Classified and Livestock, 
and Livestock in Lines 
. in Pages —, ———— Total Advertising, in Lines ———, 
Sat sein a "St eat” Ne ee ie i a 
» A. . * . . oe oe * 
. 1959 1958 1959 1958 1959 
1959 1958 1959 1958 1959 1958 1959 1958 1959 1958 
California Farm Bureau 7 9,853 
General Farm Publications Monthly (mon) ..... os 137 920 124 7.908 ant a 
GAmerican Agriculturist (sm) 20.2 30.2 261.0 258.0 14,681 22,299 189,114 188,753 12,814 20,557 | Cooperative ) Digest md 53 42 8D . . . F 
: : County Age o-Ag 395 
ig ny 65.5 86.8 5238 597.9 49,578 65,653 396,024 452,037 48,515 63,968 | Teacher (mon) ....- 23.9 242 228.1 240.7 10,239 10,395 97,763 103,136 10,239 10, 
+ anne §lowa Farm Bureau 
Ag Delta ee a9 16.7 78K 1S ——— 68S — | Spokesman (w) ..... 438 (412 (4208 (408.0 (44457 41.818 mm om “& os 
SWestern Edition... 8.7 —— 155.4 —— 6,599 ——— 117,543 ——~ 5,904 ——— | Michigan Farm News (mon) 2.3 22 21.2 24.7 S.d87 Ba Bt Se 4032 5,343 
Average 2 Editions .. 93 —— 158.1 ae 7,069 ——— 119,531 — 637355 -—-—— Missouri Farmer — = eg 4 = Py 7 488 69. 68.314 7.764 7,488 
: National 4-H News (mon q t : . J Y , ° y 
nee eee 404 36.6 363.8 418.4 33,019 33,703 294,591 328,294 31,661 32,387 Nation's Agriculture (men) 9.4 9.7 67.2—73.2.-«4,233« 4,371 «(30,22 32,904 — 
#Sou tien .. Y 1863 32,097 279,400 315,385 29,505 30,781 | Ohio Farm Bureau 
ayy ites |. oo 3s. ssa ‘taa2 39a 32.955 286,995 321,895 30,583 31,584 News (mon) ......- 82 191 936 969 3,675 8,601 42,439 43,666 —— 
Capper's Farmer (mon) 32.9 48.8 351.0 452.1 14,105 20,940 150,591 193,957 13,324 20,134 a my News: a 161 118.7 1084 17,209 17,493 129,185 117,784 16,785 17,157 
Colorado Rancher =). ? ; 15,508 16,198 123,483 115,536 15,084 15,862 
. i 22, 255,459 209,454 27,843 21,541 West Edition ....... 14.3 49 1138 1064 ‘ . 
gues Tene tact 8 sae saa ond 57.9 a3 i208 476,138 437,418 42,532 41,742 Average 2 Editions .. 15.1 15.5 116.1 107.5 16,359 16,845 126,198 116,654 15,985 16,509 
tt*Electricity on the Total Group ........ Tiga W4i8 11435 12055 58570 69.672 561,829 623,471 48,605 54,499 
form (mon) .....-- —_> s— 7992 05 —— 27,335 23,182 —— {Started publishing sectional editions in July 1959, so there will be no 1958 figures. §Not included in totals; figures shown 
Farm & Ranch—Southern Agriculturist: (mon) 134,555 140,223 11,823 13,987 are for August issues as September figures were not available as this issue went to press. #{Not included in totals. 
theastern Edition 30.1 35.7 313.6 326.9 12, 15,315 ; , F , 
teen Edition 31.7 33.4 317.5 324.6 13,580 14,332. 136,191 139,265 12,309 12,802 Li k 
# ern ' Dairy & Livestoc 
Average 2 Editions 30.7 348 315.1 326.0 13,178 14,932 135,192 139,849 12,013 13,506 139 65.287 «$8,049 6,877 «5,453 
Farm Journal: (mon) Breeder's Gazette (mon) 25.3 166 ASS FaL8 51800 38980 354.959 30294 17157 13,367 
“Central Edition ... 89.9 75.8 753.8 711.3 38,569 32,499 323,365 305,163 37,118 31,349 | The Cattleman (mon) .. 123.2 92.8 845.3 721. ; , : i 
Eastern Edition ... 74.9 65.1 681.1 634.0 32,134 27,925 yon eye ey --4 oye ar Belt — Dailies: (d) 
H#Southern Edition .. 61.7 58.9 588.1 570.4 26,486 25,278 252, ; ; icago Dai 24.0 24.4 2535 253.4 51,118 51,881 539,542 539,313 33,575 34,229 
Western Edition 83.1 65.9 727.0 669.2 35,637 28,283 311,872 287,091 34,186 27,133 Drovers Journal: . , y ' j 5 j 
A 4 Editions .. 714 66.4 687.5 646.2 33,207 28,496 294,933 277,230 31,756 27,346 Kansas City Daily = ne 
copenm Guvterty tab . 90.0 75.5 295.5 252.0 41,580 34,881 136,521 116,424 ——— Drovers. Telegram «24.6 = 25.8 «255.1 255.3 52,412 $4,975 542,891 543,329 41,894 40 
} Aa RAE 96.2 103.5 836.1 797.5 76,997 GLIBL 655486 625,201 TLAIS 75,914 | Omi le cuman . 30.2 25,0 281.S 280.8 64,099 53,212 599,108 597,525 50,893 42,292 
Oklahoma Edition . 43.5 37.2 296.5 3111 33,036 16,000 215,551 133,498 31,118 14,816 St. Louis Daily 341 30912 35,781 
Teme Edition 34.5 30.5 249.2 283.8 26,186 13,104 179,989 121,759 24,458 11,777 ‘Livestock Reporter. 18.2 2.1 203.6 191.9 38,716 45,034 433,254 408,341 30, 
wens 8 Caitions .° 39.0 33.9 272.9 297.5 34,612 14,552 197,770 127,629 27,788 13,297 SDeirymen : Lasgse us 130 we m9 1079 900 O84 9088s 10071 if 708 
ears Farmer: (men ida Cattleman (mon) 75.5 62.4 656.0 589.2 31,726 26,231 271,477 247,319 20,083 
sNorth Edition ..... 716 —— 69 —— 5773 —— 74806 —— —— —— | [ivid) Ciivaan (sm) $9.6 629 S7LT S87 43,391 45,826 416,225 377,623 35,374 38,233 
South Edition ..... 66 —— 113.3 —— 5,017 85,667 —— 4,540 ——— | Hoard’s Dairyman (sm) . ¥ A . . D y 
—eiim. 2 — — —_ oy oad a coe | OE cae 725 83.9 599.2 5429 34,230 35,252 255,458 228,000 3,682 2,394 
ttIndiana Farmer (mon) 1445 108 1325 137.2 11,380 8,502 103,844 107,557 8,678 5,988 Journal (mon) ...... - a 1774 «(1057 23.954 12586 180,061 107,395 23,175 11,840 
Kansas Farmer (sm) .. 45.9 43.0 363.5 341.4 34,885 32,603 276,273 259,456 31,060 29,360 | National Hog Farmer (mon) 6 . : , ’ ' , 
Katty Fuew tmen) 3E2 188 87 Ek ee ne poy 176 161 1609 1255 12,841 11,724 117,118 91,348 12,180 11,003 
Michigan Farmer (sm) . 61.2 54.7 544.2 478.3 46,936 42,033 417,979 7.508 ly a8 | waters Daly 
————— ee Ole ea eee Journal (mon) 50.6 41.6 395.5 350.9 21,687 17,827 169,645 150,181 8,100 10,218 
{Mississippi Farmer: (mon) (mon) ...... . y m f i - ’ 
#Delta Edition ..... 86 —— Sll —— 6512 ——— 61345 —— 5,910 ——— | Western Livestock Journal: (mon) 488 7.827 
iti dna bas pee el a Mts. & Plains Edition 64.6 49.0 614.9 472.5 27,730 21,050 263,820 202,739 9, y 
) ng ‘Seiten a 7 nibs = a rae feainecd ae aa can anes Pacific Slope Edition. 76.6 61.9 898.0 882.4 32,866 26,561 385,267 378,605 14,582 13,030 
Mlewerl Reraiet (om) = $2. 48.7 HS STR 29.567 57.085 291.228 205,399 92.007 31,004 | ME ee 20.7 22.2 246.0 276.3 27,821 29,702 323,528 320,341 9,366 10,262 
a Er * KEEL . 
Stockman (sm) ..... 82.6 75.8 6 542.9 62,451 57,292 414,751 410,398 37,100 35,987 Total Group ........ 589.1 499.6 5,071.0 4,443.9 291,113 243,176 2,479,317 eg ae =. 
Nebraska Farmer (sm) . 101.0 99.7 839.1 772.3 76,388 75,434 635,342 584,266 66,763 65,924 | §Not included in totals; figures shown are for August issues as September figures were not available as this issue 
§New England ; press. tChanged from 1,120-line page to 1,344-line page February 1, 1959. 
ri Womestend (sm) cise 213 26.6 = 233.7 265.7 14,926 18,646 163,579 185,997 10,329 14,295 Li T d 
ew Jersey Farm Figures in Thousands 
eden m0 23.5 30.9 285.4 363.4 10,582 13,888 128,476 163,526 10,212 11,459 Farm Linage Tren on 
ew Mexico Farm & 
Ranch (mon) ....... 16.8 15.3 141.0 120.9 12,719 11,550 106,610 91,720 12,579 11,466 
Ohio Farmer (sm) .... 77.8 71.1 671.0 568.6 59,753 54,649 515,363 436,662 49,878 46, [WEWSPAPER-DISTRIBUTED 
§Pacific Northwest Farm Quad: (sm) P FARM SECTIONS 
Idaho Farmer ...... 28.9 39.6 322.3 343.4 21,884 29,907 243,673 259,643 20,124 38,014 
Oregon Farmer ...... 23.6 31.3 295.6 320.1 17,840 23,675 223,437 241,972 16,544 22,258 SEPT.| 37 | 
Utah Farmer ....... 29.9 39.8 321.9 331.9 22,571 30,088 243,334 2 20,205 27,197 
Washington Farmer .. 26.9 34.4 305.1 338.6 20,339 25,983 230,668 256,037 18,967 24,566 AUG 
Pennaytvania Farmer (sm) 42.6 «= 34.0 428.9 376.4 32,741 26,121 329,347 289,048 29,489 23,373 , 
rairie Farmer: (sm) 1958 
#lllinois Edition ... 117.7 142.2 931.0 855.2 85,659 103,554 677,800 622,632 75,168 93,148 39 
#Indiana Edition ... 111.4 140.4 885.7 831.2 81,121 102,184 644,847 605,078 70,630 91,778 SEPT. 
»amreae 2 Editions .. 114.6 141.3 908.4 843.2 83,390 102,869 661,327 613,855 72,899 92,463 
ressive Farmer: (mon) 
#Carolina-Va. Edition 74.3 62.3 667.2 684.9 50,513 42,397 453,716 465,716 49,037 40,966 
#Ga.-Ala.-Fla. Edition 745 66.0 664.9 695.0 50,656 44, 452,108 472,597 49,032 43,306 
Ky.-Tenn.-W. Va. Ed. 716 61.6 622.7 639.7 48,656 41,892 423,449 435,017 47,442 40,625 
#Miss.-La.-Ark. Edition 74.1 61.1 640.0 651.4 50,395 41,535 435,178 442,979 48,977 40,263 
#Texas Edition .... 79.2 63.8 662.8 665.9 53,826 43,381 450,729 452,843 52,079 41,652 
Average 5 Editions .. 74.7 63.0 651.5 667.4 50,809 42,813 443,037 453,831 49,313 41,362 
Southern Planter (mon) 1a 18.8 180.4 194.8 12,820 10,875 126,237 136,428 12,471 10,500 
cessful Farming (mon : .1 676.2 616.3 41,078 31,563 304,272 277,315 41,301 31,804 
Tennessee Farmer & 
mney od —_ oe m4 ake bears ise 8,563 7,666 110,436 107,279 7,447 6,544 
allaces’ Farmer (sm) . } Y ' .3 115,415 89,207 734,742 658,013 102,110 77,978 
§Weekly Star Farmer: (w) 
#Kansas Edition ... 12.3 12.5 133.1 126.2 30,370 30,935 328,044 311,079 15,553 19,180 
ileeurl Céltion * 14.0 13.6 138.5 151.9 34.701 33,648 341,304 322,801 19,564 21,702 peal 
a.-Ark, Edition . 3 ‘ ! 3 25,016 26,503 287,943 274,265 13,077 16,528 ‘oultr 
id orem 3 Eéltions 5 -W2D RZ 129.5 122.8 30,029 30,362 319,097 302,715 16,065 19,137 | , i, Ties on 
ir rops arm ew a 
Management ........ 20.0 149 180.3 185.4 8580 6,407 77,896 79,542 8,580 6,407 Egg Producer Edition: 
{Western Farm Life: (sm) . ' ; ' #Eastern Edition . 19.4 224 1705 2086 8,317 9,613 72,639 90, 5,511 7,741 
Zrequiey Fain 284-269 M62 255-3 19.973 BIG aso 00213 3432 T2256 | EO egtin'. 193230 «1699 ABA” B36 | 9m GLa3e | B0Ss S22 7168 
lion .. . . y y 636 24,561 201,084 267,466 17,039 20,439 on. . : . : , , , ’ 
wiAterage 2 Editions. 278 29.1 2.3 296.2 21,806 22,843 173,540 233,839 15,235 18,847 —e Se Se SS Se lve CO «(oo 
& F < #Turkey Producer Ed. 10.3 13.7 1135 —— 4,436 5,877 48,659 4,418 5,563 
we a «nnd 717 825 GOS 5944 60.896 64688 510,299 465,963 60,993 63,912 | Average 6 Editions 162 193 1602 —— 6961 8256 67135 —— 5,089 6.793 
Farmer (mon) ...... 40.5 36.6 413.4 367.7 30,632 27,664 312,532 277,970 25,645 23,448 Soames be (mon) . 23.7 32.7 294.6 316.9 10,193 14,045 126, 135,954 8,24 , 
Total Group mas ia 1,669.7 1,550.3 13,805.6 12,973.1 1,181,893 1,085,789 9,779,208 9,804,209 999,805 933,067 Times (w) ......... 26.7 23.5 261.4 248.2 29,526 25,368 236,998 205,348 26,768 23,184 
§Not included in totals; figures shown are for August issues as September figures were not available as this issue went to t§The Poultryman: (w) 
press. Z¢Not included in totals. {Started publishing sectional editions March 1959 so there will be no 1958 figures. *Changed Dixie Edition ....... 86 13.6 1245 132.0 9,428 14,707 135,178 143,214 5,020 8,748 
from 357-line page January 1959. **Published quarterly in March, June, September and December; figures shown are for National Edition .... 85 129 1188 1249 9,217 14,021- 128,884 ’ 4,824 8,664 
September issue. tFormerly known as Farm Management. ttFormerly known as Indiana Farmer's Guide. |||Changed from 428- New England Edition . 12.4 15.9 154.1 152.3 13,442 17,292 167,190 165,257 8,342 11,039 
line page to 760-line page February 1959. ttNo September 1958 or 1959 issues. New Jersey Edition .. 13.8 24.3 187.0 215.3 15,007 26, 202,991 233,614 10,433 18,169 
P 
oultry Tribune: (mon) 
#Eastern Edition ... 41.7 37.8 347.8 324.0 17,885 16,200 149,222 138,992 13,504 12,124 
Newspaper-Distributed Farm Sections #Midwest Edition ... 39.0 33.6 340.5 316.3 16,724 14,409 146,073 135,677 12,378 10,702 
Se eee tote #Pacific Edition ... 43.3 41.6 426.1 379.6 18,595 17,843 182,779 162,857 12,843 4 
i 2e .. 20 90 OO me nem ep wen mee mee eee | Soe: 6S eS SS Se ee ie (fae aan 
' H#Southwest Edition . 40.0 368 352.8 326.9 17,143 15,807 ; 140,238 12,511 11,105 
txas Ranch & Farm (mon) 112 89 129.6 123.8 11,228 8,932 129,638 123,774 10,990 8,232 | Average 5 Editions .. 41.4 37.4 3725 340.5 17.755 16.057 159.788 146,088 12. 11,365 
Total Group ........ TT GS Bae 257 37, 39,401 294,679 295,744 667 38,254 | Turkey World (mon) .. 30.8 32.1 400.4 394.5 13,202 13,772 171,762 169,263 11,432 ,628 
; Totas Group praca: Ti2T W205 1227.7 10519 4B Til 52,130 525,079 451,305 37,724 a.o68 
+ included in totals. §Not included in totals; figures shown are for August issues as September figures were not ava 
Farm Organizations & Education as this issue went to press. tFour issues August 1959; five issues August 1958. : 
Agricultural Leaders’ . 
Digest (mon) ....... 83 123 713 90.0 3,567 5,295 30,744 38671 3,567 5.295 | Fruit & Vegetable 
er Heig>hy oe * 2 70.9 8,673 30,415 8,673 American Fruit 
Eastern Edition ... . ee oor y ee — 
#Central Edition ... 22.6 — 77.2 en $08 «—, 3,139 ~aueumes YY aa, Born Me eoese 13.1 10.3 277.8 298.3 5,679 4,464 120,027 128,864 5,259 4,172 
a” ll OU TS Oe —— FS | few oe ...... 182 141 285.4 2605 7,862 6,080 123,292 112,551 7,592 5,885 
igs ; Y ’ Continued on Page 138) 
Average 4 Editions .. 19.9 24.1 223.6 261.2 8,532 10,331 95,943 112,061 8,532 9,902 (Con ag 
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Sheraton Corporation of America 


"No Monday-morning nibbling at 
Advertising Age for me. | wait till 


evening when | can really enjoy the 


whole magazine in comfort 


Ad Age is especially valuable now that 
Sheraton’s operations are more 
extensive than ever before, 
United States, Hawaii and Canada. 
Next to being in our 4] cities at once, 
it's the best way | know to get accurate, 


first-hand marketing information.” 


Advertising Age [= 


ABCTY Aided by Big YER Bey OO 
‘ateeoaia Weeueiee yo Colles I Marketer Yanks | 
“tas i= » tes 


1 Year (52 issues) $3 


says WILLIAM MORTON 
Vice-President and Director of Advertising 


2 a 


and quiet. 


covering the 


rh 
~———"30800 8 


An alumnus of Providence (Rhode 
Island ) College, Mr. Morton began 
his career in advertising with the 
RKO Theatres. In 1948, he came 
to the Sheraton organization as 
director of sales and promotion for 
the Sheraton-Biltmore in Provi- 
dence. He rose to assistant direc- 
tor of sales and promotion for the 
Sheraton Corporation and, in 1956, 
was named director of advertising. 


‘Mr. Morton has lectured on adver- 


200 EAST ILLINOIS STREET - CHICAGO 11, ILLINOIS 
630 THIRD AVENUE + NEW YORK 17, NEW YORK 


tising and hotel sales at several 
universities, including the Harvard 
Business School and the Cornell 
School of Hotel Administration. 
His professional affiliations include 
the International Hotel Sales Man- 
agement Association, which he has 
served as president, and the Sales 
Promotion Executives Association, 
of which he has been a director. 
He also is a past-director of the 
Boston Advertising Club. 
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-— Total Advertising, in Pages ——. ————— Total Advertising, in Lines ————, 
Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. 


dan.-Sept. 


Commercial Dis- 
play Excluding 
Poultry, Classified 
and Livestock, 
in Lines 


dan.-Sept. Sept. Sept. 


1959 1958 1959 1958 1959 1958 1959 1958 1959 1958 
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_— Total Advertising, in Pages —. ———— Total Advertising, in Lines -———, 


Aug. Aug. Jan.-Aug. Jan.-Aug. Aug. 
1959 1958 1959 1958 1959 


Canadian (August) 


California Citrograph (mon) 21.2 21.6 184.7 188.5 14,224 14,546 124,140 126,644 13,916 14,394 | Country Guide (mon) . 27.1 25.8 318.7 300.7 19,541 

Florida Grower & Famiiy Herald (w) .... 54.4 51.5 595.6 583.7 53,092 
Rancher (mon) 32.4 29.3 2305 241.7 22,037 19,939 157,045 168.182 21,276 18,221 Farmer's Advocate & Canadian 

Vegetable Growers Countryman (sm) ... 32.2 344.7 345.4 25,415 
Messenger (bm) 8.7 5.1 32.9 25.6 3.654 2,142 13,818 10,860 Le Bulletin des 

Western Fruit Agriculteurs (mon) 41.7 415 420.1 423.1 29,174 
Grower (mon) 17.3 146.1 251.6 269.7 7,266 6,762 105,672 113,274 7,266 6,762 Western Producer (w) .. 47.9 46.0 499.0 460.5 51,270 
Total Group 1109 “96.5 12629 1.2843 60,722 53,933 643,994 660,375 55.309 49,434 Total Group ........ 207.4 197.0 2,178.1 2,113.4 178,492 


Commercial Dis- 
play Excluding 
Poultry, Classified 
and Livestock, 
in Lines 
Aug. Jan.-Aug. Jan.-Aug. Aug. Aug. 

1958 1959 1958 1959 1958 


18,638 229,503 216555 ——— ——— 
50,248 581,799 569,162 35,728 35,055 
22,506 241,310 241,797 21,622 18,810 
29,053 294,148 296,137 29,174 29,053 
49,268 533,930 492,689 30,182 27,484 


169,713 1,880,690 1,816,340 116,706 110,402 


L. Grief Names Sandler 

L. Grief & Bro., Baltimore, has 
named Gilbert Sandler Advertising 
Agency, Baltimore, to handle its 
advertising. Marx Kaufman Adver- 
tising, Baltimore, is the former 


agency of record. 


taser ES 
: POSTCARDS 


AY ATTRACT THE EYE 
Advertise Your Products with 
OST CARD 
IN FULL NATURAL COLOR 
Reproduced from Color Transparencies 


The LOW COST of the NATURAL COLOR 
POST CARDS will amaze you. 


Samples and prices on request. 


TICHNOR BROTHERS, INC. 
1249 Boylston Street, Boston, Mass. 


Confirm Consumer's Judgment via 
Ads with Sampling Drive: Robertson 


New York, Sept. 22—As its 
Own a Bit of America promotion 
was getting an assist from a con- 
gressional subcommittee, which 
decided to drop the Multer bill 
that would have outlawed it (AA, 


making its voice heard on the 
plan’s rationale and on its re- 
prieve. 

At the sales promotion work- 


shop held here by the Assn. of 
National Advertisers last week 


Ralph C. Robertson, Babbitt’s di-| 


|rector of advertising, traced the 
thinking behind the promotion 
and that of its predecessor, the 


Babbitt transit token campaign. 


Sept. 21), B. T. Babbitt Co. was). 


He also stressed the importance 
of making the promotions build 
a brand franchise. Here are some 
of the highlights from his talk: 

On Sampling: “One of the best 
ways to enhance a brand’s image 
. . Generally considered to be 
the most expensive form of pro- 
motion . . . But the most produc- 
|tive per dollar invested if—and 
| that’s a big if—the product to be 
|sampled has readily recognizable 
advantages over competition... 


|campaign should be used simul- 
|taneously to tell the advantages 
;of the product and confirm the 
|judgment of the consumer ...A 


COVERS THE FIELD. 


TOUCHES ALL BASES... 


OF A BILLIO 


N-DOLLAR AREA 


The ASHRAE JOURNAL is the hard-hitting publication that connects 
squarely with: Air Conditioning, Heating, Refrigeration and Ventilation. 


Written with authority, it is read, understood and respected by 
Society-members. Here is vital circulation—98% engineers. 


The ASHRAE JOURNAL can make a real pitch for your product...making it 
score heavily. For Circulation Breakdown and Rate Card, write today to: 


SAINT METERING 


OF HEATING, REFRIGERATING and AIR CONDITIONING ENGINEERS 
dverti Worth Street, New York 13, New York * BA 7-6262 


a hace Swe Oe amie ee 


“A strong consumer advertising | 


lot of people aren’t too sure of 
their own judgment; they defi- 
nitely need to have the verifica- 
tion that a strong advertising 
campaign imparts.” 

On price reduction: “People who 
shift to your brand because it is 
cheaper are just as quick to shift 
to a competitive brand . . . Brand 
images are not important to con- 
sumers who buy strictly on the 
basis of price ... Offers cannot 
be used indefinitely to take the 
place of consumer advertising de- 
voted exclusively to building the 
brand’s image og 

On combination packs: ‘“‘{ A Bab- 
O canister pack] gave us an im- 
mediate increase in sales and 
gave the consumer a utility item 
of value. It enhanced the brand 
image .. . We expect lasting ben- 
efits .. . The cans of our leading 
competitor won’t fit inside the 
canister .. .” 


On imaginative promotions: “(In| 


{the token and OBA promotions] 
there is a recognizable benefit to 
a third party—a worthy cause 

. . We have actually had buyers 


vying with each other to see who | 
could get a shipment of Own aj} 


Bit of America-labeled merchan- 
dise first.” 


's He paid tribute to the leader- 
ship of Marshall Lachner, and 
pointed out that Babbitt’s budget 
is small in the hot shampoo, 
cleanser and detergent fields. He 


reported, “We are convinced that | 


the right kind of promotion—a 
promoticn with enough impact at 
the point of sale to cause brand 


| “We who conceived the OBA 
| program are pleased that Congress- 
|man Multer’s proposed bill made 
it possible to remove any doubts 
that existed as to the importance of 
|}OBA and the need for favorable 
| support from industry and the pub- 
| lic. 
“It is our hope that many other 
| companies will participate with 
B. T. Babbitt in the OBA program 
‘and that the public will look for 
|products that offer OBA coupons 
| redeemable for Treasury stamps.” 


® Officials of Reuben H. Donnelley 
Corp., which is handling the OBA 
|promotion, had protested to the 
|subcommittee that they had been 
|}unable to secure widespread par- 
|ticipation in the plan because of 
|the possibility of enactment of the 
Multer bill. Reportedly the com- 
| mittee vote killing the bill was 5-2. 


TV Film Acquisitions 

| The U.S. Department of Justice 
has challenged the acquisition of 
| two tv film distributing organiza- 
tions by United Artists Associated, 
New York. The acquisition of As- 
sociated Artists Productions Corp. 
and C&C Films substantially les- 
sened competition in the distribu- 
‘tion of feature film for tv, the 
| department charged. The two com- 
panies allegedly control the com- 
plete pre-1949 film libraries of 
Warner Bros. and RKO. A similar 
|suit is pending against Screen 
Gems (a subsidiary of Columbia 
Pictures Corp.) for securing exclu- 
sive distribution rights for the film 
library of Universal Pictures. 


switching—can be used effective- | 


ly to establish a favorable point | 


of difference between your prod- 
uct and your competitor’s.”’ 

Here are Mr. Robertson’s seven 
cardinal rules for the imaginative 
promotion: 


|e 1. It must be a big idea, do- 
ing big things for people. 

s 2. It must be a universal idea. 
e 3. It must have news value 
| (“the kind of idea that makes your 


mother-in-law say, ‘What will 
| they think of next’?’’). 


° 4. It should be an 
| takes in all media. 


idea that 


le 5. It should have a sales trig- 
|ger (‘so simple any salesman can 
understand it and be inspired by 
ce”). ; 

e 6. It should be an idea that 
could be followed through. 


e 7. It should be an idea you’re 
proud to sponsor—“not only build 
sales, but the reputation of the 
company that spends its stock- 
holders’ money to support it.” 


# In reaction to the action of the 
House judiciary subcommittee in 
voting down the Multer bill, Bab- 
bitt issued the following state- 
ment: 
| “The American people will ap- 
|plaud the decision of the congres- 
‘sional subcommittee that our 
‘Own a Bit of America _ pro- 
|gram to give shoppers free U.S. 
| Treasury stamps is completely in 
|the public interest. The commit- 
| tee’s rejection of Congressman 


| Multer’s proposed bill supports the | 


view of the U.S. Treasury, OBA 
|Corp. and many others that the 
Treasury Department’s program to 
sell stamps and bonds needs the 
continued and stepped-up support 
of industry and the general public. 


McGraw-Hill Names Hubbard 

| Philip H. Hubbard Jr., formerly 
| Atlantic district manager for Nu- 
cleonics, New York, a McGraw- 
Hill publication, has been ap- 
pointed advertising sales manager, 
| a new post. 


| @ SPRINGFIELD 
@ DECATUR 


@ CHAMPAIGN-URBANA 


NEW GRADE “A” 


SPRINGFIELD] CHAMPAIGN 


wics| WCHU 


URBANA 
DECATUR 


AVAILABILITIES: YOUNG 


——— 4 


“Where Mid America 


| METROPOLITAN MARKET 
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Purchasers Use Directories, Business 
Papers, Phonebooks, Study Indicates 


Canada’s ‘London Study’ 
Delineates Influences 
in Industrial Buying 


TORONTO, Sept. 22—The problems 
of industrial selling in Canada are 
outlined, along with suggested ap- 
proaches and recommendations in 
“How Industry Buys,” a publica- 
tion authored by three members of 
the faculty of the University of 


the Business Newspapers Assn. of 
Canada and three chapters of 


NIAA. 
The authors are Dr. Donald 
Thain, Dr. David Leighton and 


Charles B. Johnston, of the uni- 
versity’s school of business admin- 
istration. The study is the fruit of 
two years’ work and consists of | 
observations on the industrial pur- 
chasing process, the people in-| 
volved in the purchasing process, | 
the marketing concept applied to! 
industrial products, and 36 case 
histories, of which 11 use disguised 
company names. 

The study has been called “The | 
London Study,” because the com- | 
panies were drawn from the Lon- | 
don, Ont., area, and because the 
university is located there. The 
purchases of industry were divided 
into (1) major, non-routine pur- 
chases, (2) component or medium 
value purchases and (3) smaller, 
routine purchases. The sample con- 
forms to the general manufacturing 
outline of Canadian industry, and | 
a draft of the case history involved | 
went to each company. 

The companies ranged from gi- 
ants like Canadian Westinghouse 
Ltd. to companies of 70 and 80 em- 
ployes, and from a brewery (La- 
batt’s) to a newspaper (London | 
Free Press). 


# Some of the highlights of the 
274-page study: 


e The four printed sources of sup- 
plier information mentioned most | 
frequently by purchasing agents 
were (1) manufactures and trade 
directories, (2) business publica- | 
tions, (3) promotional literature 
left by salesmen or mailed to the 
company, (4) telephone book yel- 
low pages. 


e It seemed that little intensive ef- 

fort was undertaken or required to 

locate suppliers, and buyers tended 

to limit consideration to sup-) 
pliers with which they were famil- | 
iar, or about which they could get | 
quick information. Past experience, | 
reputation and location of suppliers | 
were key factors. 


e Business paper reading did well | 
in the study, but advertising was | 
seldom credited as a direct source | 
of buying decisions. Respondents | 
were critical of industrial adver- | 
tising and its lack of information. | 


e In a rather wry note, the study | 
comments, “The influences of rec- | 
iprocity, trade advertising and | 
friendly relationships with sales- | 
men were de-emphasized by the | 
respondents in our study. This may 
be because it is unfashionable for 
purchasing agents to admit that 
these factors are important influ- 
ences in their decisions. . . It is 
evident that the real answers to 
such questions would have to be 
based on the kinds of information 
that might be gathered by a moti- 
vational study...” 


e The influence of “Buy Canadi- 
an” was repeatedly noted. 


e On product policy: “It is import- 
ant to note that an industrial mar- 
keter is not selling a product as 
much as he is selling a solution to 
a buyer’s problem.” 


e On industrial advertising: Case 


research indicates that “the most 


important functions of industrial 
advertising were (1) to maintain 
awareness of a company and (2) 
to build a satisfactory company 
image. 


s “Most industrial purchasing re- 
sults from group discussions and 
decisions,” the authors note. “It is 
therefore important that as many 
personnel as possible in the cus- 
tomer’s organization be made 
aware of a potential supplier and 
his products. However, most of the 


men. . . In many cases the only 
practical and economical method 
of reaching personnel whose opin- 
ions may have an important bear- 
ing on the final purchasing deci- 
sion is through business paper 
advertising.” 

Copies of the study are available 
at $7.50 from Business Newspapers 
Assn., 100 University Ave., Toron- 
to. # 


NTA to Swap with Russ 
National Telefilm Associates, 
New York, has signed an agree- 
ment with the Soviet Union for the 
exchange of television programs 
and motion pictures. The agree- 
ment calls for the Russian films to 
be screened in New York or Los 


‘personnel are not reached by sales- | Angeles, the NTA film in Moscow. 


Cedergreen to Kratt, Smith 

Cedergreen Frozen Pack Corp., 
Wenatchee, Wash., food freezer 
marketing under the Cedergreen, 
Polar and Eskimo brands, has ap- 
pointed Kraft, Smith & Ehrig, 
Seattle. Earlier the account was 
handled by Bozell & Jacobs, Seat- 
tle. Cedergreen is a subsidiary of 
Pacific American Fisheries, Bell- 
ingham, whose subsidiary for the 
marketing of seafoods, Deming & 
Gould, has been served for 30 
years by Kraft, Smith & Ehrig 
and its predecessor, the Seattle 
office of Honig-Cooper, Harring- 
ton & Miner. 


Clairol Names Zinderman 
Sy Zinderman has been named 
sales promotion manager of Clairol 
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Inc., New York. Mr. Zinderman has 
been assistant sales promotion 
manager since he joined the com- 
pany in 1958. 


AMERICAN 
JUDGING AGENCY 


would like an opportunity to 
discuss handling your next contest. 


Post Office Box 12443 
Houston 17, Texas 
Telephone 
Mission 4-4371 


New Pulse studies show 


McClatchy stations KMJ and KFBK 


lead in acceptance 


New Pulse qualitative studies in Sacramento and 
Fresno, California show the McClatchy stations, 
KFBK and KMJ, substantially ahead in public con- 
fidence and acceptance. 


station: 
1. gave most complete and accurate news 


Briefly, respondents were asked which radio 


2. gave the greatest feeling of confidence in 
advertised products 


3. gave the best programming variety 


In each case, KFBK and KMJ ran substantially 
ahead of competition. In fact, in every instance, they 
topped the next two stations combined in listener 
favor. 


Get what you want in your radio buy — listener 
confidence, ratings, coverage and economy — from 
KFBK and KMJ. Any Raymer man can give you 
details. 


M cClatchy Broadcasting Company | 


SACRAMENTO, CALIFORNIA \ 
PAUL H.RAYMER CO., NATIONAL REPRESENTATIVE 
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as seen by 
JOHN BURGOYNE & BILL MASTERSON 
ATTENTION EAST COAST 
READERS! We'd like you to meet 
H. H. “Duby” DuBois, newly- 
appointed Vice President and| 
Manager of our Eastern ettes 
located in Philadelphia. 


| 


A seasoned “pro” in the business 


of advertising and marketing, Mr. 
DuBois’ background of experience 
ranges from the media field (Cos- 
mopolitan, Look, Curtis) to the 
agency field (including a dozen 
years or so of having the Fels and 
Company account as principal re- 
sponsibility). “Duby’s” headquar- 
ters are at 1405 Locust Street, 
Philadelphia, and a call to him at 
KIngsley 6-0963 will bring him 
runnin’ with all the facts on how 
Burgoyne can help you with your 
grocery and drug product sales 
research problems. 


. * * 


As an example, advertisers have 
used BURGOYNE sales studies 
in a number of different ways, 
ranging from determining the 
saleability of new products to 
evaluating merchandising ideas 
such as one-cent sales, premiums, 
displays, etc. And one of the most 
popular features of a Burgoyne | 
Retail Sales Study is its flexibility. | 
The Burgoyne organization is set | 
up with permanent panels of drug 
and grocery stores in 50 of the 
best test markets throughout the 
country—providing a wide choice 
in combination of cities, or size or 
number of stores to be used as 
the basis for a study. 


J ” . 


Matter of fact, we'd like you to 
have a copy of our test city loca- 
tions, showing the full list of cities 
and the number of drug and gro- 
cery stores in each that are avail- 
able for audit. Write or phone us 
in Cincinnati, or call Bill Draper 
in the Palmolive Bldg. at White- 
hall 4-5824 in Chicago, or H. H. 
“Duby” DuBois at KIngsley 6-0963 
in Philadelphia. 
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Growth in Number of Daily Newspapers Accepting ROP Color 


U. S. WEWSPAPERS PRINTING 2 COLORS AND BLACK U. S. NEWSPAPERS PRINTING | COLOR AND BLACK 
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NOTE: Aleske and Hawaii not included in graph totals; see tabulation below. Solid bers represent total number of newspapers offering ROP Color; Shaded bers represent those 
newspapers from the total number which have as mini space requi 1000 lines or less. Morning-evening combinations are counted as one newspaper in every case. 
Canada Alaska Hawaii Puerto Rico 
| "oe : 1956 1957 1958 1959 1956 1957 1958 1959 1956 1957 1958 1959 | 1958 1959 
Newspapers printing 3 colors and black - ™ —_— — — = = — 
Minimum size, full page or more than 1000 lines 2 3 4 6 0 0 0 0 1 0 0 0 1 1 
Minimum size, 1000 lines or less 12 15 15 20 1 1 1 1 1 2 2 2 0 0 
Newspapers printing 2 colors and black | 
Minimum size, full page or more than 1000 lines 5 3 1 ; 7 0 0 0 0 1 0 0 0 1 1 
Minimum size, 1000 lines or less 22 29 34 a2 | 1 1 2 2 1 2 2 2 0 
Newspapers printing 1 color and black « 
Minimum size, full page or more than 1000 lines 3 0 0 1 0 0 0 0 0 0 0 0 0 
Minimum size, 1000 lines or less 53 62 61 aa 1 1 2 2 3 3 3 3 1 1 
NOTE: For Canada, French-) papers are included in figures shown. For Puerto Rico, the one newspaper shown in tabulation in a Spanish-i daily. 


R.O.P. AVAILABILITY SPREADS—The number of newspapers printing r.o.p. 
color has risen to a record 800, Lake Shore Electrotype Division’s 


Source: Lake Shore Electrotype Division 


annual compilation shows. The number printing three colors and 
black rose to 373, up a third in three years. 


San Jule Joins Y&R 
San Francisco Office 


San FRANCcIsco, Sept. 22—James 
San Jule has resigned from the 
New York staff of Lennen & New- 
ell to return to San Francisco as a 
marketing specialist for Young & 
Rubicam to 
work with Y&R 
clients engaged 
in manufactur- 
ing building 
products. 

George B. 
Richardson, vp 
in charge of 
Y&R’s San 
Francisco of- 
fice, said Mr. 
San Jule will 
assume his new 
duties Oct. 1. 

Mr. San Jule will be assigned im- 
mediately to the various companies 
of Kaiser Industries Corp., whose 
products go into the home building 
and construction industry. 

Mr. San Jule previously served 
as a consultant to a number of 
makers of building products; was 
managing partner in a Palo Alto 
home building firm and was ad- 
vertising and sales manager of 
Eichler Homes. # 


James San Jule 


Transworld to Krate-Basch 

Transworld Industries, New 
York, has named Krate-Basch As- 
sociates, New York, to handle ad- 
vertising for its Diplomat sewing 
machines. 


Jones Joins WQTE 

Richard P. Jones has been named 
news director of the newly organ- 
ized Detroit-Monroe station WQTE. 
He has been with KXLY and 


FIRST MATIOMAL BANE BLOG. CINCINNATI 2, One 


KXLY-TV, Spokane. 


Twin Disc Boosts Falk 


Edward B. Falk, manager of ad- 
vertising and sales promotion of 


Twin Disc Clutch Co., Racine, has | 


| been appointed director of adver- 
tising and public relations. 


(CHANNE 


The $F BILLION GOLDEN CIRCIE 


@ LAKE PLACIO 


ALBANY 
SCHENECTADY 
TROY 


LAK 
@ TUPPER LAKE WESTPORT @ 


SPRINGS 
AMSTERDAM - 
sSHORHOS) VERMONT 
pt eto PY or 
© COBLESKILL pate mM yy Ss. 
H enanetis 


This new station is engineered to deliver the market 
covering eastern New York, western Massachusetts 
and parts of Vermont and New Hampshire. It pro- 
vides a sales potential of $3,495,571,000.00 consumer 
spendable income. And that’s cash register money! 
Food sales alone are over $615 million; drugs over 
$72 million. 


Exclusive ABC for most of its coverage. 
Investigate . . . write, wire or phone today. 


Represented by H-R TELEVISION, Inc. 
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Goodrich NamesFC4B, 
Streamlines Ad Setup 


(Continued from Page 2) 


responsible for our advertising, 
marketing objectives.” 


and with an anticipated increase 
6 tee es eae ta ie in funds to be devoted to national 

: 5 ““Y | advertising, we are confident that 
roster is Foote, Cone & Belding,| we can establish better corporate 


DEARBORN, Sept. 25—Ford Motor 
Co. prepared today to put an esti- 
mated $10,000,000 into the intro- 
duction of the ’60 Ford. The com- 
pany is predicting a $7,000,000-car 
year in 1960, and it hopes to better 
its present 26% of the market. 


which on Jan. 1 takes over adver- advertising identification for our 
tising for all consumer products | products and also achieve import- 
with the exception of tires. The | ant increases in advertising effici- 
bulk of this business is now at encey” = 
McCann-Erickson, New York, 4 
which has been handling Koroseal | g 
flooring and footwear products 60 F d B d t 
made by Goodrich’s Watertown, | or u ge 
Mass., footwear and flooring divi- 
* Is $10,000,000 
FC&B also succeeds another $ 1 l 
New York agency, Cunningham & 
Walsh, on Texfoam mattresses, rug | 
cushioning and marine products 
made by the Shelton, Conn., sponge | 
products division. 
Also moving into FC&B as part 
of the new home and family group- 
ing are assorted consumer prod- | 
ucts made by other divisions—{| Pre-announcement advertising 
Koroseal upholstering and wall! will begin Sept. 30 and will swing 
coverings and drug sundries, for | into full gear with the 90-minute 
example. |\“Ford Star Time” spectacular oh 
Charles Winston Jr., senior vp |NBC-TV Oct. 6. Afternoon newspa- 
of FC&B in Chicago, will be man-| pers in Ford’s top 50 markets will 
agement supervisor on the Good-| carry a special unit Oct. 7—a full- 
rich business. color page followed by three half 
BBDO has been the Goodrich | pages. Oct. 8 is introduction date 
tire agency for many years, with and at that time regular announce- 
the account serviced primarily out | ment advertising will begin. 
of the agency’s Cleveland and New| Some highlights of the announce- 
York offices. ment time in Dearborn: 
e Ford will build 97,000 Falcons 
by the end of '59, hopes to add a 
station wagon in March, aims at 
20% of the small-car market. 


# Griswold-Eshleman, which is 
headquartered in Cleveland, has 
also been a Goodrich agency for 
many years and now will handle 
all products designed for industrial 
and commercial uses. It already 
has most of the business but will 
now be taking over aviation prod- 
ucts advertising from BBDO. 

Griswold-Eshleman also will be 
handling the Neoprene rubber and 
plastic coated work gloves made 
by the footwear and flooring di- 
vision. Henry A. Loudon Adver- 
tising, Boston, has been handling 
this small segment. 

International advertising, for- 
merly handled by Griswold-Esh- 
leman, has been reassigned to 
BBDO. 


e It expects to sell more than the 
70,000 Thunderbirds it sold in ’59. 


e Present production of the Ford 
division—25% Falcons, 70% Fords, 
5% T-Birds. About 20% of Ford 
production is station wagons. = 


Personal Products 


Ad Code Is Okay 
With Ted Bates 


(Continued from Page 1) 
media, Bates handles products in 
all these areas except two—toilet 
tissues and foundation garments. 

A Bates commercial for Prepa- 
ration H hemorrhoid remedy helped 
to prompt the tv industry’s cur- 
rent cleanup efforts. That cam- 
paign is still going strong on about 
145 tv stations despite the ban- 
ning of hemorrhoid remedies as a 
product not acceptable for tv ad- 
vertising. * 

‘At least 38 stations lost, their 
NAB code seals as a result of the 
industry's efforts to keep hemor- 
rhoid advertising off the air. 
These broadcasters preferred the 
hefty chunk of Whitehall business 
to the industry seal of good prac- 
tive. 

At one time some station men 
advertising, who now reports to suggested that Bates had been able 
Mr. Miller. to force station clearance for 

Each division will continue to Preparation H hy hinting that a 
supervise its own sales promotion | Station that didn’t clear for Prep- 
and business paper advertising— aration H might not get some of 
but with “corporate policy guid- the other Bates spot business. This 
ance.” Bates denied. 

Explaining the reasons for the 
revamp, Mr. Keener said: 

“Experience has demonstrated 
to us that under our former policy 
of decentralization of national ad- 
vertising responsibility, individ- 
ual divisional budgets were too 
small to permit consistent national 
campaigns. They were also too 
small to attract the range of mod- 
ern agency services which a cor- 
poration with our broad product 
diversification and marketing op- 
erations requires. 

“With only three agencies now 


ws Under Goodrich’s old setup the 
divisions were responsible for na- 
tional advertising of their prod- 
ucts. National advertising of all 
products will now be the respon- 
sibility of a corporate ad depart- 
ment headed by Frank T. Tucker, 
Goodrich’s longtime director of 


Frank Tucker 


Don Miller 


® Asked how it reconciled the con- 
tinued use of tv for Preparation H, 
a product in a tv outlawed cate- 
gory, with its statement endorsing 
the NAB’s taste objections, the 
agency had no comment. 

Several times in the past Ted 
Bates executives have told Apver- 
TISING AGE that they felt the Prep- 
aration H commercials to be in 
perfectly good taste, and they 
cited the acceptability of this ad- 
vertising in other media with 
standards as high as those of tv. 


ready had the U.S. and Canadian responsibility for Simea. 


Last Minute News Flashes McCann Enters 


GF Introduces Sun-Up, Canada’s Tang 


ToroNTO, Sept. 25—General Foods Ltd., Canadian subsidiary of Gen- 
eral Foods Corp., White Plains, N. Y., has completed national distribu- | 
tion in Canada of Sun-Up, an instant breakfast drink, and is using two- 
color newspaper ads, radio and ty spots to promote the brand. Baker 
Advertising Agency Ltd. is handling the account. Sun-Up is identical 
with Tang, which GF introduced nationally in the U.S. a year ago. 


| 
Meltzer Opens Abroad; Other Late News 


e Richard N. Meltzer Advertising, San Francisco, has been appointed | 
to handle the Simca international magazine program and to provide | 
merchandising advice by Chrysler Internationai, Geneva, Switzerland. 
To service the Chrysler Simca international business Meltzer will 
establish operational facilities in Geneva and in Paris. The agency al-| 


e Tri-Nut, the premium-price coconut oil margarine introduced into 
New England several years ago by E. F. Drew & Co., is now expanding 
into the Chicago market with a couponing drop and .a heavy spot tv 
schedule. Last spring Tri-Nut moved into the Philadelphia marketing 
area and is now available throughout the Northeast, Pittsburgh and all 
of Ohio as well. Tri-Nut will probably move farther west about the 
first of the year. Donahue & Co., New York, handles the account, 
billing about $1,000,000. 


e E. I. du Pont de Nemours & Co., Wilmington, Del., has shifted 
Angelo J. Smith Jr. from manager of home furnishing merchandising 
to manager of advertising and promotion for the textile fibers depart- 
ment. He succeeds Ellwood F. Altmaier, who has been named manager 
of the newly formed tariff section of the textile fibers department's 
sales operation. 


e Popular Mechanics, which already publishes seven foreign language | 
editions, will add an eighth in January, when a Dutch edition, P.M.— 
het beste uit Popular Mechanics, comes off the presses in Rotterdam. 


e Louis Hausman, who has spent most of his working life in radio, has 
been given the job of directing the campaign to improve the television 
image in the minds of Mr. and Mrs. America. Named director of the 
new industry-supported Television Information Office, 666 5th Ave., | 


| New York, Mr. Hausman resigned as advertising and sales promotion | 


vp of CBS Radio to take a three-year contract at a reported $40,000- | 
plus a year. His successor at CBS has not been announced. 


e@ Quebec Maple Products, Montreal, has appointed Donahue & Coe, 
Montreal, to handle advertising for its Old Colony and Old Tyme ma- 
ple syrups. Spitzer & Mills formerly handled the account. 


e Daniel Green Slipper Co., Dolgeville, N. Y., maker of Comfy slip- 
pers, has appointed Reach, McClinton & Co., New York, to handle its 
advertising, effective Jan. 1 For the past ten years, the account has 
been with Dancer, Fitzgerald & Sample. 


e Cutler-Hammer Inc., Milwaukee, manufacturer of motor control 
apparatus and electric switches, has screened about 12 agencies, in- 
cluding Kirkgasser-Drew, Chicago, its present agency in an evaluation 
of its advertising setup. The company, which bills about $500,000, will 
decide by Jan. 1 if an agency change will be made. 


e Revell Inc., Venice, Cal., manufacturer of hobby kits, electric trains 
and toys, has appointed Cunningham & Walsh, Los Angeles, as its 
advertising agency. The account is the first major account to join 
C&W’s Los Angeles office since it was expanded from a radio-tv service 
office to a fully staffed branch in June. Last month Revell and Doyle 
Dane Bernbach Inc. announced they were terminating their relationship. 


e Gillette Safety Razor Co., Boston, says it will market a new premium | 
high-price razor blade within the next few months. The new product 
will be in addition to its regular and thin blade. Vincent G. Ziegler, Gil- 
lette Safety’s president, said, ‘‘No further details will be available until 
the product is presented to the wholesale and retail trade” approximate- 
ly Nov. 1, 1959. 


e Jim Tyson has resigned as research director of the international | 
editions of Time Inc. to become New York manager of the Corporation | 
for Economic & Industrial Research, Washington. 


|Thompson is 


Australia; Buys 


‘No. 3 Agency 


(Continued from Page 1) 
next year there. 


® McCann's entry 
had long been expected. The 
world’s second largest agency is 
a major force in the advertising 
life of Europe and Latin America, 
but it never had an office in the 
Far East. 

The Australian invasion was 
announced by Sylvester L. (Pat 
Weaver Jr., the former NBC chief, 
who recently became board chair- 
man of McCann-Erickson Corp. 
(International). 

Mr. Weaver reported that Han- 
sen-Rubensohn services 40 clients 
and employs 140 persons, but he 
said the customs of the Australi- 
an advertising industry prevented 
him from revealing the names of 
clients or the size of billings. 

ADVERTISING AGE learned, how- 
ever, that Hansen-Rubensohn bills 
in the neighborhood of $4,000,000 
and counts among its clients Sam- 
uel Taylor Pty. (leading Australi- 
an marketer of household prod- 
ucts); Nestle; Philips Electrical 
Industries (Australian end of the 
giant Dutch company); Bristol- 
Myers; Sterling Drug and a num- 
ber of government agencies, 


into Australia 


|@ Prior to its claim to third place 


voiced today, Hansen-Rubensohn 
was thought to be the No. 4 or 
No. 5 agency in the Australian 
market. Largest shop in the coun- 
try is believed to be J. Walter 


| Thompson, with billings in excess 
| of $7,500,000. JWT was established 


in Australia in 
after the 
Rubensohn. 
Running neck and neck with 
George Patterson 
Pty., one of Australia’s oldest 
agencies, heavy with Colgate bill- 
ings. The No. 3 agency was 
thought to be Jackson, Wain & 
Co., a shop that has risen rapidly 
in recent years on the wings of 
Rothmans cigaret billings. 


1929, 
founding 


the year 
of Hansen- 


® Under the leadership of Marion 
Harper Jr., now president and 
chairman, McCann-Erickson has 
vaulted during the past 10 years 
from the No. 5 agency to the No. 
2 agency. Ten years ago JWT 


| billed twice as much as McCann; 


e Chrysler division of Chrysler Corp. will use auto makers’ jargon as 
the theme for a teaser campaign to break with 1,800-line newspaper | 
ads Oct. 2, preceding introduction of the 1960 cars Oct. 16. Headline | 
on one teaser ad reads: “Of anchors [brakes], bezels [frames], pots! 
{carburetors} scorch [performance potential].”” Cunningham & Walsh 
is the agency. 


e Coast Federal Savings & Loan Assn., Los Angeles, has appointed 
Gumpertz, Bentley & Dolan as its agency effective Oct. 15. Coast Fed- 
eral is reported to have an ad budget close to $400,000. The association 
has been placing advertising direct,for the past year and a half. Before | 
that, Stromberger, LaVene, McKenzie, Los Angeles, was the agency. 


e Bozell & Jacobs has absorbed Keeling & Co., Indianapolis. Hal R. 
Keeling, president of Keeling, becomes vice-chairman of the board of 
B&J. 


e The three Detroit daily newspapers—the Free Press, News and 
Times—suspended publication Friday (Sept. 25) because of a strike 
by members of Local No. 40, International Typographical Union 
(mailers). After the strike started Sept. 24, the Detroit Newspaper 
Publishers Assn. complained to the National Labor Relations Board 
about unfair labor practices. 


e Federal Trade Commission has issued orders requiring five major 
cigaret companies to stop discriminating in their promotional pay- 
ment to vending machine operators, wholesalers and retailers. Four 
of the orders, involving Philip Morris Inc., American Tobacco Co., 
R. J. Reynolds Tobacco Co. and Brown & Williamson, were consent 
settlements. They had been held up pending approval of the fifth’ 
order—a cease and desist order in a contested case involving Liggett 
& Myers Tobacco Co. The FTC contended that in all cases that the 
tobacco companies made payments to vending machine operators 
which were not offered to other tobacco outlets. 


e James Schmidt has been appointed associate creative supervisor of 
Kenyon & Eckhardt, Chicago. He formerly was creative supervisor of 
K&E’s Montreal office. 


|today JWT’s margin is 10 to 9. 


In domestic volume, the two 
are not far apart, but JWT has a 
big bulge internationally, thanks, 
in part, to operations in coun- 
tries where McCann does not 
function—Australia, India, Japan, 
South Africa. Australia can now 
be crossed off this list. 


a Mr. Harper has made it clear 
that he intends to provide adver- 
tisers with marketing services of 


every kind in every part of the 
, world, Mr. Weaver noted yester- 
day that Australia will be a 


springboard for McCann -in the 
Far East. 

The race to overhaul Thomp- 
son is well appreciated by Art 


/Grimes, who worked in JWT's in- 


ternational department in New 
York for nine years before mov- 
ing over to McCann in 1950. The 
Australian assignment is Mr. 
Grimes’ first overseas post. 


® McCann is entering a buoyant 
advertising market. It was point- 
ed out at yesterday's’ press con- 
ference that advertising expendi- 
tures in Australia mounted from 


| $100,000,000 in 1957 to $140,000,- 


000 last year and are, expected to 
reach $180,000,000 this year. # 
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Vanguard Slaps 
$15,000,000 Suit on 
5 Tobacco Makers ; 


(Continued from Page 2) 
media haven't said ‘drop dead’ to 
them.” ‘ 

Seated with reporters was Har- 
old Anderson, assistant to the 
president of Radio Station WINS, 
who told Mr. Schaflander that 
“nobody has brought pressure on 
us to reject your advertising.” | 
Mr. Schaflander replied, “All 1) 
know is that our advertising was | 
rejected.” } 

Mr. Schaflander told newsmen 
that Vanguard was “the first prod- 
uct to be utterly, completely locked 
out” by all New York area news- | 
papers, television and radio sta- 
tions” except the Bergen Evening 
Record, “which is the only medium 


on the media if they carried the 


that has had the courage to run 
our advertising.” 


He said because Vanguard was 


“shut out of New York media by 


interests representing the tobacco | 


one. The tobacco industry’s future 
—and, in fact, the economy of a 
large part of the country—is at 
stake. Strong medicine is needed. 
Strong medicine is prescribed.” 


After the appearance of this 
said Mr. 


cigaret industry,” it was going to ATE 
distribute 3,000,000 copies of a/ editorial, 


“Vanguard News” tomorrow and | ble getting confirmations” on ra- 
Friday. Copies were to go to “50,-|dio and tv availabilities which 
000 opinion leaders, doctors and|had been obtained earlier by the 
dentists.” |Bantob agency, H. W. Warden & 

In its federal court complaint,| Associates. “We had committed 
Vanguard said it obtained orders | $250,000 for 13 weeks in this mar- 
from national food chains, jobbers, | ket,” he said. 
distributors, dealers and retail out-| “Then everybody became a copy 
lets. Many of these orders, it add- | editor,” he continued. “Some me- 
ed, were obtained on Vanguard's | dia told us if we said, ‘smoke with 
“commitment to apprise the con- | confidence’ instead of ‘smoke with- 
suming public by advertising in| out fear,’ it might run. Others said, 
all major newspapers and on ma-|‘Maybe if you take the “arsenic”’ 
jor radio and television stations.” | thing out’.” 

But as a result of defendants’| Finally, said Mr. Schaflander, 
“threats” to the media to withhold | Bantob had to cancel Vanguard's 
future advertising if they accepted |Sept. 17 debut here and then it 


Schaflander, | 
four-page tabloid newspaper called |‘““we suddenly began having trou- | 


Vanguard copy, Vanguard was 
unable to buy space or time and 
consequently “many customers 


was decided to “start our own 
| newspaper.” 


s The New York Times an- 


cancelled orders for Vanguard. nounced that it informed the Van- 


: guard people “that it would take 
® The company also complained | advertising of Vanguards but that 


that suppliers in other fields were ‘the form of the particular adver- | 
“coerced and intimidated into re-| tisement offered to it was not ac- | 


fusing to deal with plaintiff and| ceptable, principally because the 
to cancel firm purchase orders.” | text of the advertisement did not 
Vanguard said it suffered $5,-| indicate clearly that Vanguards 
000,000 in damages and that it! contained no tobacco.” + 
wanted treble damages under the | 
Clayton Act. Field Enterprises Names 4 
Mr. Schaflander, who said that; The newspaper division of Field 
the Vanguard market test in Day-| Enterprises, Chicago, publisher of 


¥ 


Vanguard a dascovery (hal chmanates the | agents m cgaretion hnked to cancer 


‘FEAR’ STRIKES OUT—This is the ad which Bantob Products Corp. says 
was refused by almost all New York media. The company is suing 
five major tobacco companies, charging them with bringing pressure 


ads for tobacco-less Vanguards. 


MASA to Move 
Its Headquarters 
to Washington 


(Continued from Page 2) 

Objections stemmed from two 
primary causes. One group feared 
| that the move was based on inten- 
| tions to turn MASA into a lobby- 
|ing organization. Another was pri- 
|marily concerned with the cost of 
| such a move, fearing that the ad- 
| ditional expense would result in a 
|slash in member services. 

Association officials put down 
| the lobbying fears by showing 
|}members the advantages which 
will come through closer relation- 
ships with ether advertising groups 
and mailing organizations. The size 
of MASA’s headquarters staff, they 
pointed out, makes it impractical 
to even begin a major lobbying 
program. 

The cost factor was quickly off- 
set by setting up a program of 
voluntary contributions from mem- 
bers to finance the entire reloca- 
tion. Before the end of the business 
| session, over half of the cost of the 
move had been pledged by a small 
group of members. 


# In another action, MASA unan- 
imously approved a_ resolution 
asking U. S. Postmaster General 
Arthur Summerfield to seriously 


study the patron relations program | 


Consent Decree Wipes Out Station 
Swap; We'll Still Serve Philly: NBC 


| (Continued from Page 1) 
| the case as a profitable experience. | 
Aside from achieving their orig- 
\inal goal—forcing NBC to with- 
|draw from ownership of stations 
|in the Philadelphia market—the 
'ease had netted a Supreme Court 
|decision on _ procedural issues 
which will be valuable in the fu- 
|ture in the event the anti-trust | 
‘division wishes to challenge busi- | 
ness practices of stations or aot | 
| works. 

Originally, NBC had argued that 
the transaction was immune from 
|anti-trust attack because the ex- 
change was approved by the Fed- | 
eral Communications Commission. | 
Although this argument was up-| 


held in the federal district court | 


1956, by a House judiciary sub- 
committee under the chairman- 
ship of Rep. Emanuel Celler (D., 
N.Y.). 

With former anti-trust chief 
Stanley N. Barnes on the stand, 
the Celler committee read into the 
record extensive documents which 
established that FCC approved the 
NBC purchase in the face of pro- 
tests from Westinghouse and the 
Department of Justice. + 


Ad Performance 
Measure Needed, 


| 
in Philadelphia, the Supreme) B k T ll ARF 
Court handed down a broad deci- | an S e S 
sion last February which specified | 
|that the commission’s action can-| (Continued from Page 1) 


not prevent the anti-trust division |environment. We hear that some 
from proceeding against restraints|media are voluntary, others are 


which appear to violate the anti- 
| trust laws. 


s The Supreme Court decision 
|was particularly timely from the 
standpoint of the Justice Depart- 
ment because it came at a time 
when the anti-trust division is 
|questioning the legality of some 

of FCC’s network regulations, par- 
| ticularly option time. 

In its complaint against NBC 
|the Justice Department said NBC 
|threatened to cancel affiliations 
with Westinghouse in Boston and 
|Philadelphia and warned that it 
would not affiliate with KDKA- 
TV, Pittsburgh, which Westing- 
house was in the process of ac- 
quiring. 


involuntary in the attention which 
is paid to them. We hear some 
programs have higher sponsor 
identification than others. 

“All statements like these really 
say that an advertisement placed 
in advertising vehicle A somehow 
will have more value than similar 
advertising placed in advertising 
Vehicle B, whether A and B hap- 
pen to be of the same type of 
|medium or of different types. 

“Unless we have actual data on 
the communication performance of 
advertisements within their re- 
| spective media contexts, it will be 
impossible to make such state- 
| ments.” 
| Mr. Banks said performance 
|/measurement is also needed be- 
| cause of the different shapes, sizes, 


ws Under the settlement, NBC was |colors and other elements of ad- 
given the right to exchange or | Vertising units. “People,” he point- 
sell the Philadelphia stations. It|ed out, “have an intuitive feeling 


must advise the Justice Depart- 
ment in advance of any transfer, 
and must bear the burden of proof 
in the event the anti-trust divi- 
sion feels coercion is involved. 
While NBC has until Dec. 31, 
1962, to arrange a deal, Justice 
Department lawyers point out that 
|the sooner it acts, the sooner it 
|can be relieved of other burden- 
|some requirements imposed under 
| the order. 
| The order, with its many con- 


that spreads in magazines some- 
how have different connotations 
for a reader than page advertise- 
ments. 


a “There is a feeling that a 10- 
second ID somehow has a different 
connotation and delivers a differ- 
ent kind of message than a 20, 30 
or 60-second announcement. There 
is some sort of feeling that an 
alternate-week sponsor may not 
get the same impact against the 


ton “evidently scared hell out of | 
the tobacco industry,” added that | 
on Aug. 8, 1959, an editorial in| 
Tobacco Leaf incited tobacco peo- | 
ple “to unlawful action calculated | 
to destroy Bantob.” On Sept. 10,| 
Bantob filed suit for $500,000) 
against Tobacco Leaf. Today an| 
amended complaint raised the fig- 
ure to $10,000,000 ($5,000,000 for 
compensatory and $5,000,000 as 
exemplary damages). The re- 
vised complaint added Thomas F. 
Sullivan, publisher, as co-defend- 
ant. 

In its editorial, Tobacco Leaf did 


the Chicago 
Sun-Times and 
the Chicago 
Daily News, 
have named 
four depart- 
mental vps _ to 
supervise the 
major areas of 
operation and 


,of the Canadian Post Office. The | trols on NBC activities, runs for 
contrast in relationships with mail-| a minimum of 10 years from the 
ers as they exist in the two coun-| filing date. However it must also 
tries was clearly evident in the | run for at least nine years from 
convention’s opening speech by Ca-| the final disposition of the Phila- 
nadian Postmaster General Wil-|delphia stations—WRCV-TV and 
liam Hamilton. WRCYV, and it could conceivably 

extend beyond Dec. 31, 1971, if 
® Fireworks also developed during | NBC uses its full time to negotiate 
the annual election of officers,| the sale of tne stations. 


production for 
both newspa- 
pers. They are 
L. T. Knott, vp- 
advertising; Leo 
vp-finance and 


L. T. Knott 


R. Newcombe, 


not name Vanguard, but referred | business manager of the Sun- 
to “ersatz,” “synthetic” and “bo-| Times; Hy Shannon, vp-produc- 
gus” cigarets. tion, and Louis L. Spear, vp- 

“The most effective weapon | circulation. Gabe Joseph, advertis- 


against invaders [of this kind],” 
it said, “is economic pressure and 
we believe that it should be used 
in whatever legal manner the in- 
dustry deems necessary for its 
own preservation. This pressure 
could be applied to suppliers to 
the industry and to those engaged 
in the distribution, marketing, sale 
and promotion of the industry’s 
products. It should be made clear 
to them that if they wish to con- 
tinue to receive the tobacco in- 
dustry’s financial benefits, they 
‘should have no truck with those 
opportunists who attempt to make 
capital of the industry’s current 
poor press. 

“As harsh as such a tactic may 
appear, who could criticize it? No 


ing manager of the Sun-Times, 
and Budd Gore, advertising man- 
ager of the Daily News, continue in 
their positions, reporting to Mr. 
Knott. 

Vance Johnson, public relations 
director of the Daily News since 
last May, was named director of 
promotion of both dailies—a new 
position. Mel Barker continues as 
promotion manager of the Sun- 
Times, and David A. Lindsey as 
promotion manager of the Daily 
News. 


Sporn Joins ‘HiFi Review’ 

Ziff-Davis Publishing Co., New 
York, has promoted Larry Sporn 
from eastern ad manager to ad 
manager of HiFi Review. 


mainly due to difficulty in inter- 
preting procedures outlined in the 
MASA constitution. In a tight con- 
test, members re-elected’ three 
board members and named three 
newcomers to the board. 
Re-elected were Francis S. An- 
drews, American Mail Advertising 
Inc., Boston; Paul Sampson, Samp- 
son-Hill Inc., Detroit, and W. Mar- 
ion Newman Jr., Commercial 
Printing & Letter Service, Dallas. 
Mrs. Winifred M. Morrow, Busi- 
ness Letter Service, Toronto, was 
named Canadian vp and Mrs. 
Gladys Farrand, Farrand Letter 
Shop, North Hollywood, Cal., was 
elected western vp. Jerry Hahn, 
Direct Mail Service Inc., Pitts- 
burgh, was named to fill the un- 
expired term of Les W. Gaupp, Ad- 
vertisers Associates Inc., Pitts- 
burgh, who died this month. 


= In a board meeting tonight, Mr. 


ident. Mr. Sampson was named 
first vice-president and Ralph Har- 
ris, Ralph E. Harris Associates, 
Philadelphia, was named treasurer. 


Andrews was elected MASA pres-’ 


a While the order remains in ef- 
fect, NBC is enjoined from using 
network affiliation as a coercive 
device in negotiating station pur- 
chase contracts in any market. It 
is required to consult the Justice 
Department before acquiring sta- 
tions in top markets—New York, 
Chicago, Los Angeles, Detroit, 
Boston, San Francisco or Pitts- 
burgh, and before agreeing to 
serve as rep for additional stations. 
If the Justice Department ob- 
jects, the network has the burden 
of convincing the court no coer- 
cion was involved. 

Although NBC will not be al- 
lowed to re-enter Philadelphia 
with an owned and operated sta- 
tion while the order is in effect, 
it will be free to buy a radio sta- 
tion in Philadelphia five years 
from the date of the settlement. 


s After simmering for many 
months, a behind-the-scenes con- 
troversy over NBC’s negotiations 
for the Philadelphia stations was 
brought into the open in February, 


audience of his television program 
as the major weekly sponsor... 


= In another talk today, John H. 
Kofron, director of research, Chil- 
ton Co., Philadelphia, reported on 
an extensive study done to pin- 
point advertising targets in the 
metalworking industry. National 
Analysts did the study, under the 
sponsorship of Chilton’s Iron Age. 

The study covered 3,039 execu- 
tives in 748 metalworking plants. 

Results showed that 28% of 
metalworking’s purchase-decision 
executives said “top management 
was their primary function,” while 
32% indicated “operating manage- 
ment.” A considerable amount of 
overlap in executive functions was 
also found, pointing up the danger 
of “stratifying sales and adver- 
tising efforts in terms of specific 
executive functions.” # 


Purchasing Book Planned 

The Purchasing Agents Assn. 
of Buffalo will launch a monthly 
Western New York Purchaser in 
January. Howard G. Wipperman 
Jr. will be the new magazine’s ad 
manager; Donald W. Boyd Jr. will 
be the managing editor. 


deKadt Moves to OB4M 

Pieter deKadt, formerly with 
Lennen & Newell, has joined the 
research department of Ogilvy, 
Benson & Mather as a senior pro- 
ject director. 


Adv 
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‘Closed Set’ of Brands Explained to | 
ARF; It's Statistical Perpetual Motion 


(Continued from Page 3) 
Brand B, they do not return,” he 
said. 

Mr. Lipstein explained: “Brand 
B corresponds to a transient state 
in Markov Chain language. Stra- 
tegically, it is very weak. If the 
same conditions persist, it must 
clearly be ruined. 

“In the same figure, Brands A 
and C exchange customers be- 
Mween themselves but never re- 
linquish customers to any other 
brand. Brands A and C are said 
to be a closed set. A desirable 
strategy for a manufacturer would 
be to establish a set of brands 
within a market which form a 
closed set. The manufacturer al- 
ways retains the consumer within 
his company franchise by provid- 
ing a variety of products.” (Ed- 
itor’s note: Benton & Bowles is a 
Procter & Gamble agency.) 


= Mr. Lipstein reported that Mar- 
kov Chain analysis has unearthed 
some interesting buying patterns. 
He said that while few consumers 
stay with a particular brand over 
a long period, it is useful to divide 
consumers into “hard core buyers 
and predominantly switchers.” It 
was found that “an _ individual 
rarely goes from one hard core 
franchise to another hard core 
franchise. 

“More typically,” Mr. Lipstein 
reported, “consumers. will 
move from the hard core franchise 
of a particular brand to the switch- 
er category. The switcher category 
represents a period of transition 
for the consumer, where he is try- 
ing and sampling another brand 
or a variety of brands. He can 
choose to go back to the original 
brand, become hard core of another 
brand, or perhaps remain a switch- 
er for a greater length of time.” 


s New products naturally have 
relatively few adherents in the 
hard core class. “Even when they 


the capacity of the human mina | 
to manipulate simultaneously, and | 
the model can do a far more ef-| 
fective job of predicting the 
points at which changes in pro- 
motion policy and method should 
be made.” 

Prof. Tallman said the model 
could be programmed to yield in- 
formation in a wide range of cat- 
egories and could be geared so 
that the answers are projected 
on a television screen as they 
emerge from the computer. “Thus, 
in theory at least,” he said, “a 
group of executives could test run 
a number of different possible pro- 
grams and get a feedback of re- 


Rabell 


Hastings 


sults almost instantaneously.” # 
‘Dissatisfied Man’ 
Is Product of Ads, 


Hayakawa Says 


(Continued from Page 2) 
‘our approach to advertisers and 
in convincing them that a good tv 
show is not incompatible with a 
successful selling medium.” 

Mr. Foreman agreed with his 
fellow panel members that “too 
many idea people in tv follow, in- 
stead of lead. The aim seems to 
be to look for a pattern that worked 
once and to do it over and over 
again.” 


first | 


s Mr. Connelly, in a vehement 
|}outburst, asserted, “I am so sick 
| of listening to the illiteracies of tv 
|commercials that I am truly con- 
cerned over the health of tv. 

| “If it is true that the majority 
| has the intelligence of a 12-year- 
old,” Mr. Connelly continued, “the 
| 12-year-old mind will soon become 
|a three-year-old mind if it con- 
tinues to get the diet of pap now 
available on tv.” 

| Mr. Connelly said he did not 
|agree with the “12-year-old for- 
|mula” but was inclined to agree 


Frank Knorr Jr., WPKM, Tampa, 


Tomberlin Knorr 


NEW TRIBE, NEW CHIEFS—Newly elected officers of the newly formed 
National Assn. of FM Broadcasters are Fred Rabell, KITT, San Di- 
ego, president; T. Mitchell Hastings, Concert Network, Boston, vp; 


Fla., secretary, and William Tom- 


berlin, KMLA, Los Angele., treasurer. NAFMB’s organizational 


meeting was held at the Palmer 


House, Chicago, Sept. 18 and 19. 


We’ll Pass ‘Old Fashioned AM’ in 7 Years, 
FM Group Head Tells Organizing Parley 


Cuicaco, Sept. 23—Glowing 
| predictions about the growth of 
|fm radio use and the commercial 
|sueccess that can be built on it 
pervaded the organizational meet- 
ing of the National Assn. of FM 
| Broadcasters here last week. 

About 100 fm station executives 
from all over the country formed 
the new entity, whose purpose is 
/to promote fm time sales and lis- 
tenership, promote the fm indus- 
try in general, encourage techni- 
|cal development and provide 
|liaison between the fm industry 
and the Federal Communications 
Commission. 

Immediate plans call for the 
development of a $250,000 fund 
| for research of fm listenership and 
promotion of fm both to the pub- 
lic and to national advertisers. 


s The new association is an out- 
growth of the FM Development 
Assn. (later the Assn. of FM 
Broadcasters), which was formed 


show sizable brand shares,” Mr.| with the contention of Mr. Baxter | to represent and advance fm in- 


Lipstein pointed out, “the bulk of 
the purchasers are in the switcher 
group. Furthermore, the magni- 
tude of its main diagonal entry, 
that is, the probability of staying 


that “the American people, by and 
| large, are very poorly informed.” 


. “This is an ignorant nation,”| tives meeting here this past sum- | 
Baxter asserted. “Very few|™er determined the new organi- | Pulse Inc., radio and tv research 


Mr. 


|terests in areas where the Na- 
|tional Assn. of Broadcasters was 
not constituted to do so. Fm execu- 


with the same brand, tends to be| people read books, and the high | zation was needed to represent and 


lower for the new brand than the 
old established brands. 

“The concentration of buyers of 
new products in the switcher ma- 
trix during periods of introduction 
suggests that it is the area of in- 
decision. The task of the advertis- 
er is to move these tryers of new 
products in the switcher matrix 
to the hard core group.” 


s Another concept introduced by 
Mr. Lipstein—and one that he feels 
may have the “greatest value” in 
the long run—is the “steady state” 
associated with a probability ma- 
trix. The steady state, which can 
be arrived at mathematically, is a 
measure of the probabilities of 
share of market “in the long run.” 

In other words, Mr. Lipstein 
pointed out, it “enables us to es- 
timate the ultimate brand posi- 
tions which our advertising and 
marketing strategies are leading 
toward under the conditions of all 
things remaining equal.” 

Mr. Lipstein conceded that all 
things do not remain equal, but, 
he said, “In spite of the abstract 
nature of these measures, it pro- 
vides a powerful measure of ad- 
vertising effectiveness abstracted 
from changing conditions.” 


= In his turn at the rostrum, 
Prof. Tallman told how the mar- 
keting scene can be simulated in 
mathematical models. “In all prob- 
ability,” he said, “the multiplicity 
of factors being considered as in- 
teracting to influence the scale and 
kind of advertising is far beyond 


|schools and even some colleges 
have become mere extensions of 
|adolescence. The hungry sheep of 
‘our nation have not been fed... . 
| but television offers a glorious op- 
portunity to open the doors to 
minds.” 


= Mr. Friendly, associated with 
Edward R. Murrow in many prize- 
winning tv shows, declared that 
“all of the American people have 
to know as much about every- 
thing as, say Khrushchev. . 
What we don’t know may kill us.” 


® Bergan Evans, Northwestern 
University professor, told dele- 
gates that “Madison Ave. is be- 
coming the fictional bogey of our 
time. 

“Madison Ave. as the haunt of 
evil powers,” Mr. Evans said, “has 
entirely replaced Wall St. Most of 
the public who write me deplor- 
ing the corruption of the language, 
attribute this degeneration to ra- 
dio, tv, and Madison Ave. 

“I would like to send back a 
form letter,” he continued, “re- 
minding the writers that half a 
dozen of the leading publishers 
are on Madison Ave., as well as 
the archdiocese of New York, 
Brooks Bros., Abercrombie & Fitch 
and other shapers of words, styles 
and opinions.” 

Mr. Evans also reassured his 
listeners that “Winstons taste good 
like a cigaret should” is “perfectly 
all right grammatically. Those 
who criticize this use of the word 


advance all areas of fm interest. 

According to Fred Rabell, co- 
owner of KITT, San Diego, pres- 
ident of the new NAFMB, there 
are now more than 500 fm stations 
on the air and the FCC has ap- 
plications for nearly 100 more 
commercial stations. 

“We estimate that there are 
12,000,000 fm homes in the U.S. 
—a growth of at least 20% in the 
last three years,” he said. 

If the public continues to in- 


.|erease its listening to fm and its 


purchases of fm sets at the rate 
they have in the last two years, 
he predicted, “fm radio and the 
fm listening audience will surpass 
old-fashioned radio within seven 
years. 

“All that remains to be done to 
make broadcasting successful com- 
mercially is to ascertain the facts 
on the listenership to prove fm’s 
purchasing power to the advertis- 
ing agencies and to advertisers,” 
he said. 


= Some suggestions about how to 
go about this fact-ascertaining 
came from Alfred Politz, president 
of Alfred Politz Research, who 
told the broadcasters “fm has a 
chance—which am no longer has 
—to teach advertisers” how to 
measure broadcast audiences. 


to sneer at audience figures in 
principle just because such figures 
have sometimes been misused 
and twisted. Such figures are nec- 
essary to selling, he pointed out. 


‘like’ are the people I call ‘as-es’.” 


He warned the broadcasters not) 


|the need for broadcasters to dis- 
miss from their minds the idea 
that audience figures are strictly 
quantitative, without reference to 
quality. All quantitative figures 
have a qualitative factor in them, 
he pointed out. 

He said the extent to which ad- 
men and marketing people have 
differentiated between ‘“quantita- 
tive’ and “qualitative” reflects 
“an illusion, a fallacy’; that it “in- 
dicates how little admen have 
learned about research, despite 
how much they talk about it.” 


a Mr. Politz also urged the broad- 
casters not to be swayed too much 
by the concept of “giving the pub- 
lic what it wants. Had this prin- 
ciple been followed a _ hundred 
years ago,” he said, “today we'd 
be using vastly improved kerosene 
lamps.” 

The ultimate question, he said, 
is not what the public wants but 
what the public is susceptible to 
—what it might like though it 
may not even know about it. This 
calls for imagination on the broad- 
| casters’ part, he pointed out. 

Dr. Sydney Roslow, director of 


|company, cautioned fm _ stations 
| against doing rating research. 
| He said that fm broadcasters 
|should instead “do research on a 
| cumulative basis and a qualitative 
| basis. They should stay away from 
ratings. They can only be minute 
and if more stations appear on the 
dial to add to the already large 
number of am stations, it is sheer 
folly to expect ratings to make a 
station look like a favorable buy 
to an advertiser. 

“Much more important,” he 
said, “are the facts that describe 
the make-up of fm’s audience.” 


s A matter of special interest to 
the fm broadcasters was the ques- 
tion of the amount of advertising 
they should accept and the curbs 
they should place on types of ads, 
to maintain the preference for fm 
that many listeners have dem- 
onstrated. 

Mr. Politz said the extent of 
both quantity and quality that is 
sustainable should be determined 
jby the listeners, to whom the 
| broadcasters should be especially 
sensitive. 

An agency man, Arthur Bell- 
aire, vp of Batten, Barton, Dur- 
stine & Osborn, said he applauded 
tv’s approach of “selling without 
yelling.” But he asked the sta- 
tions to relax the restrictions 
many of them have set up against 
|some types of commercials, es- 
|pecially jingles. “The jingle [that 
|is] in good taste has a permanent 
|role in American radio advertis- 
| ing,” he insisted. 


But more important, he said, is | a Other new NAFMB officers | real estate company. 


143 


elected, in addition to President 
Rabell, were T. Mitchell Hastings, 
president of Concert Network, a 
Boston fm station group, and a 
prime mover in forming the new 
group, elected vp; Frank Knorr 
Jr., WPKM, Tampa, secretary, and 
William Tomberlin, KMLA, Los 
Angeles, treasurer. 

The new officers all emphasized 
that NAFMB would in no way 
conflict with, or duplicate, the 
services of NAB. 

NAB’s president and chairman, 
Harold Fellows, agreed with this, 
but urged that “the activities of 
NAFMB be confined to a vital 
service which you do not now have 
and which NAFMB can supply— 
sales promotion.” At the same 
time, Mr. Fellows urged the fm 
broadcasters to continue their sup- 
port of NAB. 

The association’s board has 11 
members, three each from the East, 
Midwest and West, plus one mem- 
ber at large and one for education- 
al fm. # 


Paul Witte, 59, 
Dies on Eve of Move 
to New Agency Setup 


Detroit, Sept. 23—Paul F. Witte, 
59, veteran industrial adman, died 
here Sunday. 

Mr. Witte, a partner in Witte & 
Burden, had recently announced 
plans to leave the agency Oct. 1 to 
become vp of Gray & Kilgore, De- 
troit. 

Four accounts were scheduled to 
make the move with Mr. Witte. 
Two of them still plan to appoint 
Gray & Kilgore—Vickers Inc., De- 
troit, maker of oil hydraulic equip- 
ment, and F. Joseph Lamb Co., De- 
troit, machinery manufacturer. 

The third company, Midwest 
Piping Co., St. Louis, has appoint- 
ed Batz-Hodgson-Neuwoehner, St. 
Louis, as its agency. The fourth ac- 
count, Diamond Power Specialty 
Corp., Lancaster, O., has not de- 
cided if it will move to Gray & Kil- 
gore. 

Mr. Witte founded his agency 
in 1928. W. Wilson Burden said the 
agency would continue in opera- 
tion, but that the agency name and 
future executive lineup had not 
been determined. 


JOHN R. PALANDECH 

Cuicaco, Sept. 22—John R. Pal- 
andech, 85, owner of John R. Pal- 
| sndech’s Foreign Language News- 
paper Representative & Publicity 
Service, died of a heart attack yes- 
terday. 

Mr. Palandech came to this city 
65 years ago and published foreign 
language newspapers for many 
years. Among his publications, 
which he sold several years ago and 
which are now out of circulation, 
were United Serbian, Yogoslavia 
and Balkan World. 

He served as president of the 
Foreign Language Press Assn. for 
20 consecutive years. In 1937 he re- 
ceived the commander’s cross of 
the Kingdom of Yugoslavia, the 
highest honor of that country, in 
recognition of his publishing ac- 
tivities. 


JOHN I. PROSSER 

MiaMI, Sept. 22—John Irwin 
Prosser, 53, radio and production 
director of Tally Embry Advertis- 
ing Agency, died Sunday. He was 
manager of WKAT here for 12 
years before joining the agency. 


Trand Appoints 3 Salesmen 
Trand Associates, New York, ra- 
dio and tv packaging company, has 
added three sales executives to its 
staff. They are Lou Rossillo, for- 
merly an account executive with 
Regal Advertising Associates; Mort 
Katock, previously a partner in 
charge of sales at Radio City As- 
sociates, a radio-tv packaging com- 


|pany; and Dunbar A. Eberts, for- 
|merly with Douglas Elliman & Co., 
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Vanguard Slaps — 
$15,000,000 Suit on 
5 Tobacco Makers 


| 
(Continued from Page 2) 
media haven't said ‘drop dead’ to 


them.” , 

Seated with reporters was Har- | 
old Anderson, assistant to the 
president of Radio Station WINS, 
who told Mr. Schaflander that 
“nobody has brought pressure on 
us to reject your advertising.” | 
Mr. Schaflander replied, “All I} 
know is that our advertising was 
rejected.” 

Mr. Schaflander told newsmen 
that Vanguard was “the first prod- | 
uct to be utterly, completely locked 
out” by all New York area news-| 
papers, television and radio sta- 
tions” except the Bergen Evening | 
Record, “which is the only medium 
that has had the courage to run} 
our advertising.” 

He said because Vanguard was | 
% “shut out of New York media by 
interests representing the tobacco 
cigaret industry,” it was going to| 
distribute 3,000,000 copies of a 
four-page tabloid newspaper called 
“Vanguard News” tomorrow and 
Friday. Copies were to go to “50,- 
000 opinion leaders, doctors and | 
dentists.” 

In its federal court complaint, | 
Vanguard said it obtained orders 
from national food chains, jobbers, 
distributors, dealers and retail out- 
lets. Many of these orders, it add- 
ed, were obtained on Vanguard's 
“commitment to apprise the con- 
suming public by advertising in 
all major newspapers and on ma- 
jor radio and television stations.” 

But as a result of defendants’ 
“threats” to the media to withhold 
future advertising if they accepted 
Vanguard copy, Vanguard was 
unable to buy space or time and 
consequently “many customers 
cancelled orders for Vanguard.” 


s The company also complained 
that suppliers in other fields were 
“coerced and intimidated into re- 
fusing .to deal with plaintiff and 
to caricel firm purchase orders.” 

Vanguard said it suffered $5,- 
000,000 in damages and that it 
wanted treble damages under the 
Clayton Act. 

‘Mr, Schaflander, who said that 
the Vanguard market test in Day- 
ton “evidently scared hell out of 
the tobacco industry,” added that 
on Aug. 8, 1959, an editorial in| 
Tobacco Leaf incited tobacco peo- | 
ple “to unlawful action calculated | 
to destroy Bantob.” On Sept. 10, 
Bantob filed suit, for $500,000) 
against Tobacco Leaf.: Today an| 
amended complaint raised the fig- 
ure to $10,000,000 ($5,000,000 for 
compensatory and $5,000,000 as 
exemplary damages). The re-| 
vised complaint added Thomas F. 
Sullivan, publisher, as co-defend- 
ant. 

In its editorial, Tobacco Leaf did 
not name Vanguard, but referred 


to “ersatz,”’ “synthetic” and “bo- 
gus” cigarets. 
“The most effective weapon 


against invaders [of this kind],” 
it said, “is economic pressure and 
we believe that it should be used 
in whatever legal manner the in- 
dustry deems necessary for its 
own preservation. This pressure 
could be applied to suppliers to 
the industry and to those engaged 
in the distribution, marketing, sale 
and promotion of the industry’s 
products. It should be made clear 
to them that if they wish to con- 
tinue to receive the tobacco in- 
dustry’s financial benefits, they 
*should have no truck with those 
opportunists who attempt to make 
capital of the industry’s current 
poor press. 

“As harsh as such a tactic may 


|Bantob agency, H. W. Warden & 


| $250,000 for 13 weeks in this mar- 


|dia told us if we said, ‘smoke with 
| confidence’ instead of ‘smoke with- 
out fear,’ it might run. Others said, 


|advertising of Vanguards but that 


¥ 


descuver) (ha! chemunalen the | agents @ cgaretios hmied Wo cancer 


‘FEAR’ STRIKES OUT—This is the ad which Bantob Products Corp. says 

was refused by almost all New York media. The company is suing 

five major tobacco companies, charging them with bringing pressure 
on the media if they carried the ads for tobacco-less Vanguards. 


one. The tobacco industry’s future 
—and, in fact, the economy of a 
large part of the country—is at 
stake. Strong medicine is needed. 
Strong medicine is prescribed.” 
After the appearance of this, 
editorial, said Mr. Schaflander, | 


“we suddenly began having trou- 


|ble getting confirmations” on ra- 
| dio 


and tv availabilities which | 
had been obtained earlier by the | 


Associates. “We had committed 


ket,” he said. 
“Then everybody became a copy 
editor,” he continued. “Some me- 


‘Maybe if you take the “arsenic” 
thing out’.” 

Finally, said Mr. Schaflander, 
Bantob had to cancel Vanguard’s 


Sept. 17 debut here and then it 
was decided to “start our own 
newspaper.” 


s The New York Times an- 
nounced that it informed the Van- 
guard people “that it would take 


the form of the particular adver- 
tisement offered to it was not ac- 
ceptable, principally because the 
text of the advertisement did not 
indicate clearly that Vanguards 
contained no tobacco.” # 


Field Enterprises Names 4 

The newspaper division of Field 
Enterprises, Chicago, publisher of 
the Chicago 
Sun-Times and 
the Chicago 
Daily News, 
have named 
four depart- 
mental vps to 
supervise the 
major areas of 
operation and 
production for 
both newspa- 
pers. They are 
L. T. Knott, vp- 
advertising; Leo 
vp-finance and 
manager of the Sun- 
Times; Hy Shannon, vp-produc- 
tion, and Louis L. Spear, vp- 
circulation. Gabe Joseph, advertis- 
ing manager of the Sun-Times, 
and Budd Gore, advertising man- 
ager of the Daily News, continue in 
their positions, reporting to Mr. 
Knott. 

Vance Johnson, public relations 
director of the Daily News since 
last May, was named director of 
promotion of both dailies—a new 
position. Mel Barker continues as 
promotion manager of the Sun- 
Times, and David A. Lindsey as 
promotion manager of the Daily 
News. 


-L. T. Knott 


R. Newcombe, 
business 


Sporn Joins ‘HiFi Review’ 
Ziff-Davis Publishing Co., New 

York, has promoted Larry Sporn 

from eastern ad manager to ad 


appear, who could criticize it? No 


manager of HiFi Review. 


MASA to Move 
Its Headquarters 
to Washington 


(Continued from Page 2) 

Objections stemmed from two 
primary causes. One group feared 
that the move was based on inten- 
tions to turn MASA into a lobby- 
ing organization. Another was pri- 
marily concerned with the cost of 
such a move, fearing that the ad- 
ditional expense would result in a 
slash in member services. 


Advertising Age, September 28, 1959 


Consent Decree Wipes Out Station 


(Continued from Page 1) | 
the case as a profitable experience. | 
| Aside from achieving their orig- 
inal goal—forcing NBC to with- | 
|}draw from ownership of stations | 
|in the Philadelphia market—the 
/ease had netted 2 Supreme Court 
|decision on procedural issues 
|which will be valuable in the fu- 
{ture in the event the anti-trust 
|division wishes to challenge busi- 
ness practices of stations or net- 
| works. 

Originally, NBC had argued that 
the transaction was immune from 
|anti-trust attack because the ex- 
|change was approved by the Fed- 
‘eral Communications Commission. 
Although this argument was up- 
held in the federal district court 
in Philadelphia, the Supreme 
|Court handed down a broad deci- 
sion last February which specified 
{that the commission’s action can- 
not prevent the anti-trust division 
from proceeding against restraints 
which appear to violate the anti- 
| trust laws. 


|@ The Supreme Court decision 
was particularly timely from the 
standpoint of the Justice Depart- 
|ment because it came at a time 
|when the anti-trust division is 
| questioning the legality of some 
|of FCC’s network regulations, par- 
| ticularly option time. 

| In its complaint against NBC 
'the Justice Department said NBC 


Swap; We'll Still Serve Philly: NBC 


1956, by a House judiciary sub- 
committee under the chairman- 
ship of Rep. Emanuel Celler (D., 
N.Y.). 

With former anti-trust chief 
Stanley N. Barnes on the stand, 
the Celler committee read into the 
record extensive documents which 
established that FCC approved the 
NBC purchase in the face of pro- 
tests from Westinghouse and the 
Department of Justice. + 


Ad Performance 


Measure Needed, 
Banks Tells ARF 


| 

(Continued from Page 1) 
}environment. We hear that some 
media are voluntary, others are 
involuntary in the attention which 
is paid to them. We hear some 
programs have higher’ sponsor 
‘identification than others. 

“All statements like these really 
say that an advertisement placed 
in advertising vehicle A somehow 
will have more value than similar 
advertising placed in advertising 
Vehicle B, whether A and B hap- 
/pen to be of the same type of 
|medium or of different types. 

“Unless we have actual data on 


Association officials put down) threatened to cancel affiliations the communication performance of 
the lobbying fears by showing| with Westinghouse in Boston and|advertisements within their re- 
members the advantages which| philadelphia and warned that it| spective media contexts, it will be 
will come through closer relation- | would not affiliate with KDKA- impossible to make such state- 
ships with ether advertising groups|Ty, Pittsburgh, which Westing- | ments.” 


and mailing organizations. The size | house was in the process of ac- | 


of MASA'’s headquarters staff, they 
pointed out, makes it impractical 
to even begin a major lobbying 
program. 


quiring. 


ls Under the settlement, NBC was 


|given the right to exchange or 


Mr. Banks said performance 
|measurement is also needed be- 
| cause of the different shapes, sizes, 
| colors and other elements of ad- 
| vertising units. “People,” he peint- 


The cost factor was quickly off-|se}} the Philadelphia stations. It/ed out, “have an intuitive feeling 


set by setting up a program of 
voluntary contributions from mem- 
bers to finance the entire reloca- 
tion. Before the end of the business 
session, over half of the cost of the 
move had been pledged by a small 
group of members. 


s In another action, MASA unan- 
imously approved a_ resolution 
asking U. S. Postmaster General 
Arthur Summerfield to seriously 
study the patron relations program 
of the Canadian Post Office. The 
contrast in relationships with mail- 
ers as they exist in the two coun- 
tries was clearly evident in the 
convention’s opening speech by Ca- 
nadian Postmaster General Wil- 
liam Hamilton. 


s Fireworks also developed during 
the annual election of officers, 
mainly due to difficulty in inter- 
preting procedures outlined in the 
MASA constitution. In a tight con- 
test, members re-elected three 
board members and named three 
newcomers to the board. 
Re-elected were Francis S. An- 
drews, American Mail Advertising 
Inc., Boston; Paul Sampson, Samp- 
son-Hill Inc., Detroit, and W. Mar- 
ion Newman Jr., Commercial 
Printing & Letter Service, Dallas. 
Mrs. Winifred M. Morrow, Busi- 
ness Letter Service, Toronto, was 
mamed Canadian vp and Mrs. 
Gladys Farrand, Farrand Letter 
Shop, North Hollywood, Cal., was 
elected western vp. Jerry Hahn, 
Direct Mail Service Inc., Pitts- 
burgh, was named to fill the un- 
expired term of Les W. Gaupp, Ad- 
vertisers Associates Inc., Pitts- 
burgh, who died this month. 


= In a board meeting tonight, Mr. 


Andrews was elected MASA pres-— 


ident. Mr. Sampson was named 
first vice-president and Ralph Har- 
ris, Ralph E. Harris Associates, 
Philadelphia, was named treasurer. 


|must advise the Justice Depart- | 


|ment in advance of any transfer, 
| and must bear the burden of proof 
jin the event the anti-trust divi- 
| sion feels coercion is involved. 

| While NBC has until Dec. 31, 
11962, to arrange a deal, Justice 
| Department lawyers point out that 
the sooner it acts, the sooner it 
|can be relieved of other burden- 
|some requirements imposed under 
| the order. 

| The order, with its many con- 
/trols on NBC activities, runs for 
a minimum of 10 years from the 
filing date. However it must also 
run for at least nine years from 
the final disposition of the Phila- 
delphia stations—WRCV-TV and 
WRCYV, and it could conceivably 
extend beyond Dec. 31, 1971, if 
NBC uses its full time to negotiate 
the sale of the stations. 


# While the order remains in ef- 
fect, NBC is enjoined from using 
network affiliation as a coercive 
device in negotiating station pur- 
chase contracts in any market. It 
is required to consult the Justice 
Department before acquiring sta- 
tions in top markets—New York, 
Chicago, Los Angeles, Detroit, 
Boston, San Francisco or Pitts- 
burgh, and before agreeing to 
serve as rep for additional stations. 
If the Justice Department ob- 
jects, the network has the burden 
of convincing the court no coer- 
cion was involved. 

Although NBC will not be al- 
lowed to re-enter Philadelphia 
with an owned and operated sta- 
tion while the order is in effect, 
it will be free to buy a radio sta- 
tion in Philadelphia five years 
from the date of the settlement. 


s After simmering for many 
months, a behind-the-scenes con- 
troversy over NBC’s negotiations 
for the Philadelphia stations was 
brought into the open in February, 


that spreads in magazines some- 
how have different connotations 
for a reader than page advertise- 
ments. 


a “There is a feeling that a 10- 
second ID somehow has a different 
connotation and delivers a differ- 
ent kind of message than a 20, 30 
or 60-second announcement. There 
is some sort of feeling that an 
alternate-week sponsor may not 
get the same impact against the 
audience of his television program 
as the major weekly sponsor... 


s In another talk today, John H. 
Kofron, director of research, Chil- 
ton Co., Philadelphia, reported on 
an extensive study done to pin- 
point advertising targets in the 
metalworking industry. National 
Analysts did the study, under the 
sponsorship of Chilton’s Iron Age. 

The study covered 3,039 execu- 
tives in 748 metalworking plants. 

Results showed that 28% of 
metalworking’s purchase-decision 
executives said “top management 
was their primary function,” while 
32% indicated “operating manage- 
ment.” A considerable amount of 
overlap in executive functions was 
also found, pointing up the danger 
of “stratifying sales and adver- 
tising efforts in terms of specific 
executive functions.” + 


Purchasing Book Planned 

The Purchasing Agents Assn. 
of Buffalo will launch a monthly 
Western New York Purchaser in 
January. Howard G. Wipperman 
Jr. will be the new magazine’s ad 
manager; Donald W. Boyd Jr. will 
be the managing editor. 


deKadt Moves to OB&M 

Pieter deKadt, formerly with 
Lennen & Newell, has joined the 
research department of Ogilvy, 
Benson & Mather as a senior ~pro- 
ject director. 
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(Continued from Page 3) 
Brand B, they do not return,” he 
said. 

Mr. Lipstein explained: “Brand 
B corresponds to a transient state 
in Markov Chain language. Stra- 
tegically, it is very weak. If the 
same conditions persist, it must 
clearly be ruined. 

“In the same figure, Brands A 
and C exchange customers be- 
ween themselves but never re- 
linquish customers to any other 
brand. Brands A and C are said 
to be a closed set. A desirable 
strategy for a manufacturer would 
be to establish a set of brands 
within a market which form a 
closed set. The manufacturer al- 
ways retains the consumer within 
his company franchise by provid- 
ing a variety of products.” (Ed- 
itor’s note: Benton & Bowles is a 
Procter & Gamble agency.) 


= Mr. Lipstein reported that Mar- 
kov Chain analysis has unearthed 
some interesting buying patterns. 
He said that while few consumers 
stay with a particular brand over 
a long period, it is useful to divide 
consumers into “hard core buyers 
and predominantly switchers.” It 
was found that “an _ individual 
rarely goes from one hard core 
franchise to another hard core 
franchise. 

“More typically,” Mr. Lipstein 
reported, “consumers will first 
move from the hard core franchise 
of a particular brand to the switch- 
er category. The switcher category 
represents a period of transition 
for the consumer, where he is try- 
ing and sampling another brand 
or a variety of brands. He can 
choose to go back to the original 


brand, become hard core of another | 


brand, or perhaps remain a switch- 
er for a greater length of time.” 


= New products naturally have 
relatively few adherents in the 
hard core class. “Even when they 
show sizable brand shares,” Mr. 


the purchasers are in the switcher 
group. Furthermore, the magni- 
tude of its main diagonal entry, 
that is, the probability of staying 


with the same brand, tends to be | 
lower for the new brand than the 


old established brands. 

“The concentration of buyers of 
new products in the switcher ma- 
trix during periods of introduction 
suggests that it is the area of in- 
decision. The task of the advertis- 
er is to move these tryers of new 
products in the switcher matrix 
to the hard core group.” 


= Another concept introduced by 
Mr. Lipstein—and one that he feels 
may have the “greatest value’ in 
the long run—is the “steady state” 
associated with a probability ma- 
trix. The steady state, which can 
be arrived at mathematically, is a 
measure of the probabilities of 
share of market “in the long run.” 

In other words, Mr. Lipstein 
pointed out, it “enables us to es- 
timate the ultimate brand posi- 
tions which our advertising and 
marketing strategies are leading 
toward under the conditions of all 
things remaining equal.” 

Mr. Lipstein conceded that all 
things do not remain equal, but, 
he said, “In spite of the abstract 
nature of these measures, it pro- 
vides a powerful measure of ad- 
vertising effectiveness abstracted 
from changing conditions.” 


ein his turn at the rostrum, 
Prof. Tallman told how the mar- 
keting scene can be simulated in 
mathematical models. “In all prob- 
ability,” he said, “the multiplicity 
of factors being considered as in- 
teracting to influence the scale and 
kind of advertising is far beyond 


/mula” but was inclined to agree 
| with the contention of Mr. Baxter 
Lipstein pointed out, “the bulk of | 


| 
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‘Closed Set’ of Brands Explained to 
ARF; It's Statistical Perpetual Motion 


the capacity of the human mind | 
to manipulate simultaneously, and | 
the model can do a far more ef- 
fective job of predicting the 
points at which changes in pro- 
motion policy and method should 
be made.” 

Prof. Tallman said the model 
could be programmed to yield in- 
formation in a wide range of cat- 
egories and could be geared so 
that the answers are projected 
on a television screen as they 
emerge from the computer. “Thus, 
in theory at least,” he said, “a 
group of executives could test run 
a number of different possible pro- 
grams and get a feedback of re- 
sults almost instantaneously.” # 


‘Dissatisfied Man’ 
Is Product of Ads, 
Hayakawa Says 


(Continued from Page 2) 
our approach to advertisers and. 
in convincing them that a good tv 
show is not incompatible with a 
successful selling medium.” 

Mr. Foreman agreed with his) 
fellow panel members that “too 
many idea people in tv follow, in- 
stead of lead. The aim seems to 
be to look for a pattern that worked 
once and to do it over and over 
again.” 


= Mr. Connelly, in a vehement 
outburst, asserted, “I am so sick 
of listening to the illiteracies of tv 
commercials that I am truly con- 
cerned over the health of tv. 

“If it is true that the majority 
has the intelligence of a 12-year- 
old,” Mr. Connelly continued, ‘“‘the 
12-year-old mind will soon become 
a three-year-old mind if it con- 
tinues to get the diet of pap now 
available on tv.” 

Mr. Connelly said he did not 
agree with the “12-year-old for- 


that ‘the American people, by and | 
large, are very poorly informed.” 


= “This is an ignorant nation,” 
Mr. Baxter asserted. “Very few 
people read books, and the high 
schools and even some colleges 
have become mere extensions of 
adolescence. The hungry sheep of 
our nation ave not been fed .. . 
but television offers a glorious op- 
portunity to open the doors to 
minds.” 


a Mr. Friendly, associated with 
Edward R. Murrow in many prize- 
winning tv shows, declared that 
“all of the American people have 
to know as much about every- 
thing as, say Khrushchev... . 
What we don’t know may kill us.” 


s Bergan Evans, Northwestern 
University professor, told dele- 
gates that “Madison Ave. is be- 
coming the fictional bogey of our 
time. ; 

‘Madison Ave. as the haunt of 
evil powers,”’ Mr. Evans said, “has 
entirely replaced Wall St. Most of 
the public who write me deplor- 
ing the corruption of the language, 
attribute this degeneration to ra- 
dio, tv, and Madison Ave. 

“I would like to send back a 
form letter,” he continued, “re- 
minding the writers that half a 
dozen of the leading publishers 
are on Madison Ave., as well as 
the archdiocese of New York, 
Brooks Bros., Abercrombie & Fitch 
and other shapers of words, styles 
and opinions.” 

Mr. Evans also reassured his 
listeners that “Winstons taste good 
like a cigaret should” is “perfectly 
all right grammatically. Those 
who criticize this use of the word 


‘like’ are the people I call ‘as-es’.”’ 


Rabell 


Hastings 


Tomberlin Knorr 


NEW TRIBE, NEW CHIEFS—Newly elected officers of the newly formed 
National Assn. of FM Broadcasters are Fred Rabell, KITT, San Di- 
ego, president; T. Mitchell Hastings, Concert Network, Boston, vp; 
Frank Knorr Jr., WPKM, Tampa, Fla., secretary, and William Tom- 
berlin, KMLA, Los Angele., treasurer. NAFMB’s organizational 
meeting was held at the Palmer House, Chicago, Sept. 18 and 19. 


We'll Pass ‘Old Fashioned AM’ in 7 Years, 
FM Group Head Tells Organizing Parley 


Cuicaco, Sept. 23—Glowing 
predictions about the growth of 
fm radio use and the commercial 


|success that can be built on it 


pervaded the organizational meet- 
ing of the National Assn. of FM 
Broadcasters here last week. 

About 100 fm station executives 
from all over the country formed 
the new entity, whose purpose is 
to promote fm time sales and lis- 
tenership, promote the fm indus- 
try in general, encourage techni- 
cal development and provide 
liaison between the fm industry 
and the Federal Communications 
Commission. 

Immediate plans call for the 
development of a $250,000 fund 
for research of fm listenership and 
promotion of fm both to the pub- 
lic and to national advertisers. 


s The new association is an out- 
growth of the FM Development 
Assn. (later the Assn. of FM 
Broadcasters), which was formed 


|to represent and advance fm in- 


terests im areas where the Na- 
tional Assn. of Broadcasters was 
not constituted to do so. Fm execu- 
tives meeting here this past sum- 
mer determined the new organi- 
zation was needed to represent and 
advance all areas of fm interest. 

According to Fred Rabell, co- 
owner of KITT, San Diego, pres- 
ident of the new NAFMB, there 
are now more than 500 fm stations 
on the air and the FCC has ap- 
plications for nearly 100 more 
commercial stations. 

“We estimate that there are 
12,000,000 fm homes in the US. 
—a growth of at least 20% in the 
last three years,” he said. 

If the public continues to in- 
crease its listening to fm and its 
purchases of fm sets at the rate 
they have in the last two years, 
he predicted, “fm radio and the 
fm listening audience will surpass 
old-fashioned radio within seven 
years. 

“All that remains to be done to 
make broadcasting successful com- 
mercially is to ascertain the facts 
on the listenership to prove fm’s 
purchasing power to the advertis- 
ing agencies and to advertisers,” 
he said. 


s Some suggestions about how to 
go about this  fact-ascertaining 
came from Alfred Politz, president 
of Alfred Politz Research, who 
told the broadcasters “fm has a 
chance—which am no longer has 
—to teach advertisers” how to 
measure broadcast audiences. 

He warned the broadcasters not 
to sneer at audience figures in 
principle just because such figures 
have sometimes been misused 
and twisted. Such figures are nec- 
essary to selling, he pointed out. 

But more important, he said, is 


ioe 


| 
| 
| 


the need for broadcasters to dis- 
miss from their minds the idea 
that audience figures are strictly 
quantitative, without reference to 
quality. All quantitative figures 
have a qualitative factor in them, 
he pointed out. 

He said the extent to which ad- 
men and marketing people have 
differentiated between ‘“quantita- 
tive” and “qualitative” reflects 
“an illusion, a fallacy”; that it “in- 
dicates how little admen have 
learned about research, despite 
how much they talk about it.” 


s Mr. Politz also urged the broad- 
casters not to be swayed too much 
by the concept of “giving the pub- 
lic what it wants. Had this prin- 
ciple been followed a hundred 


years ago,” he said, “today we'd | 


be using vastly improved kerosene 
lamps.” 

The ultimate question, he said, 
is not what the public wants but 
what the public is susceptible to 
—what it might like though it 
may not even know about it. This 
calls for imagination on the broad- 
casters’ part, he pointed out. 

Dr. Sydney Roslow, director of 
Pulse Inc., radio and tv research 
company, cautioned fm _ stations 
against doing rating research. 

He said that fm _ broadcasters 
should instead “do research on a 
cumulative basis and a qualitative 
basis. They should stay away from 
ratings. They can only be minute 
and if more stations appear on the 
dial to add to the already large 
number of am stations, it is sheer 
folly to expect ratings to make a 
station look like a favorable buy 
to an advertiser. 

“Much more important,” he 
said, “are the facts that describe 
the make-up of fm’s audience.” 


es A matter of special interest to 
the fm broadcasters was the ques- 
tion of the amount of advertising 
they should accept and the curbs 
they should place on types of ads, 
to maintain the preference for fm 
that many listeners have dem- 
onstrated. 

Mr. Politz said the extent of 
both quantity and quality that is 
sustainable should be determined 
by the listeners, to whom the 
broadcasters should be especially 
sensitive. 

An agency man, Arthur Bell- 
aire, vp of Batten, Barton, Dur- 
stine & Osborn, said he applauded 
tv’s approach of “selling without 
yelling.” But he asked the sta- 
tions to relax the restrictions 
many of them have set up against 
some types of commercials, es- 
pecially jingles. “The jingle [that 
is] in good taste has a permanent 
role in American radio advertis- 
ing,” he insisted. 


es Other new NAFMB officers 


143 


,elected, in addition to President 
Rabell, were T. Mitchell Hastings, 
president of Concert Network, a 
Boston fm station group, and a 
prime mover in forming the new 
group, elected vp; Frank Knorr 
Jr., WPKM, Tampa, secretary, and 
William Tomberlin,.KMLA, Los 
Angeles, treasurer. 

The new officers all emphasized 
that NAFMB would in no way 
conflict with, or duplicate, the 
services of NAB. 

NAB’s president and chairman, 
Harold Fellows, agreed with this, 
but urged that “the activities of 
NAFMB be confined to a vital 
service which you do not now have 
and which NAFMB can supply— 
sales promotion.” At the same 
time, Mr. Fellows urged the fm 
broadcasters to continue their sup- 
port of NAB. 

The association’s board has 11 
members, three each from the East, 
Midwest and West, plus one mem- 
ber at large and one for education- 
al fm. # 


Paul Witte, 59, 
Dies on Eve of Move 
to New Agency Setup 


DETROIT, Sept. 23—Paul F. Witte, 
59, veteran industrial adman, died 
here Sunday. 

Mr. Witte, a partner in Witte & 
Burden, had recently announced 
plans to leave the agency Oct. 1 to 
become vp of Gray & Kilgore, De- 
troit. 

Four accounts were scheduled to 
make the move with Mr. Witte. 
Two of them still plan to appoint 
Gray & Kilgore—Vickers Inc., De- 
troit, maker of oil hydraulic equip- 
ment, and F. Joseph Lamb Co., De- 
troit, machinery manufacturer. 

The third company, Midwest 
Piping Co., St. Louis, has appoint- 
ed Batz-Hodgson-Neuwoehner, St. 
Louis, as its agency. The fourth ac- 
count, Diamond Power Specialty 
Corp., Lancaster, O., has not de- 
cided if it will move to Gray & Kil- 
gore. 

Mr. Witte founded his agency 
in 1928. W. Wilson Burden said the 
agency would continue in opera- 
tion, but that the agency name and 
future executive lineup had not 
been determined. 


JOHN R. PALANDECH 

Cuicaco, Sept. 22—John R. Pal- 
andech, 85, owner of John R. Pal- 
andech’s Foreign Language News- 
paper Representative & Publicity 
Service, died of a heart attack yes- 
terday. 

Mr. Palandech came to this city 
65 years ago and published foreign 
language newspapers for many 
years. Among his publications, 
which he sold several years ago and 
which are now out of circulation, 
were United Serbian, Yogoslavia 
and Balkan World. 

He served as president of the 
Foreign Language Press Assn. for 
20 consecutive years. In 1937 he re- 
ceived the commander’s cross of 
the Kingdom of Yugoslavia, the 
highest honor of that country, in 
recognition of his publishing ac- 
tivities. 


JOHN I. PROSSER 

Miami, Sept. 22—John Irwin 
Prosser, 53, radio and production 
director of Tally Embry Advertis- 
ing Agency, died Sunday. He was 
manager of WKAT here for 12 
years before joining the agency. 


Trand Appoints 3 Salesmen 
Trand Associates, New York, ra- 
dio and tv packaging company, has 
added three sales executives to its 
staff. They are Lou Rossillo, for- 
merly an account executive with 
Regal Advertising Associates; Mort 
Katock, previously a partner in 
charge of sales at Radio City As- 
sociates, a radio-tv packaging com- 
pany; and Dunbar A. Eberts, for- 
merly with Douglas Elliman & Co., 
real estate company. 
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The Advertising Market Place 


. Closing d 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per line. 


diine: Copy in written form in Chicago 


Add two lines for box b 


Coast Representative (Classified only): 


office not later than noon, Wednesday 2. days preceding publication date. Pacific 


ified Depar Inc., 4041 Marlton 


Ave., Los Angeles, 8. Axminster 2-0287. Pr deadline Los Angeles: Monday noon, 
cy preceding publication date. Display classified takes card rate of $18.75 per 
column inch, and card discounts on size and frequency apply. 


HELP WANTED 


HELP WANTED 


SPACE SALESMAN, $15,000 base pay 
plus commission for ublication with 
a eanity, highly select local circulation. 
Must be familiar with Chicago market. 
Replies strictly confidential. 

ono ttl 2918, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


Have Interesting i Take plet 
charge of advertising for retail credit 


jewelry chain. Please phone _ collect 
Ottawa, Canada, CEntral 5-5102. Jack 
Snow Jewelers, 5 

ASSISTANT IT ICA 


Publisher of two top national trade 
magazines seeks able, young writer for 
editorial spot ey vee through 
promotion. Should be indy with camera 
and free to travel. Salary $4800.00 to 
start. Write 
Box 2943, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


TOP NEWSPAPER SYNDICATE is look- 
ing for a top salesman. If you are a go- 
etter, with a proved record of success 
nm selling, preferably in the newspaper 
business or its allied fields, this may be 
your opportunity to move ahead. Send 
resume to 
Box 2044, ADVERTISING AGE 
630 Third Ave.,New York 17, N. Y. 


CREATIVE AGENCY OR FREE-LANCE 
ADVERTISING MAN, N. Y. area, elec- 
trical or home furnishing background. 
to launch new product, prepare sales 
literature, package design, etc. Unlimited 
potential. 
Box 2945, ADVERTISING On 
630 Third Ave., New York 17, N. 


Free Lance trade paper writers Sinica 
Based in New York, California, Midwest, 
South & Southwest. mail resume 
ox 2946, ADVERTISING AGE 
630 Third Ave., NewYork 17, N. 


ARTIST 
Excellent opportunity with growing 
agency, western N.Y. state. Experience 


in all phases adv. art. Crisp layouts a 
must. Send complete resume and salary 
requirements. Confidential. 
Box 2947, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 


MEDIA BUYER 
Chicago agency with major accounts 
wants a real pro (age 32-45) to join our 
hard-hitting team of career girls. Must 
be self-sufficient and flexble because we 
don't believe in or have junior girls. 
Highest salary. Profit-sharing. Send re- 
sume and personal letter 
Box 2948, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


TRADE SPACE SALESMAN with flexible 
mind wanted by established publishers’ 
rep. ae solid list. Replies confidential. 
2949, ADVERTISING AGE 
200°? E Tilinois St., Chicago 11, Illinois 
BARNARD'S 
A Specialized Placement Service 
ADVERTISING, PR, EDITORIAL, SALES, 
SECRETARIAL & GEN OFF 
call or write 
Miss Barnard Mr. Pollard 
WA 2-2306, 220 8. State St., Chicago 4 


TOP FLIGHT COPYWRITER 
largest women's apparel specialty 
its kind with headquarters in 
Chicago has opening for experienced 
copywriter. The woman we want must 
have a feeling for words, a flair for 
showmanship, must respond to and be 
stimulated by the drama and excitement 
of a fast-paced retail operation. Position 
could lead to a divisional advertising 
managership. Salary commensurate with 
qualifications, which must include retail 
copywriting experience. Replies held in 
confdence. Write 
Box 2950, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
PUBLISHER'S ASSISTANT on So. Mich. 
rural weekly, circ. 11,000. Experience in 
editing, reporting, and handling job 
printing orders desirable. Salary open. 
Lapeer (Mich.) County Press. 


The 
store of 


AbD AGENCY SEEKS COPYWRITER—a 
capable producer of high-caliber adver- 
tising for widely varied accounts. To the 
right person, we offer a real opportunity 
to advance rapidly from a starting 4 
of no less than $7,500 in an agency wi 
an outstanding history of growth...in a 
community where better living is more 
than just a promise and costs a lot less 
Send complete resume in confidence. 
Box 2951, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
468 E. Ohio St., Chicago, SU 17-2255 


Advertising and Sales Promotion Assist- 
ant wanted by one of our clients in the 
metal fabrication field. 3 to 5 years 
experience in creative capacity and a 
basic knowledge of advertising produc- 
tion technique required. Send complete 
resume and salary requirements. 
CONNOR ASSOCIATES, INC. 
1460 East River Road 
Aurora, Ilinols 


MOLENE PERSONNEL SERVICE 


SITE dicitbinsinitialnebetinetnmnmnesin editors 
oe manageee PEN copywriters 
rtists production ....... sales 


All is “grist, which comes to our mill" 
ANdover 33-4424, 105 W. Adams St., Chgo 3 


PRODUCTION MANAGER 
Increasing schedules makes it necessary 
for this Chicago agency to add capable 
man to take full charge of scheduling, 
traffic and production. $7,000 to $9.000. 
5 to 10 years experience. 

Box 2974, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


POSITIONS WANTED 


MARKET RESEARCH - 14 years exp. 

Includes supervision all phases market 

research - questionnaire, sampling tech- 

nique, tabulation, reports, analysis 

College degree plus. Will send resume. 
Box 2928, ADVERTISING AGE 

4041 Mariton Ave., Los Angeles 8, Calif. 


EXPERIENCED CHICAGO SPACE 
SALESMAN 36, N.U. GRADUATE 
Desires change—Trade magazine, Pub- 
ames * Ben. or newspaper. dy eae. 

2932, ADVERTISIN GE 
200 - “iilinols St., Chicago 11. Ailinots 


CONSUMER & MARKET RESEARCH 
Employed. Background-Consumer and 
Market Surveys all over the United 
States during past 10 years. Experienced 
interviewing, preparation written and 
statistical reports, market analysis, most- 
ly with consumer goods. Major Accom- 
plishments. Desire Position offering op- 
portunity for continued growth in Mar- 
keting Research. Business Degree. Grad- 
uate specialization-Marketing. Single, 38. 

Box 2971, ADVERTISING AGE 

630 Third Ave., New York 17, N. Y. 


SALES PRESENTATIONS 
SOFT SELL HARD SELL 
Merchandising, Marketing, Straight Shoot- 
er, Old Fashioned Worker. Personable in- 
dividual. Desires Sales Mktg. Pubreo Pos. 
Box 2972, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 


AD MAKE-UP 
Here's a girl who has worked on one 
of the largest dailies for over 10 years 
She has reached the maximum advance- 
ment (The boss isn’t likely to quit!) 
Likes detail, responsibility and knows 
shorthand and typing, too. References. 
Box 2969, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MARKET RESEARCH—Experience in 
Sales Analysis, surveys, NYU Grad. Age 
29. Psychology major, statistics minor. 
Box 2970, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 


Ambitious young newspaper ad manager 
seeks opportunity with agency. Solid 
media background. Personable, proven 
ability. Complete resume, references. 

Box 2952, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


advertising programs. 


DIRECTOR OF PUBLIC RELATIONS 
AND ADVERTISING 


One of America’s leading industrial corporations 
seeks top-rated public relations professional with the 
capacity and talent to assume executive responsibility 
for direction of our expanding public relations and 


Candidate must be experienced in executing a broad 
range of internal and external public relations activi- 
ties including stockholder and financial relations, and 
counseling division managers at the plant level. Back- 
ground of creative corporate advertising is necessary. 
This position requires a mature, perceptive individual 
capable of functioning at top management level with 
officers who fully appreciate and reflect the contribu- 
tions of PR thinking in current operations and for- 
ward planning. Ranked among the nation’s 200 largest 
corporations, this dynamic Midwestern company is 
highly diversified with operations throughout the 
United States and Canada. Submit complete resume, 
photograph, state salary requirements. 

Reply Box 714, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


AVERAGE PAID CIRCULATION FOR 
6 MONTHS ENDING JUNE 30, 1959 


47,344 


POSITIONS WANTED 3 


AD COPY-PUBLICITY WRITER 
Free-lance “whiz"'! 25 yrs. wide exp. Top 
copy for ads, releases, etc. Hourly rate. 
Bob Gale, 1353 Fargo, Chicago 26, Ill. 
PR DIR. Woman. Exp. Radio, Press, Fea- 
ture —s Exc. pub. ‘contacts. Let's talk. 

2953, ADVERTISING AGE 
200 rE Illinois St., Chicago 11, Illinois 
MEDIA, 10 years Agency Exp., Produc- 
tion, Secretarial, Accounting, Traffic, 
$550.00-$600.00. Single, Write: 
Box 2954, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Advertising Age, September 28, 1959 


POSITIONS WANTED 
TO CONSUMER AGENCIES 
WITH INDUSTRIAL ACCOUNTS 
Need a creative, copy-< -contact c- with 
industrial know-how 
Box 2961, ADVERTISING AGES 
630 Third Ave., New York 17, New York 
EFFECTIVE 
PR-Adv. executive, under 40, salary in 
five figures. Prefer position between 
New England and California. Will even 
consider others. Your le*ter will bring 


resume. 
ADVERTISING AG 


Box 2968, E 
200 E. Illinois St., Chicago 11, Illinois 


PROMOTION WRITER 
Letters, booklets, display ads. 12 years 
experience—(6 years publishing, 5 years 
retail, 1 year agency) Art and production 
know-how. Chicago or New York. Female. 


$10,000. 

Box 2962, ADVERTISING AGE 
200 Er Illinois St., Chicago 11, Illinois 
CREATIVE ARTIST-ART DIRECTOR 

WANTS WIFE TO WEAR MINK 

After learning 
ready to up to position with 
responsibility and salary to match. Very 
strong on creativeness, know-how. 

Box 2963, ADV ERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


ADV. MANAGER-SOUTHWEST or WEST 
Mid-west exec with nat’l. mfgr. & retail 
exp.-consumer goods. Background: Adv. 
Mgr., Sales Prom. Mgr., Creative Dir. 


Age + $12M. 
Box 2955, ADVERTISING AGE 
200 E. Ilinois St., Chicago 11, Illinois 


TRAFFIC COORDINATOR WISHES TO 
ADVANCE TO TRAFFIC MANAGER. 
(Print) 5 Years well rounded experience 
both traffic and production in large and 
medium size 4A agencies. Will presemt 
views as to establishing traffic system, 
or will accept present opening as Traffic 
Manager. Have ideas, will relocate. 

a“ ~ 27 years young 
Box 2956, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


AD MANAGER WANTS TO GROW! | 
Ten years creating sales promotion and 
incentive programs that move merchan- 
dise and men. Wholly responsibe all 
national ad media, distributor-dealer co- 
op, and p.r. Articulate, good appearance 
B.B.A., Northwestern U. Want to connect 
with leading Chicago agency or con- 
sumer manufacturer. Call BR 4-8388 (Chi- 
cago) for return call or write: 

Box 2957, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


MIDWEST SPACE SALESMAN 
desires immediate association with indus- 
trial publication. Broad experience. Age 
30. For references & resume write: 

Box 2959, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


TO A MANPOWER BARGAIN HUNTER 
SOMEWHERE ON MICHIGAN AVE. 
I've got what it takes... honest! ... not 
years and years of experience but youth, 
ambition, and a well-rounded beginning 
in merchandising and client contact. My 
we is modest, see if you don’t agree. 


rite: 
2960, ADVERTISING AGE 


Box 
200 E. Illinois St., Chicago 11, Illinois 


YOU ARE LUCKY! 
If I had five years agency experience, 
instead of 1%, I'd be expensive. But as an 
expert Radio-TV Director .(my present 
post) copywriter, personable junior AE 
with 7 years media experience, I work 
hard, fast and thoughtfully for $600 per. 
28 years old - fly anywhere for interview 
- will relocate - have resume available. 
Box 2964, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Why Didn't I 
Get That Job?” 


el hed everything they 


wan between 30 and 
38 years of age .. . know ad- 
vertising media like a book 
...have had experience in 
advertising agency or adver- 
tising department and insur- 
ance advertising ...and, am 
able to direct and co-ordinate 
advertising programs for a 
nation- wide network of 
agents.” 


“I can present plans and 
ideas before a up...am 
willing to travel a bit to ” 
the job done. Above all, 

eager to advance in one of 
the nation’s most progressive 
and expanding companies. 
What an i ties 
I missed it! 


Don’t let this happen to you 

If you have these ualifica- 
tions, send a resumé, noting 
salary requirements, one a 
recent snapshot to: 


G. Duane Tillinghast 
Dir., Sales Promotion 
State Farm ins. Co's. 


STATE FARM 


imsuaance 


REPRESENTATIVES WANTED 
Amusement business journal seeks pub- 
lishers’ representative in Chicago region. 

Box 2966, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
Publisher’s representatives desired- East 
and West coasts. For 2 growing busi 


SPACE SELLING PRO—AE 
@ Aggressive, guaranteed space builder. 
@ Excellent 25 year record in all media. 
- pH competent-capast copy, layout, 


resent publisher—as top 
performer. ‘. a = tough, Ca 


Box 718, Advertising 
630 Third Avenue, New ine A N. ¥. 


i: 


PUBLIC 
RELATIONS 


Experienced person to handle public 

lati and pr tii for newly 
constructed regional shopping center 
in suburban area. Excellent potential. 
Give qualifications in resume and ex- 
pected salary. 


Box 729, ADVERTISING AGE 
630 Third Ave-, New York 17, N. Y. 


monthlies, young books with an excellent 


a 
x 2965, ADVERTISING AGE 
200° E. Iilmois St., Chicagol1,Illinois 


REPRESENTATIVES AVAILABLE 


EASTERN ADV. REP. NY/HQ. 
Over 20 yrs. exp. Have 2 associates for 
top coverage. 
Box 2967, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
NEWLY ESTABLISHED PUBL. REP. 
Experienced space salesman desires addi- 
tional industial publications in Midwest. 
Box 2958, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


BUSINESS OPPORTUNITIES 


Management Consultants with advertising 
background seek to purchase or invest 
in Advertising Agency, minimum annual 
billing $20,000,000. Replies held in con- 
fidence, brokers protected. Attorney. 


Box 2973, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


MISCELLANEOUS 


PUBLISHERS—Do You Need 
Lower Cost Printing? 

We are publishing house owning union- 
ized printing division producing our own 
magazines. Big weekly forces main- 
tenance of large mechanical staff. Have 
non-peak hour problem and you gain. 
Can handle complete job (or any part) 
in composition, presswork, mailing, ful- 
fillment, ete. Contact Charles Rueger 
2160 Patterson Street - Cincinnati 3, 
Phone: DUnbar 1-6540. 


JOB GETTING RESUME TO SET YOU 
apart, get interviews. Mail or interview 
service. “Write Your Own” kit only $5. 
Resume Service, 185 N. Wabash, Chicago 
YOUR UTOPIA 

FROM WORK & TENSION 
For Sale, large lot, 75’ x 85’ on a 
beautiful bluff OVERLOOKING a velvet 
valley and spring-fed, emerald colored 
streams. Nestled in thousands of acres 
of wooded area. Year round fun or re- 
laxation. Fishing, Hunting and Water 
Activity in immediate area. $2,500. 

Write: Box 1, Noel, Missouri 


SALES PROMOTION MANAGER 
Leading tool, die and specialty 
steel producer. Involves working 
with agency on national ads and 
direct mail. Producing technical lit- 
erature, data sheets and catalogs. 
Publicity, Public Relations, Conven- 
tion Exhibits, and Sales Training 
work involved. Western Pennsyl- 
vania location. For interviews send 
resume, which will be handled con- 
fidentially, to: 
W. C. Stonehouse, 
Director—industrial relations 
Latrobe Steel Company 
Latrobe, Pa. 


—— 


A.E. FOR MIAMI 


Established, prowins * Miami agen- 
cy needs A.E. with broad expe- 
rience. Prefer background with 
smaller or middle-size agencies, 
for in our 17-man shop a fellow 
wears several hats. 

Should know trade channels, mer- 
chandising, be able to formulate, 
present, and execute plans, have 
a good record of keeping clients 
happy. 

The qquertenity here is excellent 
and the climate wonderful. We 
suggest that you airmail us full 
details on your qualifications 
today. 

Hume + Smith - Mickelberry 
Advertising 
126 S.E. 2nd Street, Miami 


OPPORTUNITY FOR 
MARKETING AND 
MARKET RESEARCH 
MAN 


Growing Chicago advertising 
agency with substantial billing 
and fine list of national accounts, 
seeks a man of specialized mar- 
ket research and analysis ability. 
Some background in basic con- 
sumer research desirable, but 
essentially this man is trained in 
market analysis. His duties will 
include intensive study of client 
and competitive market condi- 
tions for a diversified list of ad- 
vertisers. He will talk with 
distributors, branches and deal- 
ers, digging for essential infor- 
mation, observing local sales, 
marketing and advertising strat- 
egies. Knowledge of food and 
beverage sales and distribution 
helpful. Must be able to appraise 
over-all market situations and 
report on them to agency and 
client managements. Work will 
involve considerable travel. Sal- 
ary commensurate with experi- 
ence and ability. Excellent 
benefits and growth opportunity. 
Kindly send full statement of 
experience including age, pres- 
ent salary and snapshot. 


Box 726, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, II. 


dling 250 banking accounts. 


TO ACCOUNT EXECUTIVES 


An Agency background or a successful Media man forms the 
perfect pattern for success with our organization, the leading 
company in Business Development Programs for banking. 

An executive sales position with our company is now open in 
which you can fully utilize all the facets of your advertising 
background to become a successful Account Executive han- 


At the present we have 21 offices in major cities throughout 
the country and we are currently interested in opening offices 
in Atlanta, Georgia and Des Moines, Iowa. 

Drawing account plus percentage assures a five-figure income, 
based on your ability to succeed in financial advertising. 

Send resumes to J. E. Gallagher, Vice president 
Box 727, ADVERTISING AGE 
630 Third Avenue, New York 17, New York 
for personal conferences in above areas. 
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Advertising Age, September 28, 1959 


EXPERIENCED ADVERTISING 


SALESMAN 
Leading publication in construction 
and industrial field has desirable 
opening in Midwest. Compensation 
in $10-$15,000 range, plus bonus to 
man who can take over and manage 
going territory. Excellent opportun- 
ty for gro as well as manage- 
ment possibilities. Age 32-42. Good 
background in industrial or con- 
struction market preferred. Send full 
resume to: 
Box 721, Aavestioing Age 

200 East Illinois St., Chicago, Ill. 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 
DEARBORN 2-1062 
167 MONTH LASALLE STREET CHicaco 1 KLINO 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


PUBLICATIONS — 


OUT OF THE WEST COAST 
Business, professional, hobby ond special 
interest publications — both nationals 
and regionals—publi in California, 
bf ybos and Or 
this cial displa 

week of eac 
. classi 


MR. ADVERTISING 
DIRECTOR... 


You may presently be an assistant 
ad manager ready to head your own 
department or you may be the full- 
fledged director who wants a less 
hectic life away from the hustle- 
bustle and commuter life of the big 
city. In either case, you are looking 
for the opportunity offered by this 
position. e are a large packaged 
consumer products manufacturer. 
With us, you would head our ad de- 
partment, exercise creativeness, di- 
rect a budget of over two million 


dollars and maintain close agency 
contact. 
The salary for this position is a 


EXPORT IMPORT 


VEWs 


THE VOICE 
OF WORLD TRADE 
Serving Readers 
in Principal Trade Centers 
of 89 Countries 
Published Every Month 
Suite 706, 507 Fifth Ave. 
New York 17, N. Y. 
Or Write our Western Advertising 
Office—354 S$. Spring St., 
Los Angeles 18, Calif. 


minimum of $25,000, and can easily 
more for the right man. 

Our own people know of this ad- 
vertisement. We shall be glad to ex- 
plore the possibilities with you, if 
you will tell us about yourself. All 
communications will be treated as 
highly confidential. 

Box 717, ADVERTISING AGE 

630 Third Avenue, N. Y. 17, N. Y. 


ADVERTISING ACCOUNT EXEC. 
INDUSTRIAL 


“Medium-sized N. Y¥. advertising agency 
requires highly qualified Industrial gi- 
neering account exec.; copy background 
required. Min. 5 years’ agency exp. Col- 
lege degree. Starting—-$12,000 plus broad 
benefits. Send complete resume to: x 
713 ADVERTISING AGE, 630 Third Ave., 
New York 17, N. Y. 


145 
ARTIST TO zy a 
* ¥ 
AE FOODS. Realistic mktg. man. 
AGRICULTURE |i] Osanna oe, HER 
WRITE FOR FREE BROCHURE TV-RADIO, writer-producer. 
2 man in medium $s 12M 


No mn 
2 JUNIOR MKTG EXECS. De 


JOHN ANDREWS ency. Could be brand mgrs now, 
1504 Dodge, Omaha, Nebr aie omen bee cen 
. —— GLADER CORPORATION 


Don Harris, Dir. Ady. Div. 
110 8. Dearborn - 


HELP !!! 


Frankly what we need is work- 
ing capital. Have a good little 
agency going (annual billings 
after two years now $150,000) 
and excellent growth potential. 


All consumer accounts—no re- 


ATTENTION 
ADVERTISING AGENCIES 
IF YOU HAVE A CLIENT WHO 
IS IN NEED OF A POWERFUL 
SALES MANAGER, PLEASE 
SHOW HIM THIS AD. 


NATIONAL SALES MANAGER 


Desires position with a challenge, tan- 
gibles or intangibles. Loaded with en- 
thusiasm & drive. Sales, promotions, 
creative ideas, PR. Will not ask any man 
to sell what | cannot sell myself. For a 
look in the past, present & future, write: 
P.O. Box 46546, Los Angeles 46, Calif. 


tail! Wanted: affiliation with 
larger agency for backing or 
one-third corporate partner with 
$35,000 to $50,000 to invest im- 
mediately. Reply Box 722, 
Advertising Age, 630 Third Ave- 
nue, New York 17, New York. 


ADVERTISING — 
SALES PROMOTION 


National Multi Plant manufac- 
turer of widely diversified prod- 
ucts needs assistant advertisin 

manager to —- and direc 
advertising and sales promotion 
for one of its fastest growing and 
most important divisions. 


Although headquarters will be 
in New York, considerable travel 
will be necessary to contact sub- 
sidiaries and plants from coast 
to coast. 


Knowledge of containers is de- 
sirable—from either the manu- 
facturer’s or the purchaser's 
side. Experience in container 
selling, advertising and mer- 
chandising would be valuable. 


Position would be with a lead- 
ing growth company in a vital 
jy HL To the right man with 
drive, imagination and the abil- 
ity to organize himself and oth- 
ers, this offers a challenging 
opportunity. 

Age—probably less than 38. All 
an FH in confidence. Our people 
know of this advertisement. 


Box 715, ADVERTISING AGE 


630 Third Avenue 
New York 17, N. Y. 


MR. AD EXECUTIVE 
Looking for an account exec., ad 
manager, copy writer, media director 
or space salesman? Phone RA 6-6168. 
* FRED JOHNSON 
Advertising Employment Consultant 
of 


DOROTHY DOCKSTADER CONSULTANTS 
64 E. Lake, Chicago 1, Ill. 
* formerly with Crowell Collier 


ADVERTISING 
DIRECTOR 


For Home Furnishing departments 
of national retail company. Expand- 
o 


ae Chicago organization offers 
splendid opportunity to a successful 


man with good merchandising back- 
round combined with experience 
n all phases of art and promotion. 


Excellent compensation including 
bonus and profit sharing. Apply in 
strict confidence with comprehen- 
sive resume. 


Box 719, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


* available ADVTS. 
SALES PROM. EXEC. 


creative + sales minded 


Seasoned ‘‘pro’’ with exceptional com- 
bination of proved creativity, adminis- 
trative, sales ability. Former acct. exec., 
agency owner, sales-advig. ager. 
Sound marketing prans. merchandising 
ideas, practical sales and training ex- 
perience. Capable organizer and super- 
visor on coordinated ad-sales programs 


The Midwest's 
f 1 > . : 
oducts. Versatile “de'it-himvelf abll- outstanding placement 
es, . ° 
lanaginative eoby (done tor aie nul ~ service for Adv. * Art & 
lea — promotional, material," Geplaye, ollied tielde. 


folders, catalogs. 20 years extensive ex- 
perience, college education, 42, person- 
able, aggressive. N.Y¥.C., estchester, 
lower Conn. only. Bex 716, Advertising 
Age, 630 Third Ave., N. ¥. 17, N. ¥. 


By appointment only 
59 E. MADISON + SUITE 1417 
CHICAGO 2, III. 
CEntral 6-5670 


IF ADVERTISING IS YOUR BUSINESS 
PLACING YOU IS OURS! 


Melba, Hive, 


Specialized Personnel Service, Inc. 
629 EUCLID AVE. CLEVELAND 14, OHIO 
Serving the Midwest for over 20 years 


ONE MAN 
with 
AD TEAM ABILITY 


One-man direct mail and sales promotion 
agency with promising midwest accounts 
on fee basis desires affiliation with small 


rogressive agency seeking young talent 
o expand its team. 
724, ADVERTISING AGE 


x . 
200 E. Illinois St., Chicago 11, Illinois 


TO A LIVE WIRE 
ACCOUNT EXECUTIVE 
WHO IS LOOKING 
TO TOMORROW 


Medium sized, fully staffed Chicago 
Agency with enviable reputation for 


SALES PROMOTION 
AND ADVERTISING 
Wanted: Young man to 35 with 
pee knowledge of the insurance 
usiness to supervise sales promo- 
tion and advertising activities of 
fast-growing ordinary life, credit 
life, auto, fire and casualty com- 
panies. Work with top flight sales 
and advertising people in Los 
Angeles home office of $500 mil- 
lion parent corporation. Write in 
confidence including background, 
experience and initial salary re- 
quirements to: 
Box 728, ADVERTISING AGE 
4041 Marlton Avenue 
Los Angeles 8, Calif. 


creativity and rapid growth, seeks 
experienced account man who is 
stymied in his present spot. For the 
right man who already controls 
some business, we have a unique 
and specially attractive proposition 
with potential agency participation. 
Write in full confidence, outlining 
background, experience and ac- 
counts you have or are now serving. 
Box 723, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


IF YOU understand and can sell 
industrial advertising; are under 
40; and can justify earnings up- 
wards of $10,000 a year salary, 
plus profit sharing, we are in- 
terested in you. 

WE ARE a Chicago-based in- 
dustrial magazine with good 
growth potential; good earnings 
for a man who understands in- 
dustrial markets and can prove 
he has sold them. 

Reply to Box 720 
ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


If marketing appliances 
is your business, then 
ask for a Sample copy. 


UINN'S 


The News Magazine for 
those Who Sell or Service 
Appliance Dealer Items in 
the Eight Pacific Stotes 


(Formerly ‘'California T-V & Appliances’') 
10,000 guaranteed ‘Guided Circu- 
lation’’. Guided to the fastest grow- 
ing LOOKING, LISTENING & 
LIVING morket; Hawaii, Alasko, 
Woash., Ore., Calif., Ariz., Nev. & 
Idaho. To be audited by VAC, 
Verified Audit Circulation Co. 


Ask Quinn: 
Quinn’s, 229 E. 4th St., Los Angeles 13 


MAdison 6-5004 
(A Parker & Son Publications, Inc. maga- 
zine; Bill Bowen, Publisher; Bill Quinn, 
Ed.; Don Martin, Adv. Mgr.) 


Staff a writer 

with an approach that’s 
always fresh... 
always remembered 


Box 725, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Illinois 


A fine opportunity for a 
creative 


ADVERTISING 
MANAGER 


with broad experience in 
magazine advertising 
space sales on national 
basis. 


30-40 years old 


Salary in five figures plus 
substantial commission. 
Superlative workplace 
and community environ- 
ment. 


Send full 
information to 
P.O. Box 9317 
Chicago 90, Ill. 


All inquiries treated 
confidentially 


BIG RESULTS 


from small ads 
in the classified section 


Your low-cost message in The Advertising Market 
Place gets exceptional results because it hits over 
158,000 top marketing men who are in the mood to 
hire, buy and sell. Gamble a few dollars with the 
coupon below, and stand by for fast action! 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $18.75 per column inch, 
and card discounts, size and frequency apply. 


1 am enclosing $ 


1___State 


THE ADVERTISING MARKET PLACE 
ADVERTISING AGE 


200 E. Illinois St. 4041 Marlton Avenue 
Chicago, Illinois Los Angeles 8, Cclif. 
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$350,000,000 in | 
Dog Food Ain't 
Just a Woofing 


(Continued from Page 3) 
the remainder of approximately 
$90,000,000 was spent for veter- 
inary care. 

Harry Miller, director of the 
Gaines research center, and a na- 
tional] authority on dogs, reported 
that more than 40% of U.S. fam- 
ilies own dogs. 


s “Today more people own more | 
dogs than ever,” he said. “At least | 
18,000,000 American homes have | 
dogs. Our dog population has in- | 
creased more than one-third in | 
the past decade, and production of 
canned dog food has more than 
tripled.” 

Last year, dogs ate 2.5 billion 
Ibs. of prepared dog foods. As a 
result of better diets and medical 
care, dogs also are living longer. 
Mr. Miller said. He estimated that 
a well-cared-for dog today has an 
average life expectancy of about 
ten years. # 


rt Basins ?” 
“FINE!” 


PARENTS’ 
- MAGAZINE | 


» | 


hits another 
HIGH! 


&§ 

~~ 

_ OCTOBER 19589 ISSUE 
844 } 
_ > 127 pages of f 
: advertising* : 
> $1,118,000 | 


ad revenue* | 
*INCLUDES SECTIONAL ADVERTISING 
> National Lineage — 
up 4.5% 


a 


i > National Revenue 


Me 


: 
up 9.7% > 


oil oe 


JANUARY-OCTOBER | 
1959 ISSUES 


> National Lineage 
up 2.0% 


> National Revenue 
up 7.9% 


Oud. moving obtad, | 
STRONGER 
Haw wer | 


Parents 


MAGAZINE & FAMILY HOME GUIDE 


1,825,000 Circulation 


Effective January, 1960 


| 


| ers. outdoor posters, counter cards, 


| stores with the theme: “The world 


| your Jantzen.” 


| planned around a swimsuit.” The 


{minute color film, “Once Upon a 
= | Smile,” 
| bathing beauties Clara Bow, Ruby 


| 
| 


Magazines Carry | 
Load in Jantzen 
‘Smile’ Campaign 


(Continued from Page 3) 


| 


smile buttons for salespeople and 
plans for fashion shows (including 
a movie and a record). 

Details of each promotion have 
been gathered together and filed 
in a pink and orange box (the 
campaign colors) for Jantzen 
salesmen to take to buyers. A win- 
dow in the front of each box dis- 
plays each promotion as it is being 
discussed. 


s A smattering of these fashion 
categories and their accompanying 
promotions: 

e Sea dresses for sunning—skirt- 
ed suits which will be promoted by 


has so few goddesses, be one in a 
Jantzen sea dress.” 

e After-dive fashions—evening 
suits to be advertised by ads head- 
lined: “Come to dinner, bring your 
Jantzen,” “In a Jantzen, life is | 
just one mad party after another,” 
or “Have a ball on the beach in 


e Bold and Bashful Bikinis—)| 
packaged in a Bikini Boodle, a} 
water-proof, zippered bag “holding | 
all you need to create a mad sensa- 
tion; a lipstick and your bold bi- 
kini.”’ For the not so daring, there’s 
the Bashful Bikini. 


e Luxury class coordinates— 
“portable sportables,” for world 
travelers, the “first wardrobes 


suggested ad theme is “the world 
is your playground, etc.” 
e Beacheroos—beach accessories, 
including seacaps, bags, carpet 
towels and Jandals, “for those 
who go in for beachkeeping.” 
Other categories include Stow- 
aways, the Great Jantzens, U.S.A. 
Hooray, and Color Shapes. 


# Also available to stores is a six- 


which features Jantzen 


Keeler, Betty Grable and Marilyn) 
Monroe from 1910 to 1960. The 


|music is the “smile’’ song of each | 


era—“Let a Smile Be Your Um- | 


| brella,” “When My Baby Smiles at 


Me,” etc., ending with the “Smile 
song of the 1960s—just wear a 
smile and a Jantzen.” 

A medley of these songs has been 


| pressed on a record to be used by | 


company salesmen and stores. A | 
sample verse of the Jantzen song: | 
“Shall we do a little dancin’; Make 
the evening come alive; Come to 
dinner, bring your, Jantzen, for 
things are happening after dive.” 
For the trade campaign in Wom- 
en’s Wear Daily, the smile theme 
has been adapted to weekly ads 
asking, “Guess who’s smiling for 
Jantzen?” Each ad pictures a dif- 
ferent sportswear buyer chosen 
from stores across the country. 
Her face—except the smile—is 
hidden by a big hat. Copy will give 
clues and invite the trade to guess 
who, + | 
| 


Morrow to ‘Material Handling’ 

Stanley A. Morrow has been 
appointed eastern sales representa- 
tive of Material Handling Engi- 
neering (formerly Flow). Mr. Mor- 
row has spent the past 13 years in 
advertising space sales with Chain | 
Store Age and the New York World 
Telegram & Sun. 


‘Economics’ Sponsors Forum 

Medical Economics Inc., Oradell, 
N.J., publishers of Medical Eco- 
nomics, has established a contin- 
uing forum of practice manage- 
ment methods for doctors. 


IN THE UNITED STATES DISTRICT | 
COUR. FOR THE NORTHERN 
DISTRICT OF ILLINOIS 
EASTERN DIVISION 


STATE WHOLESALE 

GROCERS, a corpora- 

tion, et al., 
Plaintiffs, 


No. 56 C 418 


THE GREAT ATLAN- 
TIC AND PACIFIC 
TEA COMPANY, a 
corr ation, et al., 


) 
) 
) 
) 
vs. ) 
) 
) 
) 
) 
) 
Defendants. ) 


MEMORANDUM AND ORDER 


CAMPBELL, Chief Judge | 


On remand of this case from the Court | that 


of Appeals, plaintiffs have moved for a | 
ruling on the so-called ‘‘spurious class” | 
suit issue left undecided both by this | 
Court and the Court of Appeals. State 


Wholesale Grocers v. The Great Atlantic | 


& Pacific Tea Company, D.C., N.D. Ill, 
E.D., 154 F. Supp. 471; C.A., 7 Cir., 258 F. 
2d 831. Since the pertinent facts appear 
in each of these reported 
shall not repeat them in detail here 

Plaintiffs consist of twenty retail 
cers and two wholesale grocers 


gro- 
located 


Jec.sions, I | 


Advertising Age, September 28, 1959 


Text of ‘Class Suit Ruling Against Hunt, Morton, GF 


otherwise is to destroy the so-called 
spurious class entirely, for, if the relief 


plaintiffs, should be common to ill 


| plaintiffs seeking to intervene. The latter 


to be recovered by several members of must establish their standing to complain 
the class in separate judgments must | (that is, their membership in the class) 


be a common or joint judgment, then 


and, 


like the present plaintiffs, the 


the whole provision is meaningless. The | amount of their individual damages. That 


rule clearly contemplates, 

relief in the form of separate similar 

judgments, emanating from the same 
source in law and grounded upon com- 
mon questions of fact.” 

In view of the language of the Kainz 
case, I think the Rule is satisfied where, 
as here, it is ~harg:d that the same, but 
separate, acti. by defendants of equal 
starding (‘that is, suppliers who have 
favored one customer over others) vio- 
lated the same section of a statute, and 
that the unlawful action of each defend- 
‘nt damaged each of several plaintiffs 
.n separate, different amounts. 

Defendants also urge the Court to hold 
the plaintiffs do not adequately 
represent the members of either of the 
two classes for whom this suit is brought. 
An examination of the entire record of 
this case convinces me that this conten- 
tion is without merit. 


Whether The Proposed Intervention Is 
Untimely 
It is argued that intervention at this 


| point of the instant proceeding would be 


jthan 3% 


in the Chicago Metropolitan Area. They | 


seek to bring into this action the retail 


and wholesale grocers similarly situated | 


who accept their invitation to join. De- 
fendants, General Foods Corporation, 
Hunt Feods, Inc., and Morton Salt Com- 
pany oppose the propriety of the class 
suit contending 1) 
not shown that they are entitled to br.ng 
a spurious class suit and, 2) in the 
alternative, that it is too late at this 
stage of the instant proceeding for the 
intervention of additional parties plain- 
tiff. 

Rule 23 (a) (3) of the Federal Rules 
Civil Procedure which governs spurious 
class suits, provides as follows: 

“a. Representation. If persons constitu- 

ting a class are so numerous as to| 

make it impracticable to bring them all 
before the court, such of them, one or 
more, as will fairly insure the adequate 
representation of all may, on behalf | 
of all, sue or be sued, when the char- | 
acter of the right sought to be enforced | 
for or against the class is 

(3) several, and there is a common 

question of law or fact affecting the 

several rights and a common relief is 
sought. 


Whether Plaintiffs are Entitled to 
Bring A Class Suit 

Defendants contend that 
retail grocer nor the wholesale g-ocer | 
class has been adequately identified. I do 
not agree. As to the plaintiff retailers, 
I think it has been clearly established 
that the class consists of retail grocers 
situated in the Chicago Metropolitan Area 
who, during the period pertinent to this 
suit, resold products of the defendant 
suppliers in competition with at least one 
store of the favored retailer, A. & P., and 
to whom proportionately equal treatment 
was not made available. The wholesaler 
class consists of all wholesale grocers 
situated in the same area who, during 
that period, sold the defendant suppliers’ 
products to members of the retailer class. 
I attach little significance to the fact that 
there may be certain differences between 
the various members of either class so) 
long as there is a question of fact or law 
common to all members within that 
particular class. 

The propriety of the class suit is also 
challenged on the ground that common 
relief is not sought against the defend- 
ants Counsel for defendants interpret the 
requirement of “common relief’’ as pro- 
vided in Rule 23(/a)(3) to mean that the 
claims of the plaintiffs must emanate 
from the same original source, citing 
Kainz v. Anheuser-Busch, Inc., 7 Cir., 
194 F. 2d 737, in support of their position. 
Defendants take the position that inas- 
much as it is not claimed here that the 
three defendant suppliers have joined or 
acted together, the several claims of the 
plaintiff emanate from three, separate 
and distinct sources, thus destroying the 
element of common relief. 

A reading of the pertinent portion of 
the Court of Appeals’ opinion in the 
Kainz case, supra, might prove helpful. 
In rejecting the contention that the 
phrase “common relief’ means “joint 
relief’, as that phrase is used in Rule 
231a)i3), the court stated, at page 743 
of 194 F. 2d: 

“*** ‘Common relief’ for persons hav- 

ing separate causes of action who may 

recover only several judgments, it 
seems to us, must mean, in order to 
give life to the purpose of the rule, 
relief emanating from the same original 
source, either by way of grant, con- 
tract, tort or statute, where the claims 
of all beneficiaries flow from the same 
fountain but are allowed not in a joint 
judgment but in several judgments. 

Strictly speaking, this may not be 

common relief in many senses, but it 

is separate relief for each growing out 
of a common source of right to recover. 

The same character of right to recover 

exists in several; in that sense, when 

there are common issues of fact and 
law, we think, the relief is common 
within the meaning of the rule. To hold 


that plaintiffs have | 


untimely since it comes at a time more 
years after the suit was 
instituted and 2% years after the proofs 
have been closed on the issue of liability. 
Defendants contend that it would be 
fundamentally unfair to them to allow 
intervention at this juncture of the case 
and caution that objectional procedural 
consequences might develop if such a 
practice is permitted. 


we think,| this comes at a date so long after the 


suit was instituted and the issue of 
liability tried is immaterial especially in 
view of the fact that most of this time 
was consumed in establishing the illegal- 


ity of defendant duct before the 
Court of Appeals. 
Intervention at this time, admittedly, 


presents its problems. However, I cannot 
concede that the Court, with the aid of 
able and experienced counsel, lacks the, 
necessary tools to cope with them. It ise 
no secret that the calendar of this court 
is already overcrowded. To force all 
plaintiffs who seek to intervene to file a 
new action, with its accompanying gamut 
of pre-trial discovery, would necessarily 
overburden the individual calendar of the 
particular judge of this court to whom it 
would be assigned, not to mention the 
fact that said action might later, perhaps, 
be consolidated with the instant one. At 


| the same time, I cannot perceive how 
; the defendants’ rights would be preju- 
| diced by intervention. If it shall later 
|appear that any of those rights might 
|be put in jeopardy, the resources of the 
court would be available to protect them. 
In summation, I think the procedures 
utilized in the instant case demonstrate 
| most effectively the proper employment 
of the Rules and the tools available to a 
trial court. While I do not attempt to 
| conclude that these procedures should be 
followed in every case such as this, since 
each case must be judged by its own 


Of course, defendants’ contentions might | peculiar facts, I do conclude that those 


be true in most cases. In the instant 


procedures were most appropriate in the 


case, however, the issues of liability and | instant suit. 
damages were separated for purposes of | 


trial. Trial of the issue of liability has | 
| been concluded. There is, 


at least, 
element of the liability facet of this case 
which rematms for decision. I think it 
clear that the joining of additional 


I am not unmindful that there is at 


one | least one issue that remains for decision. 


| This issue, if decided in defendants’ 
favor, would completely dispose of this 
suit. The other issues that may remain 


parties plaintiff at any earlier stage of | for decision might either bar some plain- 


the present case would have at that time 
served no useful purpose and might well 
have hampered, or at least delayed, the 
orderly and expeditious fashion in which 
the issue of liability was tried: With the 
separation of the issues of liability and 
damages for purposes of trial, Rule 23(a) 
(3) afforded the Court, as well as the 
parties, with an excellent mechanism 
whereby a handful of persons with a 
standing sufficient to complain might, on 


| behalf of all such persons similarly situ- 


ated, test the legality of the defendants’ 
activity which affected all such persons. 


| That activity having been branded as 
neither the | Unlawful by the Court of Appeals, the 


time is now ripe for the intervention of 
all wronged parties. 

A rule of procedure must possess a 
certain quality of usefulness. With re- 
spect to the Rule under consideration, it 
should, if nothing else, serve to speed up 
trials such as the instant suit, while at 
the same time avoid multiplicity of suits. 
Intervention of additional parties plaintiff 
before or during the trial of liability 
would have appreciably delayed the sub- 
mission of that 


for which the Rule was adopted. I think 
Judge Lindley’s comments in the Kainz 
case, supra, with respect to Rule 20(a) 
and Rule 23(a)(3), are particularly apro- 
pos here. He said at page 744 of 194 F. 2d: 
“We fully appreciate the difficulty 
encountered by trial courts in attempt- 
ing to give to these two rules the force 
we have attributed to them. Both, in- 
terpreted as we fee] they must be, are 
innovations at odds with earlier ideas 
of proper law and equity practices. It 
was once axiomatic that multifarious- 
ness of claims was to be avoided and 
that multiplicity of parties could be 
permitted only in case far afield from 
those of the so-termed spurious class. 
The latter, obviously, has unity only as 
an expedient invented and introduced 
into modern practice for the purpose 
of reducing multiplicity of suits and 
speeding up trials. We know the in- 
vention has novelty; whether it pos- 
sesses also the other quality sought, 


utility, is not yet fully proved. How- | 
ever, sensing as we do that these novel | 


insertions into our rules of procedure 
were inspired by certain specific sup- 
posedly beneficient purposes, it is our 
duty to give them effect. Perhaps in a 
case such as this, where each of the 
parties is entitled to a jury trial, where 
the transactions are voluminous, com- 
plex and intricate and the possible 
parties so numerous as to be beyond 
possibility of retention in the memory 
of any trier of the facts, it may even- 
tuate that the expedient provided is 
not efficacious in improving practice 
and procedure. But that possibility does 
not authorize us so to interpret the 
rules as to nullify them.”’ 


I think the entire procedure employed 
in this case demonstrates most effectively 
that Rule 23(a)(3) possesses the quality 
for which Judge Lindley was searching; 
that is, the quality of utility. Defendants’ 
conduct has been put to test and has 
been found unlawful. The facts elicited 
to test defendants’ activity, as distin- 
guished from the facts which establish 
the present plaintiffs’ standing to com- 
plain, while being common to all present 


tiffs’ rights if decided favorably to de- 
fendants or further define each class. It 
| should be noted that what has been said 
|in this memorandum shall be without 
prejudice to such of the issues as remain 
for the Court's decision. 

For the reasons stated, the class suit 
issue is decided in plaintiffs’ favor and 
the cause is set for pre-trial conference 
|} on September 28, 1959 - 4:00 p.m. for. the 
| purpose of setting a reasonable date 
within which additional plaintiffs must 
intervene or be barred. 


DATED, September 8, 1959 


Date to Be Set 
for Suits Against 
Food Advertisers 


(Continued from Page 1) 


issue for decision and | 
would have nullified one of the purposes | 


and the extent of monetary dam- 
ages. 

In addition to setting a time 
limit for, other grocers to enter the 
suit, Judge Campbell also must 
decide the extent of damages suf- 
fered by each grocer. 

William Kaplan, one of the at- 
torneys for the grocers, told Ap- 
VERTISING AGE that the statute of 
limitations for this suit is two 
years prior to the filing of the 
suit. The suit was filed in March, 
1956. Thus, General Foods, Hunt 
and Morton Salt presumably would 
be held accountable for all money 
spent “fer advertising in Woman’s 
Day between March, 1954, and 
March, 1956. 


The same grocers involved in 
this case filed a similar suit last 
week (AA, Sept. 21) against seven 
other food manufacturers, includ- 
ing Lever Bros., National Dairy 
Products Corp., National Biscuit 
Co., Nestle Co., Quaker Oats Co., 
Standard Brands and Adolph’s Ltd. 


@ Because of a recent change in 
the law, Mr. Kaplan said, the stat- 
ute of limitations in this new suit 
is four years. Thus, these seven 
companies would be held respon- 
sible for any ad dollars spent in 
Woman’s Day from September, 
1955, the start of the statutory pe- 
riod, until the sale of the magazine 
by A&P in October, 1958. 
Because of the importance of 
this case to the advertising field 


ADVERTISING AGE is_ publishing 
the full text of Judge Camp- 
bell’s ruling in an_ adjoining 


column, + 


is * ai ee | ie i - ‘ i ecto S267 evi ieee Sy ake ; , = % ie St ee ao 
7 . = tak : 2 SEPP —_ . 3 . e - ‘ Cz 
' 
re . iy } 
eG | 
) i = 
OR aed 
ree: po 
ih ie | 
tae a 
Ree 1. ‘ 
SS —— x= 
; 
: ee 
| ae 
; ‘ é 
fi 
ose e Po 
pepe: 
eh pete 
Poti a 
anita si 
ea : 
Be er 
ni ah ag 
ees 5 
eee aie a 
ee ‘ 
Ca 
faa & 
Py at 
reign ee 
ee Z 
Pee 
Bai! ps 
nd ca : 
te ? 
pp iy ¥ 
eh pe 
Peat. a 
pe a 
>) get cee 
SPER ior 
ea , 
oo eae 
iene ‘oe 
Highnote 
Shy eke li 
vue ta) | 
ede 
Bey eon 
cml 
Bie, zz. 
noe 
a 
/ 
aie en _ 
Bas ig 4 S 
aoe alia ee ' 
ees 
= eee laa hee 
Be pee Pe 
mee J 
he a 
. ae | 
a : ; --- 
See 
ewe ae 
erty ore: ie ! , 
a PER IST aee 
Sarena 
Pre sa ’ 
: ¢ : 
7 fo . = . 7 
peice 
ar , a7 
7 Ot Re 
Pa ae iia iat kites an vines Awe gee pee aes WES oe + ey 7 
ee forte Ae renee ie brisk rae aim bn bal a: beasts a ee es a: ee 4 eee et ee di h Rien Fe ae a ome Caray eae. eae rapes 
se us ; Serie ETERS eee ai SRS eg COCA serene te mah: eee West, a By ates mei SO ns gg, ee ene lee ete. acre See eae et pet Rhee tl a A ae Slee Sa iat Ts ie 
eo Oe = * ae ee eRe aR prea a ie er, pe sel ts i ioe Bs Donidets a Bayh i es os pe een sh eae et SE eee ET AM santy MEN AES Eh eae DOL ene la en a Se i sate eke 
SF me (ead 0 ae, od ec Pi ye Ga St > yee eee ee =). eh Geen) ee t= ye rae ey wa tee al i oe rd a he ae. ara > ee Se Oy Va ooo. SE ea eh Be re OB rah ST oe a, re ey ee a =e Sa aoe bi f, bi ee re ro rn i 


“"My,how you’ve grown!” 


Packaging is a child of the 20th Century... 
born of the need to protect products as 
they moved from makers to markets. Its in- 
fancy was associated with butter tubs and 
cracker barrels... its “teens” with apothe- 
cary jars, tomato cans and cardboard candy 
boxes. But today it is a giant, serving more 
than forty industries and doing a 16% bil- 
lion dollar business. 

What made it grow? Mass production 
played a big part, for it spurred the devel- 
opment of containers and packaging meth- 
ods to keep pace with production. And, as 
distribution broadened, packagers de- 
manded sturdier containers. But, paradoxi- 
cally, packaging’s greatest growth came 
during America’s greatest depression. For 


MODERN PACKAGING MAGAZINE 


A BRESKIN PUBLICATION -— Authority of the Field for thirty-two years 
Other Breskin Publications: MODERN PACKAGING ENCYCLOPEDIA~MODERN PLASTICS—MODERN PLASTICS ENCYCLOPEDIA 
Offices: New York 575 Madison Ave.; Chicago 101 E. Ontario St.; Cleveland 3537 Lee Rd.; Los Angeles 6535 Wilshire Blvd, 
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merchandise had to be made more conven- 
ient and attractive to entice shoppers. 

The ’30s also marked the beginning of a 
newera in marketing. A few bold venturers 
rented abandoned warehouses and garages 
to sell food on a self-service, cash-and- 
carry, rock-bottom-price basis...and some- 
body invented the word “supermarket.” 
Customers came with carts and Cadillacs 
..- Shopping centers shot up... self-service 
retailing spread to dozens of different prod- 
ucts... packaging grew by leaps and bounds. 

Today’s shopper enjoys the benefits of 
the inventive ingenuity of thousands of 
chemists, designers, engineers and techni- 
cians...men who use glass, metal, paper 


and plastics to create packages of all kinds. 


They've built machines to make and handle 
these nraterials at phenomenal rates of 
speed...to turn out packages that provide 
the utmost in protection for the product 
and convenience for the customer. 

Just as modern packaging methods con- 
tribute to the preservation, distribution and 
sale of products, so MODERN PACKAGING 
MAGAZINE contributes to the creation, de- 
velopment and adoption of ideas for better 
packaging. Ever since its founding in 1927 
it has been the authority in its field. Its 
founders brought together all the packag- 
ing machinery manufacturers and sup- 
pliers of packaging materials...helped 
spark the formation of many of the associa- 
tions that now represent what has become 


, allother packaging publications combined. 


America’s sixth largest manufacturing 
function. 

Packaging is complex and dynamic. 
Advances are occurring at a swift pace in 
materials, methods and equipment in hun- 
dreds of different product lines. And pack- 
agers everywhere know they can depend 
upon the editors of MopERN PACKAGING for 
ideas and for accurate reporting of all the 
latest developments. 

MODERN PACKAGING contains more origi- 
nal editorial material, has more paid sub- 
scribers, and carries more advertising than 


To reach the packaging market, use the 
magazine that packaging men reach for— 
MODERN PACKAGING. 


Of special interest to advertisers 
and their agencies 


aaeacT St. 
More than 175 years of 
Editorial Experience in Packaging 
MODERN PACKAGING’ staff of 14 full-time edi- 
tors and 35 correspondents is the largest and 
most authoritative in the field, Their ability to 
gather, interpret and report worthwhile ideas 
in every package-using industry is evidenced 
by the fact that since 1941 MopERN PACKAGING’s 
subscription renewal rate has never fallen be- 
low 70%. 


Reader Development Program 
Another Modern Packaging FIRST 
In its new, two-fold Readership Development 
Program, MODERN PACKAGING now offers ad- 
vertisers (1) authenticated coverage of the 
overwhelming buying power of the market and 
(2) an assured plan to attain constant reader- 
ship. Since January 1959, a corps of readership 
development specialists has been making 
personal calls on packaging executives who 
receive MODERN PACKAGING, This group, which 
now numbers over 70 university professors in 
marketing, demonstrates the most efficient way 
for the individual reader to use MODERN PACK- 
acinc in terms of his own specific interest. 
MODERN PACKAGING now is read by top execu- 
tives in the companies responsible for over 80% 
of packaging materials purchases, Write for 
more facts about what this new publishing con- 
cept means to MODERN PACKAGING advertisers. 


Ask to see this new audio film strip 
A new 15-minute, 35 mm., full-color, audio 
film strip that tells how MopERN PACKAGING 
serves the packaging-using industries has just 
been completed, If you have a stake in the 
packaging field, it’s “must” seeing, A note or a 
phone call from you will put your name on the 
list for an early personal showing, 
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THE MODERN PACKAGING ENCYCLOPEDIA 
1SSUE, which comes to readers as a 13th issue, 
is the only workbook of its kind in America. 
More than 100 authorities each year contrib- 
ute material to keep the Encyclopedia com- 
plete and accurate. It contains over 800 pages, 
weighs over 5 Ibs. 


Use 


MODERN PACKAGING 
For One-Book Access 
to the entire packaging field 
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McCall's is 


Ml 


Ml 
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‘in total editorial pages 


in 4-color editorial pages 
in total service editorial pages 
in home furnishings editorial pages 


McCall's today leads the field in presenting the 
most service, the most reader material in the most 
attractive 4-color editorial format in the service 
field. The results? Newsstands sell out issue after 
issue. Subscription renewals zoom upward, and 
you're guaranteed new circulation of 5% million 
(up 300,000) beginning in February, 1960. New five- 
color presses developed exclusively for McCall’s 
make possible a new economy in rates. No increase 


in cost-per-thousand for 4-color or 4-color bleed 
pages...as well as no extra charge for bleed. Put 
it all together and you’ve got McCail’s formula 
for success...a better product, more attractively 
dressed and more economically produced, creates 
more readers and a better climate for your adver- 
tising message. No wonder McCall’s today is your 
most efficient advertising buy. Ask your McCall’s 
representative for details. 
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